CVBSummit2009

simple 4
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Introductions

A Alex Heimann, Director of Interactive Marketing
A Gregg Shapiro, Interactive Creative Director

A Greg Evans, Director of Business Development - West
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Todayos Present at

A Overview of Social Media

A Creating a Social Media Strategy
A People
A Objective
A Strategy
A Technology

A Examples
A Summary
A Audience Q&A
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Social Media Trends

A Three in four US Online adults now participate in
or consumer social content at least once a
month.

A 57% of DMO website users read travel written
reviews

A 32% of DMO site users post ratings and reviews

A 43% of users visit travel-related forums
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What is Social Media?

A Social Media describers the online
technologies that people use to
communicate with each other

A Social Media differs from traditional
media such as newspapers, TV, and film
because it allows anyone to publish or
access information

Helping DMOs succeed since 1991
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Rapid Growth Twitter Example
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The Major Players - Twitter

A Fastest Growing Social Network 9.3 million
users. 131% growth in March.

A Over 250 US destinations currently using
Twitter to market their destination

ATwi tter users can foll o\
updates on current events, specials,
packages.

ADMOBds can use search t o«
talking about their destination and engage
them.

Helping DMOs succeed since 1991
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The Major Players - Facebook

A Largest Free access social network that
currently has over 200 million active users.

ADMOBds can create Fan Pa
valuable content such as Photos, Videos,
Event Information, allow RSVP for Events
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The Major Players - YouTube

A YouTube is a video sharing website where
users can upload, view and share video
clips.

A Now the second largest Search Engine
behind parent company Google

ADMO®Gs can create Channe
videos and interact with users through
comments.

Helping DIMOs succeed since 1991
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The Major Players - Flickr

A Image Hosting Online Community with
over 3 Billion Images

A DMOs can create a Flickr Photostream

Ad0Taggingdé Phot osFlick opt
and Google Search

A Joining and creating groups,
commenting and replying to comments

Helping DIMOs succeed since 1991
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Four Step approach to Social
Media Strategy

A People

A Objectives

A Strategy

A Technology
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People

A Review the technical profiles of your
customers

AAssess your customer &8s

ADondt mi sjudge -mamnr cu
reason social strategil e

A Where do your customers fit in the Social
technographics ladder

Helping DIMOs succeed since 1991
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Social Technographics Ladders

Creators

Critics

Collectors

Joiners

Spectators

Inactives

- Publish a blog

- Publish your own Web pages

» Upload video you created

- Upload audio/music you created

- Write articles or stories and post them

- Post ratings/reviews of products or services
- Comment on someone else’s blog

- Contribute to online forums

- Contribute to/edit articles in a wiki

- Use RSS feeds
- “Vote” for Web sites online
- Add “tags”to Web pages or photos

- Maintain profile on a social networking site
- Visit social networking sites

- Read blogs

- Listen to podcasts

« Watch video from other users

« Read online forums

- Read customer ratings/reviews

None of the above

Base: US adult online consumers

Note: Groups include people participating in at least one of the activities monthly.
Source: North American Social Technographics® Survey, Q2 2007

45495

Source: Forrester Research, Inc.



simple A CvBSummit2009
DMO Web Site Users

US online leisure travelers who used a DMO/CVB Web site to research travel in the past 12 months

Index

- uSiotdine adilts (US online adults = 100)

Creators B 26% 136
Critics 138
Collectors 169
Joiners 120
Spectators L e 123
Inactives 78

0% 20% 40% 60% 80% 100%

Base: US online adults

Source: Forrester’s Consumer Technographics® North American Healthcare And Travel Online Survey, Q4 2007
45495 Source: Forrester Research, Inc.
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ODbjectives

A Obijectives 8§ Decide what your goals are
A Five main objectives

A Listen

A Talk

A Energizing

A Supporting

A Embracing

Helping DMOs succeed since 19
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ODbjectives - Listening

A Use Social technologies for research to
better understand your customers

A Brand monitoring, utilize search
technologies to listen to conversations
going on about your destination on
Twitter, Facebook, Forums, Blogs, etc

Helping DMOs succeed since 1991
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ODbjectives - Talking

A Use social technologies to spread your
message

A Post messages on Twitter and Facebook,
videos on Youtube, photos on Flickr

A Utilize Blogging to talk to and with your
customers

Helping DIMOs succeed since 1991
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ODbjectives - Energizing
A Find your most enthusiastic customers
through listening and empower them

A Give them power to create content on
your site and social pages

A Designate brand ambassadors (guest
bloggers, twitter posters, featured user

videos, etc.)

Helping DIMOs succeed since 1991
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ODbjectives - Supporting

A Utilize Social technologies to help your
customers support each other

A Set up forums, Facebook groups, open
Blogs that allow users to interact and help
each other
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ODbjectives - Embracing

A Integrate your customers into the way
your business works

A Most challenging: works best when
organization has succeeded in one of the

other four goals

A Utilize customers suggestions to design
products, improves process, etc.

10031
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GPTMC Example

Objective: Promote the brand of Philadelphia and Greater Philadelphia

Social Percentage of
Technographics DMO Web site users How the GPTMC engages this
category in this category* category of travelers

- Can create a custom audio/map tour of Philly (Sound About Philly)
Creatons 26% - Can contribute content to Uwishunu blog

- Uwishunu blog links to other Creators’ blogs related to Philly

- Hosted Blog Philadelphia conference with 250 attendees

- Can rate blog posts; top-rated posts are highlighted in sidebars

Critics 32% - Can comment on Uwishunu blog and llladates videos
- Recommended tags for del.icio.us are preprogrammed into
GoPhila.com and Uwishunu
Collectors 23 - All listings have links to send content to Blogger, del.icio.us,
Technorati, MyYahoo!, and Digg
- Uwishunu has MySpace and Facebook pages (though no friends!)
Joiners 349% - Can create a Flickr badge of Philly photos to put on users’

MySpace page

- Can browse other people’s audio/map tours
Spectators 61% - Can read blog postings
- Can watch video podcasts (llladates)

349 Can accomplish goals on GoPhila.com without interference of

Inactives user-generated content

*People may belong to more than one Social Technographics group, except for Inactives, which belong
to no other groups

45495 Source: Forrester Research, Inc.
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Strategy

A Determine how your objectives will
change relationships with your customers.

A Describe the new relationship

A Measure the impact of the change

A Identify barriers to the strategy

Helping DMOs succeed since 1991
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Strategy

A Describe the new relationship

A Will you strengthen and forge your
existing real world relationships with your
customers?

A Will you empower your customer to
become client advocates and promote
your brand?

Helping DMOs succeed since 1991
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Strategy

A Measure the impact of the change

A Crucial to have metrics in place for
measurement

A Examples of measurements include,
subscribers, followers, interactions,
postings, site traffic, etc.

Helping DMOs succeed since 1991
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Strategy

A Identify barriers to the strategy

A Change created by social strategies can
be difficult for organizations to handle
initially

A Featuring customer feedback, negative
reviews can be a hard pill to swallow at
first

A Identify potential roadblocks so up front

planning can mitigate risk
Helping DIMOs succeed since 1991
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Technology

A Technology 8 Decide which technology
to deploy

A You know your customers profile, what
technologies they will embrace, or reject,
It Is time to choose a technology

ADo you oOroll your ownbo
social technologies, or both?

Helping DMOs succeed since 1991
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summary

A Social Media is growing at an Amazing Pace

A Changing the way people find and share
information on the web

A Travelers adopt Social Media at a higher rate
than average web users

A Creating a Strategy is vital for Social Media
success
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Session Q&A
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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.



