
O M N I -  A N D  
N A N O - I N F L U E N C E R S

Newer t iers of influencers can help brands achieve 

specific goals ,  l ike partnering  with nano-influencers 

to resonate with niche audiences or omni- influencers 

to seed messaging across mult iple mediums.

G A M I N G  D O E S N ’ T  H AV E  T O  B E  V R  O R  A R .  
I N T E G R AT E  M A Z E S ,  Q U I Z Z E S ,  P U Z Z L E S ,  
E T C .  T O  S H A K E  U P  S TAT I C  C O N T E N T

S O C I A L  
C O N S C I O U S N E S S

Consumers have a renewed perspective on social and 

environmental issues coming out of the pandemic and are 

dr iven to engage  with brands that value socia l impact .

BCV keeps a  constant  pulse  on emerging consumer behaviors  across  the digita l  

landscape to  understand the impact  on travel .  Below are  the top ten trends that  

wi l l  cont inue to  shape socia l  media  dur ing the first  hal f  of  th i s  year .

S P O T L I G H T  S U S TA I N A B I L I T Y  A N D  
P H I L A N T H R O P Y  V I A  LO C A L  I N I T I AT I V E S ,  
E C O - F R I E N D LY  P R O D U C T S ,  E T C .

B R A N D  
P E R S O N I F I C AT I O N  

Social users  want to relate to brands in a more 

personal ,  human  way;  transparency and authenticity are 

vital for  establ ishing connections with consumers .

B E F O R E  I N T E G R AT I N G  A  N E W  S O C I A L  
C H A N N E L  O R  P R O D U C T,  E N S U R E  I T  W I L L  
B E  A N  A U T H E N T I C  F I T  F O R  YO U R  B R A N D  
B Y  R U N N I N G  A  C O N T E N T  T E S T

L E V E L  U P  YO U R  AT- H O M E  W E L L N E S S  C O N T E N T  W I T H  C O L L E C T I O N S  B U I LT  A R O U N D  E M E R G I N G  T R E N D S .  
F O R  E X A M P L E ,  A  “ H A L F - S C R AT C H ”  R E C I P E  F R O M  T H E  C U L I N A R Y  T E A M  C O U L D  PA I R  W I T H  A  “ H A L F - LO T U S  

S T R E T C H ”  T E C H N I Q U E  F R O M  T H E  YO G A  I N S T R U C T O R  T O  C R E AT E  A  “ W F H  W E L L N E S S ”  B R A N D E D  S O C I A L  C A R D .

D I V E R S I T Y  +  
I N C L U S I V I T Y  

Consumers  want to see their own values reflected 

in branded content;  integrat ing diversity +  inclusion 

within market ing materials is  now a  must .

PA R T N E R  W I T H  A  W I D E  R A N G E  O F  
C R E AT O R S  T H AT  B R I N G  R E P R E S E N TAT I O N  
T O  B R A N D E D  C O N T E N T.

C E L E B R AT I O N S

Following the cont inued postponement of l i fe events 

and seasonal t radit ions,  consumers are more eager 

than ever to splurge and  wil l do so through travel .

S O C I A L  
S H O P P I N G

Consumers are turning to social media to discover new 

products and make direct purchases,  making in-app  

shopping their new go-to marketplace.  

S H O R T - F O R M  
V I D E O S  

Quick,  entertaining  v ideos have exploded in popular ity 

as more users look to social for  distract ion,  propell ing  

the l ikes of  Instagram Reels,  T ikTok,  and  v ideo memes.

TA P  I N T O  C E L E B R AT O R Y  C R AV I N G S  W I T H  F U N  
C O N T E N T  S U R R O U N D I N G  H O L I D AY S ,  L I K E  
VA L E N T I N E ’ S  I N S P I R E D  P O S T C A R D  C A M PA I G N

Consumers are placing a stronger focus on their mental +  physical wellbeing  while at  

home, dr iv ing the popular ity of  guided onl ine classes,  in-home exercise equipment ,  

superfood ingredients ,  flexitar ian diets ,  and non-alcoholic craft  dr inks,  among others.

Augmented and virtua l real i ty are becoming standardized tools while the world is  

maintaining socia l distance.  The debut of several new VR Glasses products from Apple 

and Facebook later this year wil l make this technology more widely accessible.

S H OWC A S E  P R O D U C T S  W I T H  A D E D I C AT E D  
I N S TAG R A M  S H O P,  S U P P O R T E D  BY S H O P PA B L E  
A D S ,  TAG S ,  A N D  P R O D U C T G U I D E S

M A X I M I Z E  E X I S T I N G  V I D E O  C O N T E N T  B Y  
R E M I X I N G  C L I P S  A N D  U S I N G  F E AT U R E S  
L I K E  M U S I C ,  F I LT E R S ,  A N D  S T I C K E R S

B U I L D  WA N D E R LU S T  W I T H  A R  C O N T E N T,  A L LO W I N G  U S E R S  T O  E X P E R I E N C E  
YO U R  P R O P E R T Y  W H I L E  E N G A G I N G  W I T H  I N T E R A C T I V E  G R A P H I C S

G A M I N G - S T Y L E  
C O N T E N T

Online consumers are engaging  with interactive content as 

a means of distract ion and escapism. Social users  who now 

identify as  “gamers” have increased by 40% year-over-year.  
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I N T E G R AT E  I N F LU E N C E R S  W I T H  P R E S E N C E  
A C R O S S  T R E N D I N G  M E D I A ,  S U C H  A S  T R AV E L  
P O D C A S T S ,  T O  D R I V E  AWA R E N E S S
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