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Executive Summary  
 

The Social Media Plan for Dollywood’s 2017 Opening Day and Festival of Nations provides 

details on how to interact with the target audience, women ages 25-49,  and promote the Festival 

of Nations in an effective way. The overall goal of this campaign is to increase social media 

interaction across all platforms, and provide effective communication to park visitors during 

March 18 through April 10, 2017. 
 

The hashtag #CelebrateCulture is the official hashtag for Dollywood’s Festival of Nations. The 

hashtag defines what the Festival of Nations is all about. #CelebrateCulture is not limited to the 

many cultures that Dollywood will host, but also the celebration of the Smoky Mountains and 

East Tennessee heritage.  
 

The social media tactics are designed to reach the maximum number of followers and park 

visitors who are active on social media. These tactics include contests across Facebook, Twitter 

and Instagram, interaction through all social media channels, the display of user-generated 

content across all platforms, and the potential to promote food, rides, and shows through 

YouTube and Pinterest.  
 

Also included in the social media plan are appendices (where you can find the survey used to 

conduct primary research, a content calendar for social media posts, and examples of posts), 

examples for tactics, and a complete budget analysis that provides strategic spending options. 

Primary research, objectives, and strategies are also included to guide the execution of the tactics 

to reach Dollywood’s full social media potential.  
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Situation Analysis 
 

Industry Overview 

 

The global theme park spending is on the rise, and the trend is expected to continue 

through 2017. IAAPA predicts that theme park attendance will grow at a faster rate in upcoming 

years. This is because more people are able to either take time off for vacations or spend money 

on luxury goods. According to the International Association of Amusement Parks and 

Attractions, the attractions industry is the leader in creation of non-exportable jobs in the United 

States and directly employs 1.3 million people. In a 2011 survey, 43% of Americans said they 

planned on visiting an amusement park at least one time in a 12 month period, and 25% of the 

Americans surveyed already had visited a theme park that year. A 2014 Thinkwell Group report 

found that as many as 80% of guests have a mobile device while they are visiting a theme park, 

and that nearly half of these visitors will share their experience on social media. Universal 

Theme Parks, for example, is taking advantage of its social media accounts to engage with its 

visitors and improve their experience by encouraging them to tweet any questions using the 

hashtag #AskUniversal.  

The general size of Dollywood’s theme park does not compare to those of Disney and 

Universal. According to Figure 1, the top 20  

theme parks in 

North America 

hold the majority 

of attendees for 

theme parks. The 

Theme Index from 

TEA (2013) 

shows that Disney 

remains the top 

player in the 

category, in terms 

of attendance. 

Disneyland 

leverages its social 

media accounts in 

a slightly different 

fashion than 

Dollywood does. 

The popularity of 

Disneyland has 

stabilized its presence on social media channels and has increased its ability to connect with its 

followers. In 2011, Disneyland ran a campaign, “Let The Memories Begin,” across social media 

channels, encouraging its customers to share their memories. Disneyland has profited off of 

using user-generated content, simply by connecting with their followers through emotional 

appeals. The theme park also utilizes its social media to post events and attractions that are 

related to the current season. Currently, Disneyland is promoting Halloween attractions and ideas 

that are related to the Disney brand and theme parks.  

Figure 1  
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According to Mintel, theme parks are challenged to integrate apps and social media of 

people’s everyday lives into an immersive in-park experience. Mintel’s consumer data showed 

that 58% of people who have visited a theme park in the last three years have purchased a park 

experience during their last visit. An emphasis on convenience, price, and speed, influences the 

consumers to want a social media experience now more than ever. Technology in theme parks 

has become an essential addition across the industry to immerse the consumers in their brand. 

According to figure 2, while only 29% of respondents who visited a theme park used a mobile 

payment system, 34% would be interested in purchasing one for their next visit. This leaves 

opportunities for theme parks to use their mobile apps to create that immersive in-park 

experience

 

Client Profile 

 

Dollywood owns four different parks including the Dollywood Theme Park, Dollywood’s 

Splash Country, Smoky Mountain Cabins and Dollywood’s DreamMore Resort. Since May 3rd, 

1986 Dollywood has been one of the most popular vacation spots in the Southeast. Before 

Dollywood, Rebel Railroad, another theme park, opened in 1961. The theme park centered 

around a steam engine named Klondike Katie. The train is still apart of Dollywood’s theme park. 

In 1977 the Herschend family, the current co-owners of Dollywood, bought the attraction and 

changed the name to Silver Dollar City. Then in 1986 Dolly Parton joined the Herschends and 

became part owner. She then lent her name to the re-branded Dollywood. Since then Dolly and 

the Herschends have added $110 million in expansions.  

The advertising for the Dollywood brand encompasses all four tourist attractions even 

though each of them offers a different experience. Dollywood’s main element emphasized on its 

social media channels is the theme park. The theme park has a family friendly, wholesome 

environment where parents and children come to experience the fun. Dollywood is trendy 

without being riske, and it even has a working church in the park. Along with rides and shows, 

they have a variety of southern foods that you would expect to see at a fair. The entire park 

undergoes transformations for each of the seasons, as well as for different celebrations. 

Depending on when you visit the park, the attractions, food, activities, and even the merchandise 

in the stores changes to match each season. Dollywood uses its social media accounts to 

advertise all of these elements. 

Figure 2  
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Dolly Parton is a major contributor to Dollywood and has a say in most of the executive 

decisions. She performs in many of the shows and celebrations, and when she is not there, her 

family fills in for her. However, you will not see her image around most of the park. Everything 

is part of Dolly, meaning all her beliefs and aspects are incorporated into all the decorations, but 

she (as a person) is not part of the Dollywood brand image.  

 Dollywood uses its social media channels to encompass its four components: Dollywood 

Theme Park, Dollywood’s Splash Country, Dollywood’s DreamMore Resort, and Smoky 

Mountain Cabins. Posts on social media are very methodical because Dollywood not only knows 

their audience, but also knows their audience on each of the social media platforms. 

Competitor Analysis 

 

Dollywood currently has three main competitors, The Great Smoky Mountains National 

Park, Titanic Museum and Ripley’s Aquarium of the Smokies. These attractions are all within 

close proximity to Dollywood and share a similar consumer market.  

 

 

 

 

 

The  

 

 

 

 

 

Great Smoky Mountains 
The Great Smoky Mountains are a main competitor of Dollywood because the mountains 

attract tourists around the nation, however, the theme park attempts to target the same tourists as 

well. The Great Smoky Mountains National Park’s history stretches back to the 1800s. The park 

contains history spanning from the Paleo Indians to early European settlers to civilian 

conservation corporations in the 20th century. The entrance to the park is free, however 

overnight camping rates vary from $14-23 per night. Some fees may also exist to rent picnic 

areas. On average, the overnight rate to camp at the park is cheaper than a single day-pass to 

Dollywood, which is $67. The Great Smoky Mountains use its social media accounts differently 

than Dollywood does.  

The Great Smoky Mountain’s popularity increases the park’s references on social media, 

however, this can make it difficult to determine which social media accounts are officially 

representing the park. For example, the park is represented through various groups on Flickr, but 

the group appears as if it was created by fans. There is an extensive amount of content on 

Pinterest relating to the Great Smoky Mountains as well. However, there is an account, the Great 

3 



Smoky Mountains National Park, that was created by Great Smoky Mountains Association and 

posts content that showcases the park’s beauty and offers resources to tourists. The Great Smoky 

Mountains uses its Facebook, Twitter and Instagram accounts to share relevant images and 

information about weekend getaways, outdoor lifestyle, forecasts and hiking trails. The Smoky 

Mountains use great content showcasing the beauty of the mountains and its trails. 

 

 

 

 

 

 

 

 

 

 

 

 

 

The Titanic Museum 
The Titanic Museum is the world’s largest Titanic Museum attraction. The Titanic 

Museum opened on April 8th 2010. It is built on a half-scale from the original ship. The museum 

contains over 400 artifacts from the ships and its’ passengers. One adult ticket to the Titanic 

Museum costs $22.33. And a child's ticket (ages 5-12) costs $8.92. The museum will give tours 

to over 3,000 people on busy days.  

The Titanic Museum uses Facebook, Twitter, YouTube and Google+ to suggest to its 

audience other attractions in the Pigeon Forge area that can be helpful if they want to see a 

variety of attractions as opposed to just one. The Titanic Museum does a great job at keeping up 

with pop culture and social media trends by posting content relevant to trending topics such as 

holidays. The museum also shares user-generated content such as art and pictures. However, the 

museum does not post as frequently as Dollywood does.  

 

 

 

 

 

 

 

 

 

 

 

 

Ripley’s Aquarium 
Ripley’s Aquarium is located in the heart of Gatlinburg. The aquarium was built in 2000 

and cost $66 million dollars. The aquarium has 10,000 exotic sea creatures and 10 themed 
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galleries. An adult ticket costs $39.99 for an adult ticket that accesses the aquarium and two 

attractions. A child’s ticket costs $26.99 for the aquarium and two attractions.  

The Aquarium uses Facebook, Twitter, YouTube, Instagram and Tumblr to showcase 

their marine habitat and to connect with visitors at the aquarium. Although, the Aquarium 

engages with its followers, the content is similar; the brand focuses on posting content that is 

related to aquatic creatures, exhibits, facts and events. The brand posts similar updates across 

their social media platforms, such as Twitter and Facebook. Specifically on Facebook, the 

content includes videos and pictures that align with their aquatic theme or mountain location, as 

well as re-posting content such as animal videos. 

Analysis of Already Existing Social Media Use for Client and Competitors 

 

Dollywood currently uses Facebook, Instagram, Twitter, Pinterest and YouTube for its 

four brands, Dollywood Theme Park, Dollywood Splash Country, Dollywood DreamMore 

Resort and Smoky Mountain Cabins. The brands are represented through one account on each 

separate social media channel. However, on Facebook, two unofficial pages exist for 

Dollywood’s Splash Country and Dollywood’s DreamMore Resort. Customers have written 

reviews on both of these pages, both negative and positive, and Dollywood is missing the chance 

to resolve the issues presented on these pages. Dollywood has an opportunity to utilize user-

generated content that is shared on the unofficial Facebook page: “Dollywood’s DreamMore 

Resort.” Although the unofficial pages may cause confusion, Dollywood’s official social media 

channels are sharing engaging content.  

Dollywood frequently posts updates about its theme park on each social media channel; 

Facebook and Twitter are updated daily and Instagram is updated every few days. Dollywood’s 

YouTube channel is updated less frequently, as their last video was uploaded two months ago. 

Dollywood’s Pinterest has 708 pins worth of content and represents the theme park well. 

Dollywood also shares photos of the beautiful scenery nearby at the Smoky Mountains. A 

majority of their posts are connected to the theme park and are family-orientated. Dolly Parton is 

used sparingly on social media posts; the most common uses of Dolly include her inspiring 

quotes and relevant updates concerning her career. Dollywood also engages its followers by 

encouraging them to enter contests or attend special events at their theme park, water park or 

resort. Dollywood also strategically uses trending hashtags, events, and seasons to create posts 

relevant to their brand. For example, Dollywood created a video for World Smile Day 

that featured their employees smiling, and labeled their theme park as the “world’s friendliest 

theme park.”  

The average post on Dollywood’s Facebook, Twitter and Instagram accounts is related to 

a current event or attraction at Dollywood, and encompasses the theme park, water park and 

resort. Dollywood’s social media content is time-sensitive, so the emphasis on a particular event 

or attraction changes often. Currently, during fall 2016, a majority of social media posts 

emphasize their National Southern Gospel & Harvest Celebration and other season-related 

activities at the theme park. Another example is the water park, which is emphasized through 

social media when it is open. Social media posts for Dollywood’s DreamMore Resort focus on 

the southern dining, events and offers the resort has to offer. Social Studio reveals that the 

average sentiment regarding Dollywood on social media is positive; 85 percent of public social 

media posts reflect positive attributes attached to Dollywood.  
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Dollywood has three main competitors, in terms of attractions within close proximity of 

the theme park. The competitors are the Great Smoky Mountains, Titanic Museum, and Ripley’s 

Aquarium of the Smokies. The main use of the competitors’ social media channels is similar to 

that of Dollywood: to inform followers and potential customers of current events at their 

destination, and to form a positive relationship by sharing content that is relevant to the interests 

of their audiences. Overall, Dollywood posts more frequently on its Facebook and Twitter 

accounts than its competitors do. However, the Great Smoky Mountains and the Titanic Museum 

share more user-generated content than Dollywood does. For example, both share pictures of 

their visitors, but the Titanic Museum also shares customer reviews on its Twitter. Sharing user-

generated content can potentially increase positive perceptions of a brand and its credibility. 

More information about each competitor's use of social media is listed above.  

 

Critique and Opportunities for Dollywood Theme Park 

 
Facebook Twitter Instagram YouTube 

Critique -Feature more 

posts about people 

experiencing the 

fun instead of still 

pictures.  

-There is an 

unofficial account 

where people post 

some complaints 

about Dollywood.  

-Have the same 

content as 

Facebook and post 

the same type of 

picture. 

-The posts are 

the same as the 

content on 

Facebook 

-Post more about 

the visitors 

experiences on 

top of its 

promotional 

videos.  

Opportunities -Can access user-

generated content 

that can be placed 

on its social media 

channels. 

-Share user 

generated content 

on its pages to 

show consumers 

Dollywood’s 

appreciation for 

them.  

-Have more posts 

with people in the 

park having fun and 

going on rides and 

enjoying food.  

-Feature more 

people 

experiencing the 

park in the posts. 

For example 

people eating the 

food or seeing 

different 

attractions. 

-Feature people 

in the park and 

allow visitors to 

upload their own 

experiences of 

the park into the 

Dollywood 

YouTube 

channel.   
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Type of 

Content/ 

Sentiment 

-Family related 

posts (Family Day) 

-Dolly-related 

posts (music, 

career, 

inspirational) 

-Contests 

-Pictures and 

videos 

-Family related 

posts (Family Day) 

-Dolly-related posts 

(music, career, 

inspirational) 

-Pictures with links 

accompanying 

content  

-Pictures with 

links 

accompanying 

all of the content  

 

-Family oriented 

posts 

-Show theme 

park attractions 

and new roller 

coasters.  

 

Critique and Opportunities for Dollywood Splash Country 

 
 

Facebook Twitter Instagram YouTube 

Critique -Do not have separate 

social media profiles. 

Because of this there 

have been unofficial 

accounts for Splash 

Country. People 

mistakenly post their 

comments on the 

unofficial page and the 

park misses 

complaints/gratification

s.  

-Have the same 

content as 

Facebook and 

post the same 

type of picture. 

-On Instagram 

posts about 

Splash Country 

are combined 

with Dollywood’s 

main account.  

-Post more 

about the 

visitors 

experiences on 

top of its 

promotional 

videos.  

Opportunities -Can access user-

generated content that 

can be placed on its 

social media channels. 

-Share user generated 

content on its pages to 

show consumers 

Dollywood’s 

appreciation for them.  

-Choose user-

generated 

content to fill 

the Twitter page 

with visitors 

original images.  

-Separate 

Dollywood’s 

Splash Country 

accounts from 

Dollywood’s 

main social media 

accounts.  

-Feature people 

in the park and 

allow visitors 

to upload their 

own 

experiences of 

the park into 

the Dollywood 

YouTube 

channel.   

Type of 

Content/ 

Sentiment 

-New attractions 

(TailSpin, Racer), 

season open/close, 

discounts 

-Pictures or videos 

accompany the content  

-New 

attractions 

(TailSpin, 

Racer), season 

open/close, 

discounts 

-New attractions 

(TailSpin, Racer), 

season 

open/close, 

discounts 

-Pictures or short 

videos 

-New 

attractions 

(TailSpin, 

Racer), season 

open/close, 

discounts 
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-Pictures 

accompany the 

content  

accompany the 

content  

 

-Videos 

accompany the 

content 

 

Critique and Opportunities for Dollywood DreamMore Resort  

 
 

Facebook Twitter Instagram YouTube 

Critique -Same content 

as Dollywood 

Theme park and 

Slpash Country. 

-People spell 

DreamMore wrong, 

so when they tag 

pictures or posts it 

does not go onto the 

official account so 

the content is 

missed.  

-The same 

content as 

Facebook is 

posted onto 

Instagram.  

-Not capitalizing 

on user created 

content.  

Opportunities -Separate out 

from 

Dollywood 

Theme park 

account.  

-Create original 

user-generated 

content of visitors 

staying at the hotel 

and using its’ 

amenities.  

-Use original 

content by 

gathering user-

generated 

content of 

visitors staying 

at the hotel and 

using its’ 

amenities.  

-Show user 

created content 

such as “day in 

the life of” and 

have visitors 

record their own 

experiences.  

Type of 

Content/ 

Sentiment 

-Family 

Oriented 

-Camp DW for 

kids 

-Partnerships- 

International 

Storytelling 

Festival 

-Resort 

Features- pools 

-Events- vow 

renewals, 

southern dining.  

-Family Oriented 

-Camp DW for kids 

-Partnerships- 

International 

Storytelling Festival 

-Resort Features- 

pools 

-Events- vow 

renewals, southern 

dining.  

-Family 

Oriented 

-Resort 

Features- pools 

-Events- vow 

renewals, 

southern dining.  

-Resort Features- 

pools, the interior 

of the hotel 
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Audience Analysis  

 

Dollywood’s target audience for its theme park is females, ages 25 to 49. Dollywood 

chooses this demographic to focus on because females 25-49 are the family members that decide 

on where to go for the family vacation. According to the U.S. Census Bureau’s 2009 American 

Community Survey, nearly two thirds of U.S. households are considered family households, with 

30.3% including their own children under the age of 18. Also less than half of the family 

households are led by a married couple, but almost 13% are headed by an unmarried female, and 

nearly 5% are headed by an unmarried male. This study supports why Dollywood should be 

going after this demographic.  

Across different households, females are the head of their households and are a key 

influencer for purchasing decisions. Aside from the females having an influence on purchasing 

decisions, their children are key influencers. Since Dollywood is a family oriented business, this 

demographic makes the most sense to target. Females of the household will make the decision to 

go to the parks and may let their children play a role in choosing where to go. This demographic 

has similar beliefs that align with Dollywood’s mission to represent family values. The main 

social media channel this audience uses is Facebook, and Dollywood’s followers in this 

demographic engage with the brand by liking, sharing and commenting on pictures and videos 

that Dollywood shares. For example, several females tag family members or friends on 

Dollywood’s posts to start a conversation about a particular attraction or event.  

Females ages 25-49 are very family oriented. The audience is composed of young to 

older moms who have between two and four children. Most individuals in the target audience are 

married and have an income of $75,000 and above. The target is active on social media and uses 

various social media platforms to follow different brands. According to Mintel 48% of moms 

(ages 18-34) say they use social media three or more times per day. Moms are also more likely, 

than consumers overall, to use social media frequently (3 or more times per day). Moms are 

likely to follow brands that have good family values and offer products or services can be 

incorporated into their lives. According to Mintel, moms of younger children are particularly 

heavy social media users. Moms use social media to keep in touch with friends and family and 

are particularly interested in photo sharing. The target likes to share photos from brands that they 

care about and display values that are similar to their own. Moms are more likely to share posts 

with their friends and enter contests so they have an opportunity to win prizes for their family.  

The target uses different types of social media platforms. Females ages 25-49 use 

Pinterest. According to comScore research, older millennials, ages 25-34 make up 32% of 

“pinners”. These women already have a household income of $100,000 and above. As their 

salaries are increasing they are turning to Pinterest to help them make big purchase decisions. 

Individuals in the target audience also use Twitter. According to Mintel, Moms are also more 

likely to interact with companies and brands through Twitter than through Facebook. They do 

this because Twitter contains simple and easy to read posts that cater to their interests. The target 

audience still uses Facebook as well. According to Mintel, this demographic enjoys looking at 

photos and are more likely to click on the “see more” tab on posts. Facebook is an ideal platform 

for the target’s preferences because the brands they follow may post pictures with longer 

descriptions below. Facebook’s convenience of sharing a post is also an appealing feature to the 

audience. The target also uses Instagram; according to Mintel 27% of adults ages 25-34 use 

Instagram to follow vacation spots.  
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Primary Research 
 

Research was conducted through surveys and informal interviews that were given to women ages 

25-49. The informal interviews were with Facebook users and the surveys were given in person. 

A total of 4 interviews and 2 surveys were conducted on November 20, 2016.  
 
All four of the interviewees indicated that they do not regularly follow Dollywood on any social 

media channels. An interviewee who likes the Dollywood Facebook page does not view posts 

from Dollywood often. An interviewee who does not like the Facebook page revealed if she was 

planning a trip to Dollywood, she would consider checking Dollywood’s Facebook. A different 

interviewee indicated that she does not like or follow Dollywood on Facebook, because she does 

not have a specific reason to follow or not follow Dollywood on social media. 
 
According to the survey, which can be referenced in Appendix 1, a portion of women, ages 25-

49, do not regularly follow Dollywood on any social media channels. Two out of the six women 

that were interviewed or surveyed follow Dollywood regularly on Facebook. When asked how 

much they agreed with the following statements on a 5 point scale (1 being strongly disagree to 5 

being strongly agree), both women answered that they somewhat agree with the statement: “I 

check Dollywood’s social media sites once a week”. When asked how much they agreed with the 

statement: “I follow Dollywood’s social media accounts because they post about contests”, one 

of the women answered with somewhat agree. The findings are significant because Dollywood 

can focus on promoting content with contests to increase engagement with the target audience. 

Three women who completed the survey responded that they have been to the Festival of 

Nations. Dollywood can focus on increasing awareness and promotion of its festival on its social 

media channels. 

 

Objectives 
 

Dollywood’s Opening Day and Festival of Nations opportunity areas among females, ages 25-

45, tie in with our objectives and strategies. The objectives and strategies for the Festival of 

Nations utilize user generated content on Dollywood’s social media. 

 

Audience Objective: 
To concentrate message delivery to females ages 25-49, who live Tennessee.  
 
Timing Objective:  
To schedule advertising to coincide with Dollywood’s Festival of Nations between March 18th 

and April 10th.  
 
Geography Objective 
To provide a local base of advertising for Dollywood in the state of Tennessee.  
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Budget Objective: 
To use the $25,000 to promote and encourage engagement within our target audience. 
 

Overarching Objectives for Dollywood’s social media: 
To increase the volume of more interactive content on Dollywood’s different social media 

channels including Facebook, Twitter, Pinterest, and Instagram.  

To utilize the areas of opportunity in social media so Dollywood can communicate more with its 

followers.  
 
Channel Specific Objectives: 
Facebook: 
To increase the amount of shares of Dollywood’s Facebook posts regarding the Festival of 

Nations by 20% among females, ages 25-49, by April 10, 2017.  
To encourage the use of the Festival of Nation’s hashtag for interaction and awareness. 
 
Twitter: 
To increase the amount of retweets of Dollywood’s Twitter posts regarding the Festival of 

Nations by 15% among females, ages 25-49, by April 10, 2017. 
 
Pinterest: 
To increase the amount of repins of Dollywood’s Pinterest pins regarding the Festival of Nations 

by 20% among females, ages 25-49, by April 10, 2017. 
To increase the amount of content regarding the Festival of Nations that Dollywood adds to its 

Pinterest board. 
 
Instagram: 
To increase the amount of likes of Dollywood’s Instagram posts regarding the Festival of 

Nations by 10% among females, ages 25-49, by April 10, 2017. 
 
Snapchat: 
To increase the amount of snapchats using the geofilter for the Festival of Nations by 5% among 

females, ages 25-49, by April 10, 2017. 
 
Youtube: 
To increase the amount of views on the videos regarding the Festival of Nations by 5% among 

females, ages 25-49, by April 10, 2017. 

To increase the amount of content added for the Festival of Nations. 

 

Strategy and Tactics 
 

Strategy 
 

Dollywood has several opportunity areas it can explore on social media. Sharing user-

generated content is the strongest recommendation added as a new strategy to increase 

11 



engagement with Dollywood. Adding a specific hashtag to represent the festival is another 

strategy that allows Dollywood to locate user-generated content and monitor the conversation 

regarding the Festival of Nations. 
 

Social Strategy for: 

 

 Paid media 

o What Dollywood already has-Dollywood displays its advertisements on Facebook 

and Twitter. 

o Opportunity areas-Dollywood could utilize other social media platforms, or post 

more engaging content on the platforms. In order to get its target audience to see 

the more engaging posts, Dollywood will boost the posts on Facebook.  

 Earned media 

o What Dollywood already has-On Facebook Dollywood has different accounts 

dedicated to the park that were started by its followers. Dollywood’s followers 

also share and retweet the content posted to both Facebook and Twitter.  

o Opportunity areas-Dollywood could inspect and ultimately take over the 

Facebook accounts that are not Dollywood’s official accounts. These different 

accounts are mistaken for the official Dollywood account, so people post about 

complaints. This is an opportunity for Dollywood to learn more about how its 

audience feels.  

 Owned media 

o What Dollywood already has-Dollywood’s website which displays everything 

that visitors need to know about the parks. Dollywood also has an in-park mobile 

application for visitors. The park also owns a Facebook, Twitter, and Instagram 

page. Dollywood also owns a Pinterest page. 

o Opportunity areas-One opportunity area for owned media is to create Facebook 

Live videos around either different countries or the performances that occur at 

Dollywood. In order to boost engagement during the Festival of Nations. Pinterest 

is an opportunity area to boost engagement with our target. Within Pinterest 

Dollywood could post about different recipes from the 20 different countries 

featured in the festival.  

 

Overarching Strategy on all social media: 

 

In order to utilize the areas of opportunity in social media the #CelebrateCulture hashtag 

will be used throughout Dollywood’s social media. This was chosen over the hashtag 

#festivalofnations because upon searching this hashtag, results showed that it is used too often. 

Many different companies are using the hashtag on Twitter and Facebook, so it would be more 

difficult for Dollywood to break through the clutter. Using a different hashtag makes it easier for 

the target audience to directly link the hashtag to Dollywood’s Festival of Nations. The hashtag 

connects to the Festival of Nations because the festival encourages the participation in different 

cultural events. The festival is also a way to bring different cultures together so people can learn 

and see the different cultures. The hashtag will be used three weeks prior to the opening day and 

throughout the festival. The hashtag will create a consistent message for all of Dollywood’s 

social media platforms. #CelebrateCulture also sums up what the Festival of Nations is all about. 
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By creating a hashtag that is consistent throughout Dollywood’s social media that streamlines the 

promotions for the festival. The hashtag does not have to be brand specific, because it can be 

used to connect with people who are not attending the park, to join the conversation. The hashtag 

will draw interest from people not familiar with the Dollywood brand, because they will be able 

to trace the hashtag back to Dollywood. A sample Twitter post using the hashtag 

#CelebrateCulture and promoting the opening day of the Festival of Nations can be found in 

appendix 3. 

 

Create a contest through the Dollywood website promoted through Facebook and Instagram that 

offers four free passes during the Festival of Nations time frame. The contest will start February 

25, 2017, which is three weeks prior to Dollywood’s opening day. The contest will be for 

children in the 1st to 5th grade, and three finalists will be chosen. The three finalists will have 

their drawings appear on Dollywood social media sites where the winner will be selected by 

whoever gets the most combination of likes and shares. The winning image will be featured on a 

banner outside of the main gate during the Festival of Nations, and the winner will receive four 

free tickets for their friends and family. The second place runner up will be a $50 gift certificate 

to Dollywood gift shop stores within the theme park. A sample Facebook post for the event can 

be found in Appendix 3. 

 

Facebook:  

Promote the opening of Dollywood three weeks before opening date on March 18, 2017 by 

boosting posts that contain videos of the Festival of Nations from 2016.  

 

Promote the opening day, March 18, 2017 by using Facebook Live to broadcast from 

Dollywood.  

 

Encourage Facebook followers to tag Dollywood and use the hashtag, #CelebrateCulture, on 

each image taken during the Festival of Nations. 

 

Promote the Festival of Nations during the event, March 18, 2017 to April 10, 2017 by boosting 

videos and posts of the specific countries at the event. 

 

Share a specific Dollywood Facebook post to be 

entered to win four free tickets for first prize. To 

determine who will be chosen to win the free tickets 

Dollywood would use Facebook analytics. Facebook 

analytics provides a list of everyone who shared the 

post and Dollywood can assign each person a 

number. Those numbers would then be put into a 

random number generator to match with the 

corresponding number on Facebook analytics. This 

will cost $268 for four tickets to the Dollywood 

theme park.  

 

Twitter: 
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Create a contest through Dollywood’s official website that offers four free passes to the Festival 

of Nations that will run during the three weeks before the opening of Dollywood on March 18, 

2017. The contest encourages Twitter followers to share their images from previous years they 

attended the Festival of Nations by including a link to the contest on Dollywood’s website.  

 

Promote the opening of Dollywood three weeks before opening date on March 18, 2017 by 

boosting posts that features videos and photos of the festival. 

 

Instagram:  

Share videos and pictures from the 2016 Festival of Nations three weeks before the festival and 

promote the opening date, March 18, 2017. 

 

Encourage users to post pictures from the Festival of Nations and tag Dollywood in the picture 

and use the hashtag, #CelebrateCulture during the festival, March 18, 2017 to April 9, 2017. A 

sample Instagram post to use during the festival can be found in Appendix 3. 

 

Snapchat: 

Promote the beginning of Dollywood’s 2017 Festival of Nations by using a geofilter that 

contains the phrase “Festival of Nations”, the Dollywood logo, and a border that features the 

flags of the countries at the festival. This filter would be featured on March 18, 2017, which is 

the opening day of the festival. Snapchat charges $5 per 20,000 square feet. Dollywood will use 

the Snapchat filter on every Saturday during the duration of the festival. The Snapchat geofilter 

for the Festival of Nations can be found in appendix 3. 

 

Pinterest: 

Upload more high-quality images to the board, “Festival of Nations” that display the food and 

culture at the festival. Dollywood can share these images on Facebook, Twitter and Instagram. A 

sample Pinterest post showing the recipe of a dish from a different culture can be found in 

appendix 3. 

 

YouTube: 

Upload videos from previous performances at Festival of Nations and performances at the 2017 

festival. Create a playlist that features videos from the Festival of Nations. 

 

Tactics 

 

On February 24, 2017 begin promoting a poster contest on Dollywood’s Facebook and 

Instagram. The contest will end on March 13, 2017 and the images from the three finalists will 

be featured on Dollywood’s Facebook and Instagram pages from March 14-15, 2017. The two 

images with the highest combination of likes on Facebook and Instagram will be chosen as the 

winner and the runner-up, and will be announced on both social media channels on March 16, 

2017. 

 

On February 25, 2017 begin promoting a contest on Twitter that offers four Dollywood passes to 

the Festival of Nations. The contest encourages followers to submit their images from previous 

years they have attended Festival of Nations through Dollywood’s official website for a chance 
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to win passes for 2017. Submissions for contest will end on March 13, 2017 and the winner will 

be announced on March 16, 2017. Twitter Campaigns can be used to create the tweet for the 

contest and select women who live in Tennessee, are parents and are interested in theme parks to 

promote the tweet to.  

 

On March 17, 2017 begin promoting the opening day of the Festival of Nations on Facebook, 

Instagram and Twitter, with the introduction of the new Snapchat geofilter that will be featured 

on opening day. 

 

On March 18 through April 9, 2017 begin interacting with Dollywood’s social media audience 

by commenting on social media platforms with all visitors who post using #CelebrateCulture. 

 

On March 18, 2017 create excitement for opening day by encouraging social media followers to 

use the Snapchat geofilter and tag Dollywood and the hashtag, #CelebrateCulture in their photos. 

Use Facebook Live and Instagram Stories to capture opening performances from artists at the 

Festival of Nations.  

 

On March 19, 2017 create posts for Facebook, Instagram and Twitter that thank all of the 

opening day visitors and feature user-generated content, such as a screenshot of a customer who 

used the Snapchat geofilter. (We had a great opening day and loved seeing all of your happy 

faces! Join us for more fun as we continue to #CelebrateCulture all month long!) 

 

On March 21, 2017 create a Facebook post that offers a new chance for followers to win four 

free passes to the park. Followers can share the Facebook post to be entered into the contest. The 

contest will end on March 28, 2017 and the winner will be announced on March 29, 2017. Use 

Facebook Live to announce the winner and post a follow-up Facebook status that highlights the 

winner again. The post for the contest will be promoted from March 21-28, 2017.  

 

On March 24, 2017 upload a cultural recipe to Pinterest and promote the pin to increase 

engagement. The pin will be promoted from March 24-31, 2017.  

 

On March 24 feature Dollywood’s favorite user-generated photo from that week. The photo 

should embody the Festival of Nations. Dollywood will feature other user-generated photos from 

each week that follow the same guidelines on March 31 and April 7, 2017. The photo will be 

shared on Facebook, Twitter, and Instagram and will be promoted on the day the post is 

uploaded.   

 

On March 24-25, 2017 promote usage of the Snapchat geofilter on Facebook, Instagram and 

Twitter, and encourage followers to tag Dollywood and the hashtag, #CelebrateCulture in their 

photos.  

 

On March 28, 2017 share a video on Facebook and Twitter that showcases the talent at the 

Festival of Nations. 
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On March 29, 2017 share the cultural recipe from Pinterest to Facebook and Twitter. Use the 

hashtag #CelebrateCulture and promote the different countries represented at the Festival of 

Nations.  

 

On March 31, 2017 upload a second recipe to Pinterest and promote the pin until April 7, 2017 to 

increase engagement. 

 

On March 31 and April 1, 2017 promote usage of the Snapchat geofilter on Facebook, Instagram 

and Twitter, and encourage followers to tag Dollywood and the hashtag, #CelebrateCulture in 

their photos.  

 

On April 3, 2017 encourage followers to attend the final weekend of Festival of Nations by 

creating content that creates excitement and will be featured on Facebook, Twitter and 

Instagram. See appendix 3 for an example.  

 

On April 5, 2017 share the second cultural recipe from Pinterest on Facebook and Twitter. Use 

the hashtag #CelebrateCulture and promote the final days of the festival. 

 

On April 8, 2017 promote usage of the Snapchat geofilter on Facebook, Instagram and Twitter, 

and encourage followers to tag Dollywood and the hashtag, #CelebrateCulture in their photos. 

Emphasize that today is the last day of the festival to use the Snapchat geofilter. 

 

On April 10, 2017 create a post for Facebook, Twitter and Instagram thanking all customers who 

attended the festival. Upload videos from Festival of Nations 2017 to YouTube channel. 

 

Budget Explanation 

Snapchat Geofilter: 

$330 per day  

Number of days geofilter is available: 7 (The filter will be active each Friday and Saturday of the 

festival (March 18, March 24-25, March 31, April 1, April 7-8) 

 

The total cost the of the geofilter is $2,310.  
 
Facebook boost posts  

Posts that are boosted for $300 can run a day, a week or two weeks, and have an estimated daily 

reach of 1,500 to 3,900 women, ages 25-49, who live in Tennessee on Facebook. The same post 

be boosted on Instagram and have an estimated daily reach of 820 to 2,200 women in the target 

audience. Posts that are boosted for $1000 have the same time frames and have an estimated 

daily reach of 4,800 to 13,000 women, ages 25-49, who live in Tennessee. The same ad can be 

placed on Instagram and have an estimated daily reach of 2,500 to 6,600 of women in the target 

audience. 
 
Facebook Poster Contest  
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$1,000 boosted post that will run over a span of 14 days (Feb. 24-March 10, 2017) and have an 

estimated reach of 36,000 to 94,000 women, ages 25-49, who live in Tennessee. The same post 

can also be placed on Instagram through Facebook Ads.  
 
Facebook “Share This Post” Contest 
$1,000 boosted post will run over a span of 7 days (March 21-28, 2017) and have an estimated 

reach of 36,000 to 94,000 women, ages 25-49 who live in Tennessee.  
 
Individual Boosted Facebook Posts 

The snapchat geofilter will be mentioned and promoted on Facebook for a total of eight days 

(March 17, 18, 24, 25, and 31; April 1, 7 and 8) and $300 will be spent to promote each post on 

Facebook and Instagram. A total of $2,400 will be used to promote the geofilter on Facebook 

and Snapchat throughout the festival.  

 

Boost a “thank-you” post on March 19, 2017 for $300 to all of the visitors who attended the first 

day of the festival. Share the post on Instagram as well through Facebook ad manager. 
 
Promote user-generated content on Facebook for a total of three days (March 24, 31 and April 7). 

Each post will be boosted for 24 hours for $300 and a total of $900 will be used to promote the 

content on Facebook and Instagram. 
 
Boost video on Facebook on March 28, 2017 encouraging followers to visit the festival. The post 

will be boosted for a span of seven days for $300.  

 
Recipes from Pinterest will be boosted on March 29 and April 5, 2017. $300 will be used to 

boost each post for one day. A total of $600 will be used to boost both recipes on Facebook.  
 
Promote the final weekend of the festival by boosting a post for $300 for a span of six days on 

Facebook and Instagram. (April 3-9, 2017) 
 
Total amount allotted for Facebook: $6,800 

 
Twitter boost posts 

To boost a post, a campaign can be run on Twitter to increase engagement on a specific post. To 

reach women in Tennessee, who are parents and are interested in theme parks, $200 per day can 

be used to gather an estimated 6K-8K daily reach, 6K-9K estimated daily impressions and 215-

323 estimated daily engagements.  
 
Twitter Contest 
The contest will be boosted on Twitter for a span of 17 days, February 25 to March 13, 2017. If 

an average of $200 per day is spent, then the cost of the Twitter campaign is $3,400.  
 
The announcement of the winner on March 16, 2017 can be boosted for $200 to reach an 

estimated 3K-5K Twitter users who are women living in Tennessee.  
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Individual Promoted Tweets 
The snapchat geofilter will be promoted on Twitter for a total of eight days. (March 17, 18, 24, 

25 and 31 April 1, 7 and 8) An average of $200 will be spent on each post to encourage Twitter 

users to use the Snapchat filter while they are at Dollywood.A total of $1,600 will be allotted for 

promote the geofilter on Twitter. 
 
Promote a tweet on March 19, 2017 for $200 that offers Dollywood’s appreciation to its 

followers who attended the first day of the festival. 

 
User-generated content will be promoted on Twitter for a total of three days (March 24, 31 and 

April 7); an average of $200 per tweet will be spent to encourage engagement with the user-

generated content Dollywood chooses to feature. A total of $600 will be allotted for the tweet 

promotions.  
 
Promote the Festival of Nations video on Twitter for a span of seven days, March 28, 2017 to 

April 4. 2017 for an average of $200 per day, for a total of $1,400. 

 
Recipes from Pinterest can be promoted for a day on Twitter for $200 per tweet. A total of $400 

will be used to promote both recipes on Twitter.  
 
Promote the final weekend of the festival on Twitter for a span of five days, averaging $200 per 

day. (April 3-8, 2017) The total amount of this campaign is $1,000. 

 

Total cost of all promoted tweets: $8,800 
 
Instagram boost posts 

A boosted post on Facebook can be turned into an Instagram ad through the Facebook ad 

manager. Dollywood’s Instagram account can be linked so each post on Facebook will also 

appear on Instagram and the budget used for Facebook can be applied to reach Instagram users.  
 
Pinterest promoted pins 

A daily budget of $200 and time limit of one week will be applied to each promoted pin. Two 

cultural recipe pins that will be promoted and will cost a total of 2,800. 
 
Prizes included in contest packages: 

The total amount of prizes offered in contests add up to $854 and include a total of 12 free day-

passes to Dollywood and one $50 gift certificate. 
 
Total Cost for all social media channels: $21,364 
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Evaluation 

The objectives will be evaluated using free analytic tools that exist on each social media 

platform. Facebook ad manager can also generate data regarding reach and engagement for each 

boosted post. Facebook insights can also be used to evaluate the number of shares each post 

receives on Dollywood’s page. The hashtag, #CelebrateCulture can be searched through 

Facebook to evaluate the hashtag’s reach and use. 

 

Twitter Analytics is a free service Dollywood can use to track its amount of retweets, 

impressions and followers. The objective regarding increasing the amount of retweets on Twitter 

posts regarding the Festival of Nations can be evaluated by comparing the number of retweets on 

similar posts from 2016 to posts in 2017.  

 

Pinterest Analytics is a free tool Dollywood can use to evaluate the number of repins each 

Festival of Nations post obtains and the people that each pin reaches.  

 

The objective to increase Instagram likes on posts related to the Festival of Nations can be 

evaluated for free through the platform’s analytics tool. The amount of likes on 2017 Instagram 

Festival of Nations posts can be compared to similar posts from Dollywood in 2016. The 

hashtag, #CelebrateCulture, can also be searched through Instagram to identify the amount of 

times the hashtag is mentioned on Instagram. Facebook ad manager can also provide analytics 

for posts that were boosted through Facebook Ads.  

 

Snapchat geofilter usage can be measured and evaluated through Snapchat’s metrics. Snapchat 

provides information on how to see the number of times a geofilter is viewed and used through 

the “My Geofilters” tab on Snapchat’s website for on-demand geofilters, 

https://accounts.snapchat.com/accounts/login?client_id=geo.  

 

YouTube views are publicly shown underneath each video and the objective to increase the 

amount of views of Festival of Nations videos can be evaluated by comparing views of videos 

uploaded in 2017 to the number of views of videos from previous years. 

 

Conclusion 

The social media campaign is designed to grow the Dollywood brand through social 

media. The campaign will help grow awareness and increase attendance to Dollywood’s 

Opening Day and Festival of Nations by interacting with visitors, creating new relationships and 

nurturing previous relationships. The campaign utilizes all of Dollywood’s social media 

platforms to help build on what has already been established. 
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Appendix 1               

 

Survey 

Dollywood Festival of Nations Survey 

 

Please take the time to fill out our survey. Your answers are important to us, so please try 

to answer as honestly as possible.  

 This survey is anonymous; you will not be asked to include your name with the 

survey.  

 Your individual responses have no effect on our grades on this project. 

 Please answer all of the questions that you are comfortable answering. 

 You will have an opportunity at the conclusion of the survey to include any opinions 

not covered in the survey. 

 

Section 1- Dollywood  

1. Have you ever been to Dollywood? 

Yes  _____ 

No _____ 

2. Which of Dollywood’s official social media accounts do you follow? Check off all that 

apply. (if you check off any move to question 3, if not move to question 4.) 

Facebook _____ 

Twitter  _____ 

Instagram _____ 

Pinterest _____ 

Other  __________ 

3. How much do you agree with the following statements? 

 

 Strongly 

Disagree 

Somewhat 

Disagree 

Neutral Somewhat 

Agree 

Strongly 

Agree 

Dollywood posts 

pictures that make me 

want to visit the park.  

1 2 3 4 5 

 

I follow Dollywood’s 

account because I like 

the content.  

1 2 3 4 5 
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I follow Dollywood’s 

social media accounts 

because they post about 

contests.  

1 2 3 4 5 

I check Dollywood’s 

social media sites once a 

week. 

1 2 3 4 5 

 

4. Do you have the Dollywood mobile application (if you check yes move to question 4, if 

you check no move to section two?) 

Yes _____ 

No _____ 

5. How much do you agree with the following statements? 

 

 Strongly 

Disagree 

Somewhat 

Disagree 

Neutral Somewhat 

Agree 

Strongly 

Agree 

I use theme parks 

mobile app when I am in 

the park.  

1 2 3 4 5 

I would recommend 

using Dollywood’s app 

to my friends. 

1 2 3 4 5 

I would use the mobile 

app to get information 

about Dollywood over 

the website.  

1 2 3 4 5 

 

Section 2- Dollywood Festival of Nations 

1. Have you ever heard of Dollywood’s Festival of Nations? 

Yes _____ 

No _____ 

 

2. Have you ever attended Dollywood’s Festival of Nations? (if you answered yes please 

continue to question three.) 

Yes _____ 

No _____ 

3. How did you know about the Festival of Nations? Check off all that apply.  

Facebook   _____ 
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Instagram   _____ 

Twitter    _____ 

Word of Mouth  _____ 

Dollywood’s official website _____ 

Other    _____ 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

23 



 

Appendix 2 
 

Content Calendars 
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Appendix 3 
Sample Posts 

Facebook (Facebook posts can be referenced for 

similar Instagram and Twitter posts) 
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Twitter 
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Instagram      Pinterest 

 
 

 

 

 

 

 
 

Snapchat geofilter 
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