
The Oneida 
County A-Z 
Food Tour
26 MUST-TRY DISHES CREATED BY LOCALS, FOR 
LOCALS (AND VISITORS!)



Overview

INSPIRATION

HOW, WHY & 
WHERE?

IMPLEMENTATION & 
EXECUTION



Inspiration

SEE Conference 
2020

Foodie 
city/county



How, Why & Where?

• Working with agency
• Pitching local media
• Internship opportunity

HOW

• Showcase ethnic diversity of local food
• Help bring more business to restaurants

WHY

• Facebook
• Instagram

WHERE



Implementation & 
Execution

Polled 
public 

Looked 
through 

Crowdriff

Contacted 
restaurants 

Clean feed 
& concise

4-month 
campaign

Promoted 
posts



FACEBOOK EXAMPLE



Instagram Examples



RESULTS



Challenges
► Lack of coverage

► Covering all cities in 
county/poll results

► Organizing & choosing

► Lack of high-res photos

► Time-consuming
► Post creation

► Visiting restaurants



How I Used Crowdriff

► SEE Conference as inspiration
► High-res photos
► Uploaded to Crowdriff
► Pulled imagery into our website



Conclusion

► Creating blog

► Monthly newsletters

► Instagram Story 
Highlight

► Instagram Guide

► Reels

► Link in bio

https://www.instagram.com/ocnewyork/guide/the-a-to-z-food-tour/18189937957103428/
https://www.instagram.com/p/COBSE4fn24P/


Crowdriff x Visit 
Northern Tasmania
20/07/2021



Challenges Opportunity 

- No paid media

- 7 local area 
stakeholders 

- Limited interstate travel 
due to state border 
closures and lockdowns 

- No international travel

- Underutilised channels

- New audience of locals

- State tourism 
campaigns to leverage

- New direct flight routes 
into the region

Our environment

Image credits: Josef Chromy - Josef Chromy Wines Pty Ltd; 
Launceston Seaport - Tourism Tasmania & Rob Burnett; Liffey 

Forest Reserve – Tourism Tasmania & Scott Sporleder Matador 



How we leveraged 
our opportunities

Image credit: Nat Mendham



Under Utilised Channels: 
Overarching goal: Maintain steady growth and engagement across our 
owned online channels to build awareness of Northern Tasmania to 
intrastate & interstate markets.

Social Media: For the content to be a key source 

of travel inspiration for Northern Tasmania.  

Website: to be a vital source of useful 
information for both consumers and industry. 



Used Social Publisher
• Sourcing content

• Created product and region lists to 
help locate and find content for key 
product when searching in 
Crowdriff. 

• Created a roster around our key 
local area stakeholders

• This ensured that sharing content 
equally across the areas we 
represent and adding value for 
those stakeholders. 

• Created product specific galleries
• This helped easily find and store 

content of operators. 



Used Social Publisher
• Focused on interesting UGH perspectives

• Favoured POV style images with people in 
the photo showcasing the experience and 
helping the audience imagine themselves 
there

• Created a variety of content 

• Resulted in: 
44% growth in followers 

over 10 months (avg. 3.7% 
growth per month)



State Tourism Campaign: Make Yourself at Home
• State tourism agency (Tourism Tasmania) 

campaign: Make Yourself at Home:

• Aim: to encourage locals to holiday at 
home and explore their state. 

• Provided insights and product 
recommendations for the campaign.

• Leveraged and repurposed the campaign 
activity for our region. 



State Tourism Campaign: Make Yourself at Home
• Leveraged and repurposed the campaign 

activity for our region. 

Tip: Minimum of 
approx. 11 images 
in Gallery required



Incorporated a time element in all posts to reinforce 
easy access to regional activities from Launceston:

🚗: XXmins from Launceston

New Direct Flight Routes into Launceston



Seen a shift in our followers corresponding with the 
new flight routes from Perth, Adelaide and Brisbane. 

New Direct Flight Routes into Launceston

January 2021 October 2021



Content is starting to 
be shared in local 
groups 

Other results


