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Introductions

ÁAlex Heimann, Director of Interactive Marketing

ÁGregg Shapiro, Interactive Creative Director

ÁGreg Evans, Director of Business Development - West



Todayõs Presentation

ÁOverview of Social Media

ÁCreating a Social Media Strategy
Á People

Á Objective

Á Strategy

Á Technology

ÁExamples

ÁSummary

ÁAudience Q&A



Social Media Trends

ÁThree in four US Online adults now participate in 

or consumer social content at least once a 

month.

Á57% of DMO website users read travel written 

reviews

Á32% of DMO site users post ratings and reviews

Á43% of users visit travel-related forums 



What is Social Media?

ÁSocial Media describers the online 

technologies that people use to 

communicate with each other

ÁSocial Media differs from traditional 

media such as newspapers, TV, and film 

because it allows anyone to publish or 

access information



Rapid Growth Twitter Example



The Major Players - Twitter
ÁFastest Growing Social Network  9.3 million 

users. 131% growth in March.

ÁOver 250 US destinations currently using 

Twitter to market their destination 

ÁTwitter users can follow DMOõs to get 

updates on current events, specials, 

packages.

ÁDMOõs can use search tools to locate users 

talking about their destination and engage 

them.



The Major Players - Facebook

ÁLargest Free access social network that 

currently has over 200 million active users. 

ÁDMOõs can create Fan Pages and post 

valuable content such as Photos, Videos, 

Event Information, allow RSVP for Events



The Major Players - YouTube

ÁYouTube is a video sharing website where 

users can upload, view and share video 

clips.

ÁNow the second largest Search Engine 

behind parent company Google

ÁDMOõs can create Channels and post 

videos and interact with users through 

comments.



The Major Players - Flickr

ÁImage Hosting Online Community with 

over 3 Billion Images

ÁDMOs can create a Flickr Photostream 

ÁòTaggingó Photos to optimize for Flickr

and Google Search

ÁJoining and creating groups, 

commenting and replying to comments



Four Step approach to Social 

Media Strategy

ÁPeople

ÁObjectives

ÁStrategy

ÁTechnology



People

ÁReview the technical profiles of your 

customers 

ÁAssess your customerõs social activities

ÁDonõt  misjudge your customers--main 

reason social strategies donõt take off.

ÁWhere do your customers fit in the Social 

technographics ladder



Social Technographics Ladders



DMO  Web Site Users



Objectives

ÁObjectives ðDecide what your goals are

ÁFive main objectives

ÁListen  

ÁTalk  

ÁEnergizing  

ÁSupporting

ÁEmbracing



Objectives - Listening

ÁUse Social technologies for research to 

better understand your customers

ÁBrand monitoring, utilize search 

technologies to listen to conversations 

going on about your destination on 

Twitter, Facebook, Forums, Blogs, etc



Objectives - Talking

ÁUse social technologies to spread your 

message 

ÁPost  messages on Twitter and Facebook, 

videos on Youtube, photos on Flickr

ÁUtilize Blogging to talk to and with your 

customers



Objectives - Energizing

ÁFind your most enthusiastic customers 

through listening and empower them

ÁGive them power to create content on 

your site and social pages

ÁDesignate brand ambassadors (guest 

bloggers, twitter posters, featured user 

videos, etc.)



Objectives - Supporting

ÁUtilize Social technologies to help your 

customers support each other

ÁSet up forums, Facebook groups, open 

Blogs that allow users to interact and help 

each other



Objectives - Embracing

ÁIntegrate your customers into the way 

your business works

ÁMost challenging: works best when 

organization has succeeded in one of the 

other four goals

ÁUtilize customers suggestions to design 

products, improves process, etc.



GPTMC Example

Á



Strategy

ÁDetermine how your objectives will 

change relationships with your customers.

ÁDescribe the new relationship

ÁMeasure the impact of the change

ÁIdentify barriers to the strategy



Strategy

ÁDescribe the new relationship

ÁWill you strengthen and forge your 

existing real world relationships with your 

customers?

ÁWill you empower your customer to 

become client advocates and promote 

your brand?



Strategy

ÁMeasure the impact of the change

ÁCrucial to have metrics in place for 

measurement

ÁExamples of measurements include, 

subscribers, followers, interactions, 

postings, site traffic, etc.



Strategy

ÁIdentify barriers to the strategy

ÁChange created by social strategies can 

be difficult for organizations to handle 

initially

ÁFeaturing customer feedback, negative 

reviews can be a hard pill to swallow at 

first

ÁIdentify potential roadblocks so up front 

planning can mitigate risk



Technology

ÁTechnology ðDecide which technology 

to deploy

ÁYou know your customers profile, what 

technologies they will embrace, or reject, 

it is time to choose a technology

ÁDo you òroll your ownó or utilize existing 

social technologies, or both?



Examples



Summary

ÁSocial Media is growing at an Amazing Pace

ÁChanging the way people find and share 

information on the web

ÁTravelers adopt Social Media at a higher rate 

than average web users

ÁCreating a Strategy is vital for Social Media 

Success



Session Q&A



If you would like to learn more today, please see me 

or contact a member of our Business Development 

team. They will be happy to field your questions or 

help you put what you have seen here today into a 

plan of action.

Please remember to complete your session 

survey in the back of the program.


