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[bookmark: _Toc190996266]Introduction 

Effective marketing is the foundation of a successful event, influencing everything from audience engagement to attendance and overall experience. According to Bek (2024), “One of the primary advantages of social media is its unparalleled ability to expand reach.” In today’s digital landscape, social media and strategic marketing play a critical role in building anticipation, generating buzz, and ensuring a strong turnout. 

This portfolio serves as a comprehensive documentation of my role in social media & marketing for the I.T.T. Future You Conference, demonstrating the structured planning, execution, and evaluation of my promotional efforts. It highlights the decision-making processes, marketing strategies, and theoretical frameworks that led my approach of marketing.

As the social media & marketing manager, my responsibilities included:

· Developing a marketing plan tailored to the target audience.
· Managing social media platforms to promote the event.
· Creating engaging content (graphics, videos, captions).
· Monitoring and optimising engagement through analytics.
· Creating timelines for social media post from the past 3 months

Marketing played a pivotal role in the success of this year’s I.T.T. Future You Conference by influencing audience behaviour. To develop an effective marketing strategy for the I.T.T. Future You Conference, I applied the following frameworks:

Firstly, the AIDA Model (Awareness, Interest, Desire, Action) this was important as it guided my content strategy for the event. I applied each stage of the model to structure my promotional materials, ensuring that the content I posted effectively captured the audience’s attention and encouraged registration from an online perspective.

· Awareness: To create awareness, I focused on eye-catching visuals and headlines in the initial campaign. Posts on Instagram and LinkedIn highlighted key event details, including key guest speakers and the event’s relevance to career development for students and people wanting to join the industry. This strategy aimed to reach a broad audience and inform them about the upcoming conference. The success was measured by tracking impressions and engagement rates (e.g. likes, shares, and comments) on these posts. I also encouraged the idea of going to colleges to speak in person to spread the word of the event. Word of mouth is a great way to promote an event and showcase what we have to offer in person.
· Interest: Once the audience was aware of the event, I generated interest by posting teaser videos and sneak peeks of the event content and previous years. These posts provided more in-depth information about the speakers and topics, aiming to spark curiosity. 

· Desire: To create desire, I emphasised the benefits of attending the event, such as exclusive networking opportunities and access to key industry insights. This content was shared through email campaigns to college lectures and targeted ads on Instagram. 
· Action: Finally, to encourage attendees to act and register for the event, I used clear and compelling calls to action in posts across all platforms, particularly urging users to register for the event. (Appendices, a.) For example, I posted countdowns on Instagram stories and sent out reminder emails as the event date approached. (Appendices, b.) 

According to James (2024), “It enhances the chances of capturing the target market’s attention, sustaining their interest, generating desire for offerings, and ultimately prompting action,” which aligns with the core principles of the AIDA model in driving event registration.

Consumer Behaviour: I adapted whilst posting to different audiences by analysing their motivations, preferences, and decision-making processes. For students seeking career guidance, I emphasised networking opportunities and industry insights, while for professionals, I highlighted the chance to connect with industry leaders. On social media platforms, both firms and users are involved in creating and disseminating brand-related content (Bambauer-Sachse and Mangold, 2011), and I adjusted the tone and content of promotional materials between Instagram and LinkedIn, using visually engaging posts on social media for younger audiences and more detailed email campaigns for industry professionals. These two content sources are acknowledged for their different nature (Bruhn, Schnebelen and Schäfer, 2014), which influenced how I crafted each platform's message. This approach ensured that each group received relevant and compelling information, enhancing engagement and driving event participation.

I applied Kotler’s 4Ps of Marketing to ensure my social media and marketing efforts for the I.T.T. Future You Conference were strategically aligned. According to Reno (2023), “The benefits are you get a clear picture of what your product offers and can start to see how it aligns with customer wants and needs,” which was crucial in tailoring the marketing approach to effectively meet the expectations of our target audience.

· Product: For the product, I focused on showcasing the conference’s value, emphasising expert speakers, networking opportunities, and career benefits to attract attendees. I created content that highlighted the tangible outcomes of attending, such as career advancement and industry insights. The challenge here was ensuring that the product's value resonated with both students and industry professionals, requiring a balanced approach in my messaging.
· Price: As the I.T.T. Conference was a student-led event with no charges for attendees or exhibitors, I focused on emphasising the accessibility of the event. To target a range of students, I underscored the affordability and the long-term professional benefits of attending. The challenge in this area was communicating the value of a free event without compromising its perceived quality or importance. I used targeted content that reinforced the idea that the event was a high-value opportunity, despite its free entry.
· Place: To reach students and industry professionals where they are most active, I leveraged digital platforms, particularly Instagram and LinkedIn. Each platform required a tailored approach due to its different user base and usage patterns. On Instagram, I used visually engaging posts and stories featuring behind-the-scenes content, speaker highlights, and countdowns to build excitement. Given that Instagram users are typically younger 18 - 34, I made sure my content was interactive and easily digestible, with more casual messaging and frequent posts. In contrast, LinkedIn was used for more professional, informative content aimed at industry professionals. Here, I shared detailed speaker profiles, career-oriented discussions, and networking opportunities. I also faced the challenge of adapting my content’s tone and format. Instagram posts were brief and image-driven, while LinkedIn content was longer and more text-focused, providing in-depth information.
· Promotion: For promotion, I implemented a multi-channel approach using Instagram, LinkedIn, and event pages. On Instagram, I used countdown posts, speaker spotlights, and interactive Q&A sessions to generate excitement and participation. On LinkedIn, I shared leadership content and industry-specific discussions, aiming to attract professionals and exhibitors. The challenge was ensuring content was tailored effectively for each platform’s user preferences. For example, the Instagram audience responded better to more casual, engaging content, while the LinkedIn audience required more formal, informational posts. This integrated approach ensured that my marketing efforts were cohesive, targeted, and effective in maximising audience engagement.

This comprehensive approach to Kotler’s 4Ps, especially in tailoring content for Instagram vs. LinkedIn, helped me address platform-specific challenges and align the marketing strategy with both the audience's preferences and the event’s goals.

To optimise content for maximum visibility and interaction, I leveraged social media algorithms and engagement theories in my marketing strategy for the I.T.T. Future You Conference. I strategically timed posts based on platform analytics, ensuring they reached the largest audience during peak engagement hours. Lang (2025) states that Instagram users, who are largely between the ages of 18 and 34, are likely to spend time on the app in the evenings as they finish up at work. According to Statista (2024), “31.7% of 18 to 24-year-olds and 30.6% of 25 to 34-year-olds (i.e. folks with nine-to-five jobs) use the app.” This evidence supports the notion that the best times to post on Instagram are generally 3 p.m. and 6 p.m. on weekdays, which I consistently tested to determine the optimal posting schedule. In result this was when I had the most likes on posts and interaction.

To further enhance engagement, I experimented with different content formats such as images and videos, to see which attracted the most interaction. For instance, videos featuring event highlights and speaker teasers generally received higher engagement compared to static images. I adjusted my content strategy, accordingly, increasing the frequency of video content, as these formats resonated better with my audience.

Additionally, I utilised trending hashtags, speaker mentions, and industry-related keywords to enhance discoverability. I monitored hashtag performance over time and adjusted my choices based on which ones led to the highest engagement. This approach maximised organic reach on Instagram which fostered audience interaction and strengthened overall engagement with the event.

This strategic optimisation of content, based on data-driven insights and experimentation, significantly boosted audience engagement and contributed to the overall success of the social media page.
[bookmark: _Toc190996267]Planning & Strategy:

A well-structured marketing strategy was essential to ensure the I.T.T. Future You Conference reached its target audience, generated excitement, and achieved high engagement. According to Swoogo (2024), “A social media strategy for events can significantly boost your event’s visibility, engagement, and audience reach. By utilising various social platforms, you can ensure your event reaches the right people.” This section outlines the step-by-step planning process, covering brainstorming, strategy development, scheduling, and data-driven decision-making.

[bookmark: _Toc190996268]Notes & Brainstorming

The initial planning phase involved multiple brainstorming sessions to align marketing efforts with the event’s overall objectives. Key discussions focused on:

· Defining the Target Audience: Identifying key demographics, interests, and behaviours to create tailored marketing messages.
· Brand Positioning: Establishing a unique and compelling event identity through strong visuals and messaging.
· Content Strategy: Determining the most engaging content formats (videos, graphics, interactive posts).
· Platform Selection: Choosing the most effective social media channels (Instagram, TikTok and LinkedIn) 
· Marketing Challenges & Solutions: Anticipating potential obstacles such as limited reach, engagement drop-off, or negative feedback and developing mitigation strategies.









[bookmark: _Toc190996269]Marketing Plan:

To ensure a clear, measurable, and effective marketing strategy, I created a structured plan which was developed using the SMART (Specific, Measurable, Achievable, Relevant, Time) framework. This approach allowed me to set realistic goals, track my progress.

The original primary objectives included increasing Instagram engagement by 30% through targeted content and interactive posts from previous years social media pages. This was something I was keen to improve on I set my target at 30% increase but within the past 90 days the increase has reached far beyond 76.7% (Appendices C.)

For the I.T.T. Future You Conference, I set a bold goal of reaching over 20,000 accounts on social media. I believed this was achievable with the right marketing plan and strategy in place. Instagram was my primary platform due to its large user base (18-34-year-olds), making it perfect for targeting both students and early-career professionals. Its visual format and features like Stories, Reels, and interactive posts made it ideal for engaging content such as speaker teasers and behind-the-scenes footage.

While TikTok was considered, I ultimately chose Instagram for its more professional tone, which aligned better with the conference's goals of promoting career development and networking. Key decisions were made based on where our audience was most active and the type of content that resonated best. Adjustments were made during the campaign, shifting all efforts to Instagram for maximum engagement and impact as well as having one page people can look at with all the information on.

I ended up reaching over 64,746 accounts, (Appendices D.)  which was a massive achievement and well beyond my expectations. This success demonstrates the effectiveness of the marketing plan and the high level of engagement we were able to generate for the event.

[bookmark: _Toc190996270]Key Marketing Strategies:
[bookmark: _Toc190996271]Content marketing:

· Teaser campaign to build anticipation.
· High-quality graphics and short-form videos highlighting key event features.
· Behind-the-scenes content to create a personal connection with the audience.

The content marketing strategy successfully built anticipation and engagement through a mix of teaser campaigns, high-quality visuals, and behind-the-scenes content. The variety of media formats (videos, graphics, and interactive posts) ensured a diverse and engaging content, keeping the audience interested. However, while engagement rates increased, conversion from interest to actual sign-ups could have been improved with stronger call-to-actions in posts.


[bookmark: _Toc190996272]Paid Advertising & Promotions:

The paid advertising approach proved valuable in reaching new audiences, particularly through targeted Instagram ads. However, budget constraints limited the extent of paid promotions, meaning that organic engagement strategies played a crucial role in maintaining reach and visibility.

The hashtag and viral campaign were a strong engagement driver, as it encouraged user generated content and increased event visibility. While the campaign successfully generated organic reach, incentivising attendees with prizes could have been better optimised by featuring real-time user posts during the event to create a stronger interactive experience.

Overall, the combination of content marketing, paid promotions, and interactive campaigns contributed significantly to the event’s success. Future improvements could focus on enhancing conversion tactics, expanding ad reach within budget constraints, and increasing real-time audience participation through live engagement strategies.
[bookmark: _Toc190996273]Content Development & Execution

To maintain consistency, we developed a branding guideline that included the following elements:

[bookmark: _Toc190996274]Logo & Colour Scheme: Branding and messaging were carefully developed to ensure a consistent, professional, and engaging identity for the event. The I.T.T. Future You branding used a lime and white colour scheme, which was already in place by I.T.T. Future You. For our marketing posts, we adhered to this colour scheme to create a cohesive visual identity that aligned with the event’s theme. This made our content instantly recognisable across all marketing materials while staying in line with the official I.T.T. page. One of the most engaging posts that used this scheme was a video of UWTSD Students Holding “I.T.T. Futre You” outside the University this video generated over 3,412 views and many positive comments, largely due to its consistent branding and professional look.

[bookmark: _Toc190996275]Tone of Voice: The tone of voice was intentionally crafted to be professional yet engaging, encouraging participation while maintaining credibility. We used a formal yet approachable style to resonate with the audience, ensuring that the messaging felt inviting without being too promotional. For example, a video from one of our exhibitors who we met in Tenby performed especially well, generating a lot of comments and shares because it felt personal and authentic, while still maintaining professionalism. This approach helped build excitement without overwhelming potential attendees, making them feel personally connected to the event.

[bookmark: _Toc190996276]Hashtags & Taglines: We created event-specific hashtags to track engagement and measure the effectiveness of our posts. Hashtags like #ITTFutureYouWales2025 and #CareerGrowth were widely used across both Instagram and LinkedIn. This helped us track the reach of specific content types, especially those involving countdowns and speaker announcements, which generated high engagement.

[bookmark: _Toc190996277]Graphics & Videos: Custom visuals were designed for each social platform to fit the platform's unique format and user expectations. For example, a behind-the-scenes video showing the final setup of the event space received over 1,185 views on Instagram, significantly outperforming the static images of the same content. The video format seemed to capture more engagement, likely because it offered a more dynamic and personal insight into the event’s preparation process as well as using trending music that people know.
[bookmark: _Toc190996278]Social Media Content Creation
[bookmark: _Toc190996279]Post Examples:

· Behind-the-scenes posts: These posts showed the event preparation, including team meetings and the setting up of booths. 
· Countdown posts: To maintain momentum, I posted daily countdowns leading up to the event. These posts encouraged followers to mark their calendars and were shared widely, generating excitement. 
· Interactive Content: To increase engagement, I used interactive elements such as polls and Q&A sessions. A poll asking followers which speaker they were most excited to hear from generated 12 responses in 24 hours, demonstrating that interactive content worked particularly well with our audience. 
[bookmark: _Toc190996280]Paid Advertising & Influencer Marketing

[bookmark: _Toc190996281]Instagram Ads: Targeted campaigns were used to maximise reach, especially among specific age groups and industries. A series of Instagram Stories ads targeting students aged 18-24 resulted in over 5,852 accounts reached. (Appendices E.)

[bookmark: _Toc190996282]Influencer Outreach: We reached out to several influencers with strong followings among our target audience to expand the event's visibility. However, the influencers requested payment for their promotional services. After taking time to evaluate the situation, I decided not to proceed with this route due to budget constraints, as the event was not generating revenue, and we did not have disposable income available for influencer marketing. This was a weakness, as I believe that securing the reach of an influencer could have significantly boosted our event attendance and further expanded our reach.






[bookmark: _Toc190996283]Event Day Marketing Execution

Marketing on the day of the event was crucial in maintaining audience engagement. This is to ensure it would enhance the online experience to maximise the real time exposure of the day. A key aspect on the day was to ensure that I used a multi-platform approach to create a dynamic as well as an interactive experience for both those that are attending the event in person and those who are engaging online that are not able to attend. 

The event day strategy was based on real-time engagement theory, which emphasises the importance of timely, interactive, and authentic content to sustain audience interest and boost participation. According to Ribeiro-Navarrete et al. (2021), events tend to attain higher performance when the corporate usage of social media is intense and the number of social media updates is high, which aligns with our approach to maintaining constant engagement throughout the event.
[bookmark: _Toc190996284]Live Engagement Strategies:

To capture attention and maintain momentum for the event, I ensured to set in place a combination of live content updates, interactive posts, and audience-driven engagement, which aligns with key engagement and social media theories such as the Uses and Gratifications Theory and the Social Presence Theory. Social media platforms provide users with an interactive avenue to create value and engage with the firm, (Brodie et al., 2013) and therefore, companies want to encourage their followers to not just passively consume content, but actively exhibit SMEB (Social Media Engagement Behaviour) in such a way that they comment and create new content (Baird and Parasnis, 2013)

Short behind-the-scenes clips of final preparations created anticipation before the event started. Live updates, e.g., "Doors are open!" & "We’re kicking off!" helped drive excitement. User-generated content resharing helped amplify organic reach by showcasing attendees’ perspectives. According to Viral Marketing Theory, content that is engaging and shareable has the potential to spread quickly across networks, which was evident as attendees shared their experiences, thus broadening the event’s visibility and creating an organic buzz around it. As Yang et al. (2010) note, “viral marketing spreads the marketing information through word-of-mouth among the users, which turns out to be more trustful for many consumers,” further highlighting the power of organic content in driving engagement and trust.








[bookmark: _Toc190996285]Crisis Management & Adaptations

Live event marketing required flexibility, as unexpected challenges can arise. So, for me to prepare, I created a contingency plan which was in place if there were any issues, this included:

· A backup content strategy in case of technical issues (pre-recorded videos ready for posting).
· A response plan for addressing any negative feedback promptly and professionally.
· Real-time analytics monitoring, using insights to adjust content based on engagement trends.

According to Bruce (2020), “A crisis communications plan is only good if it has been robustly tested. The best way to do this is to run a crisis simulation where you can rehearse your responses.” This theory highlights the importance of testing contingency plans, and while I did not conduct a formal simulation, I ensured my plans were flexible and adaptable in real-time, ensuring quick and effective responses if needed.
[bookmark: _Toc190996286]Post-Event Transition & Continued Engagement:

I ensured to keep up the momentum of the event after it has concluded I did this by: 

· "Thank You" posts recognising attendees, speakers, and sponsors.
· A recap video capturing event highlights, reinforcing the emotional experience.
· A call-to-action for audience feedback, aligning with the service recovery paradox theory, which suggests that collecting feedback and addressing concerns can strengthen attendee satisfaction.

The event day marketing efforts successfully enhanced real-time engagement, amplified event visibility, and fostered a sense of community. Applying psychological and marketing theories, including FOMO marketing, which, according to Dolan et al. (2015), “The ‘Fear of Missing Out’, known by the acronym ‘FOMO’, is a concept embedded in popular culture and the youth psyche,” and word-of-mouth strategies, ensured higher audience participation, organic content generation, and last-minute conversions.

Future improvements could include more personalised attendee engagement, such as interactive live streams, to further enhance participation.





[bookmark: _Toc190996287]Post-Event Marketing & Evaluation

[bookmark: _Toc190996288]Successes:

Real-Time Analytics for Adaptation:

· Monitoring real-time analytics allowed me to adjust content quickly based on engagement patterns, which helped optimise the performance of posts and ads. This data-driven approach led to more targeted and relevant content, driving higher interaction and registration rates.
[bookmark: _Toc190996289]Challenges:

Platform-Specific Content Adjustments:

· While Instagram was the primary platform, adapting content to different platforms (such as considering TikTok) presented a challenge. Deciding not to pursue TikTok meant missing out on a younger audience, but focusing on Instagram allowed for more professional engagement suited to the conference’s objectives.
[bookmark: _Toc190996290]Conclusion & Final Reflections

The marketing campaign for the I.T.T. Future You Conference was an invaluable learning experience, highlighting both the successes and challenges that take place in running a fast-paced event. Through the careful planning of marketing theories such as the AIDA Model and Viral Marketing Theory, I was able to craft a content strategy that successfully captured attention, sparked interest, and encouraged people to attend the conference. The integration of tools like real-time analytics and user-generated content proved to be highly effective in engagement and amplifying reach, resulting in a remarkable increase in event visibility. 

One of the key successes of the social media and marketing was surpassing my original reach goal, achieving over 64,746 accounts reached, far exceeding the initial target of 20,000. This was a reflection of the targeted, data-driven approach employed on Instagram. The use of engaging, interactive content such as countdowns, behind-the-scenes clips, and live updates played such a crucial role in driving excitement and keeping the audience engaged leading up to the event.

However, the marketing was not without some challenges. Budget constraints limited the opportunity for influencer marketing, which could have further boosted event visibility. Additionally, the need to adapt content for multiple platforms such as Facebook and TikTok. 



I have gained such valuable insights into the importance of clear, structured planning and the need to remain adaptable. The use of psychological theories like FOMO marketing also proved effective in creating a sense of urgency and encouraging last-minute conversions. I now recognise the significance of continuously optimising content based on audience feedback and performance metrics to maximise engagement.

Overall, the social media and marketing has not only reinforced my understanding of marketing strategies but also allowed me to refine my skills in real-time content creation, crisis management, and data analysis. Moving forward, I will take these lessons with me into future events where social media is crucial. 
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A.
[image: A screenshot of a social media post

Description automatically generated]This Instagram post shared was part of the final push to drive ticket sales for the I.T.T. Future You Conference. 

It featured a vibrant image of event organisers wearing branded UWTSD Tourism & Events hoodies. The post highlighted the excitement leading up to the event with a clear call to action: "Don’t miss out—grab your ticket NOW! Link in bio." The post successfully created a sense of urgency and encouraged immediate action, reinforcing the event's relevance and the limited time left to register. 

With 47 likes and 7 comments, the post helped generate buzz and contributed to the campaign's push for last-minute ticket sales.























B. 
This Instagram Story showcased a countdown timer, which created urgency and excitement as the event date approached. 

The post featured a lively image of the event's preparation, with balloons and organisers, reinforcing the fun and celebratory atmosphere of the I.T.T. Future You Conference. 

The use of the countdown timer was an effective call to encourage followers to register for the event, while also serving as a visual reminder of the upcoming date.

This type of engaging, time-sensitive content helped drive last-minute registrations
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Description automatically generated][image: Two women standing in front of a balloon arch

Description automatically generated]C. Over the past 90 days, the social media account for the I.T.T. Future You Conference has experienced significant growth in followers, with an increase of 76.7%. This rise in followers demonstrates the effectiveness of my marketing strategy and the engagement efforts we implemented to build momentum leading up to the event.

The data reveals a steady increase in followers, with the total number reaching 205 by February 19. This growth reflects both the quality of the content shared and the targeted approach to social media marketing, including the strategic timing of posts and the interactive content that encouraged audience participation.

























[image: A screenshot of a social media account

Description automatically generated]D. 
A total of 16,928 accounts were reached, with a significant portion 40.4% of this reach coming from paid ads. Notably, 98.8% of the accounts reached were non-followers, highlighting the effectiveness of the marketing efforts in expanding the event’s visibility beyond the existing audience.

A total of 64,736 impressions were generated, demonstrating the broad impact of the content shared across Instagram. The content types that performed the best in terms of reach were Reels (9,020 reach), followed by Posts (5,686 reach) and Stories (2,087 reach). This distribution indicates that dynamic and engaging content, such as Reels, was particularly effective at reaching new audiences and increasing exposure for the event.























[image: A screenshot of a phone

Description automatically generated]E. This post, achieved 5,852 accounts reached, demonstrating the effectiveness of my paid marketing in engaging the audience. 

The post generated 56 likes, no comments, and 1 save, showing solid interaction despite being more informational in nature. Additionally, 135 profile visits were recorded, indicating that the post prompted users to explore more about the event. 

This data reflects the impact of strategic content and reinforces the importance of regular engagement as well as using paid advertisement to drive interest in the I.T.T. Future You Conference.
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The future doesn’t wait... why should you? T
#ittfutureyou #5daystogo #futurestartshere
#levelupyourcareer #tourismevents #travelindustryleaders
#careergrowth #networkinggoals #uwtsd #dreambig
#studentsuccess #futureyou2025
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'§ Not long to go now! We're almost
ready for #ITTFutureYou-see you all
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