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CONTEXT OPPORTUNITY
The I AM ATL campaign tells the story of Atlanta from the perspective of 
local ambassadors and influencers. I AM ATL showcases that the peo-
ple of Atlanta are what makes the city great. Their stories, experiences 
and passion for Atlanta can be shared to a wider audience to inspire 
them to discover Atlanta for themselves. We wanted to tell the story of 
the people of Atlanta.  To do this we identified three senses to become 
the content themes of our campaign: see, hear, taste. To convey our 
message, we set out to build a social-first approach to leverage existing 
I AM ATL digital content that engages unfamiliar audiences and con-
nects them with local perspective.

Atlanta is a large, cosmopolitan and vibrant city with its own unique 
charm. Locals and visitors who explore the city know it’s a great desti-
nation to live and explore; however, there is a misperception that there 
aren’t enough interesting things to do in Atlanta. Our overall marketing 
goal was to raise awareness of Atlanta’s rich cultural offerings in new 
markets. 

They key message of the campaign was discovery, which was intended 
to alter our desired audience’s perceptions of Atlanta, a city that they 
primarily were either unfamiliar with or viewed as a “layover city” with 
little personality or culture. The I AM ATL campaign encouraged audi-
ences to see, hear, and taste Atlanta through social-specific content 
that introduced them to passionate locals that spoke for the city. Au-
diences discovered Atlanta through these senses and were immersed 
into the city’s culture — one song, recipe or neighborhood at a time. 
Third party validation was vital in communicating our campaign mes-
saging in an authentic, diverse manner that would resonate with our 
unconventional audience. We let our most passionate ambassadors 
share with their audiences the real story of Atlanta.

I AM ATL 
SHOWCASES THAT 
THE PEOPLE OF 
ATLANTA ARE 
WHAT MAKES 
THE CITY GREAT.

MEASURABLES
Going into phase 1 of the I AM ATL campaign, we advised against set-
ting specific numerical objectives, as so many variables play into the 
performance of social content in the learning phase (i.e., audience, con-
tent format, etc.). Once we had a grasp on how content was performing 
through phase one, we leveraged those insights moving into phase two 
to develop a baseline for two objectives:
• Continue to grow awareness of Atlanta's unique neighborhoods 

and things by 10 percent by December 31, 2017, as measured by 
impressions.

• Increase volume of positive conversation about Atlanta as an urban 
travel destination by 10 percent by December 31, 2017, as mea-
sured by engagements.
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AUDIENCE
Our target audience is not defined primarily by age and demographics, 
but rather by lifestyle; a strong affinity for travel with interest in urban 
experiences including festivals, music/nightlife, dining, walking and ex-
ploring neighborhoods. The target audience wants to explore new des-
tinations and get a sense of local culture. They may visit an attraction 
or museum, but primarily they are interested in activities that are off-
the-beaten-path. They are looking to blend in like a local wherever they 
go — and want to be treated as such.

We targeted users whose behaviors across social platforms indicated 
that they were frequent leisure travelers, foodies and festival goers. We 
targeted users who want to discover the next big thing before the rest 
of the world catches on to the trend; the early adopters. They are in-
novators actively seeking out new experiences, so they search for new 
music and artists by tuning into NPR’s Tiny Desk series. They listen to 
the latest Podcasts and purchase technology that allows them to con-
stantly stay ahead, like the Apple Watch. 

This audience didn’t just want to be told a story. They wanted to see 
and be part of a story. They want to experience it from the eyes of a 
local. Our solution was to create a digital experience that got them as 
close to the destination as possible.

STRATEGY
Our research discovered that audiences don’t just want to hear a story 
about a destination; they want to see through the eyes of locals and 
be a part of the story. With these insights we identified the opportunity 
to tap into the senses (see, hear, taste) to drive immersive storytelling.

We dissected long-form I AM ATL video content and extracted elements 
that identified with our content themes and would translate well to so-
cial. We utilized immersive social content types that were optimized for 
individual social platforms to create a cohesive story. 

We partnered with 12 local influencers to leverage their local perspec-
tive to develop content and messaging that they shared on their ac-
counts and additional assets that were exclusively used for paid media 
from Discover Atlanta’s Instagram. A media plan was constructed to 
support content on Facebook, Instagram and Twitter. However, we re-
lied on our influencers and audience engagement to tell the story to 
keep the authenticity of the campaign.

Budget Range: $80,000

THEY ARE LOOKING TO BLEND 
IN LIKE A LOCAL WHEREVER 
THEY GO - AND WANT TO BE 
TREATED AS SUCH.
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EXECUTION
In kicking off content distribution, we cast a wide net using inter-
est-based targeting across social platforms. We served content to us-
ers with specific purchasing behaviors, eating habits and who interests 
would motivate them to travel to Atlanta. To build baseline awareness, 
we distributed short-form content like 30-second videos, Instagram 
Stories, posts on influencer accounts and animated photos to build 
awareness among a large audience. By utilizing retargeting capabilities 
across platforms, we re-engaged audiences, moving them down the 
funnel by serving them longer form content like Facebook Canvas ads 
and even a 360 video. Next, rather than continuously serving our highly 
engaged audience content, we gave them the chance to ask questions. 
We proactively guided positive conversations about Atlanta and shed 
light on some of the destination’s most unique attributes by interacting 
with our audience one-on-one in Facebook Messenger.

CHALLENGES
Our biggest challenge with I AM ATL was strategically retrofitting long-
form video content into content formats that are optimized for social 
and will resonate with our audience across platforms.

To achieve the dynamic movement and first-person point of view in 
the 360 video, we were challenged with applying traditional videogra-
phy techniques into a 360 environment. Meaning, our pre-production 
planning and storyboarding required more than just what was in one 
frame. We had to understand the surroundings full circle and strategi-
cally place talent, extras, props are more in places that would typically 
not be considered in traditional video. Additionally, we were faced with 
the challenge that our budget did not support hiring professional tal-
ent, so we cast within our network of social influencers.

RESULTS
Through audience research and social-specific content creation, we 
tapped into multiple senses to drive immersive storytelling that served 
as the link between locals’ experiences and unfamiliar, out-of-market 
audiences’ perceptions of Atlanta. While raising awareness and engag-
ing audiences in new markets, we maintained an organic, authentic feel 
for the campaign through third-party validation (Atlanta influencers/
ambassadors) and audience engagement.

As of June 2018, the campaign has garnered 15,051,652 impressions, 
and 1,821,363 engagements on Facebook, Instagram and Twitter and a 
reach of 2,609,367 video views.

WE PROACTIVELY 
GUIDED POSITIVE 
CONVERSATION ABOUT 
ATLANTA.
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