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Top-rated digital marketing techniques 2017

Content marketing | 2037
Big Data | 20.2%
Marketing Automation | 10.3%
Mobile marketing NN 9.2°
Social media marketing [N 8.8%

Conversion rate optimisation (CRO) | 5.9%
Internet of Things (loT) |00 5.4%
Search Engine Optimisation (SEQ) _ 4.1%
Wearables I 3.4%
Paid search marketing | 3.3%
Online PR I 2.7%
Communities [HIM 2.6%
Display [ 1.6%
Partnerships Il 1.5% Smart
Other | 0.9% . .

0% 5% 10% 15% 20% 25%
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Inbound Marketing
2y 2bylib

Integrated Planning:

Multi-channel
Analytics

Email
marketing -
Marketing
Automation

)|

DIGITAL
EXPERIENCES:
Desktop, Mobile,

Social media
marketing

In-Store

Content
Marketing

SEO:
Organic
Search

Paid search:

Adwords
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Inbound Marketing
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g GLOBAL DIGITAL SNAPSHOT

TOTAL INTERNET ACTIVE SOCIAL UNIQUE ACTIVE MOBILE
POPULATION USERS MEDIA USERS MOBILE USERS SOCIAL USERS

Wweedo

7476 3.773 2.789 4917 2.549

BILLION BILLION BILLION BILLION BILLION

URBANISATION: PENETRATION: PENETRATION: PENETRATION: PENETRATION:

54% 50% 37% 66% 34%
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Types of Social Media

Y,
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v Collaborative Pojects f.e. wikipedia, www.wikipedia.org
v Blogs & Microblogs f.e. Twitter, www.twitter.com
Types v' Content Communities (podcasts- forums-...) f.e. YouTube, www.youtube.com

of : :
. . v Social Networking f.e. Facebook, www.facebook.com
Social Media

v" Virtual Game Worlds f.e. world of Warcarft, http://battle.net/wow

v" Virtual Social Worlds f.e. second Life, http://secondlife.com

Source | Kaplan and Haenlein (2010)
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FACEBOOK
FB MESSENGER
WHATSAPP
YOUTUBE
QQ
WECHAT
QZONE
INSTAGRAM
TUMBLR*
TWITTER
BAIDU TIEBA*
SKYPE
SNAPCHAT**
SINA WEIBO
LINE
PINTEREST
Yy

LINKEDIN
BBM*
TELEGRAM
VIBER*
VKONTAKTE
KAKAOTALK

Frl
1,000
1,000
.
87
846

300
300
L F
N7 DATA CORRECT TO:
: 27 JANUARY 2017
150 |
|22 |
106 | . SOCIAL NETWORK
100
100 MESSENGER / CHAT APP / VOIP
100
90
49

Active Users of Key Global Social Platforms. Source: We Are Social & Hootsuite, January 2017
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Facebook Instagram

Slaoa[cailizales

Text Image Video Link Image Video
Twitter Pinterest
=5[] 25 E31E2)
Text Image Video Image Video Link
LinkedIn Google+
== @) E30) @)
Text Link Pulse Text Image Video Link

@ CoSchedule



‘i\'

Anyone can tell you yourbusmess
needs to be on social media, but it's *
why that matters most.
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69% of Travelers begin their Search Online...via
a Mobile device!
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Average Mobile users Check their device
150 Times per day!
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/0% of followers have taken some Action
after seeing travel content on Twitter

70% of Instagram users have looked for a
Brand online
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J Brand awareness

Drive conversations that reference your brand, product or service
Influence attitudes and behaviour towards your destination or organisation

ANERN

Reach

Social bookmarking and content
Increase your media reach (the viral effect of social media)

\\D

What Social

_ Q Visibility
Media Can Do v' Search engines are becoming more social
for 4 Index social content and incorporate social signals into their ranking algorithm;
You 4 keyword rich social media can help to elevate visibility;
v tags, bookmarks, links etc. make your content appear more authoritative in search engines

Online experience/ content crowdsourcing
you can stimulate the creation of content such as storytelling, tips from travellers, video and photo

S0

Knowledge

Monitoring what is said may result in valuable insights into customer needs and behaviour
Ideas for product development or service improvement

g
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What Social
Media Can Do

for

You

SO S0

(

AN

O

Qg

Innovation

Technologies allow you to co-create and collaborate with customers and stakeholders

Customer service

Technologies to provide or improve the quality of customer care

Operational efficiency

ocial media networking sites allow you to collect free information that may help you:

to better target your messages and paid media
lowering customer acquisition costs

Revenue generation

Users, fans and followers, can be acquired as leads and converted into paying customers
Drive sales directly or indirectly by offering unique offers

Marketing

Communicate with consumers in all stages of their customer journey,
Offering the chance to identify prospects and build loyalty

Turn customers into brand advocates
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ONLINE BEHAVIOURS OF TRAVELERS.

Google

I —
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SOCIAL MEDIA AND TRAVELTRENDS

55%
NeRE

of people like social media
pages related to trips they are
planning

52%
AN |

%1\

of Facebook users said friends’
photos inspired travel plans

SOURCES:

of hotel companies have
a booking engine or widget
on their Facebook page
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SOCIAL MEDIA USE PRE-VACATION

iddi

TRAVELERS USE SOCIAL MEDIAWHEN RESEARCHING:

!

Destinations Hotels Vacation activities Attractions Restaurants
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TOP VACATION INSPIRATION SITES

[PERCENTAGE OF USERS WHO ARE INSPIRED TO TRAVEL)

Ll Facebook

TripAdvisor
Twitter

Pinterest

PEOPLE WHO USED SOCIAL MEDIA
70 RESEARCH TRAVEL BOOKINGS:

Stuck with original plan- 48, I
Switched hotels- 33% I

Switched resorts- 10% ||

7% 1

Vacationed in a different country-

Switched airlines- 5% |

Tourism Social Media- Borou;j




of people post vacation
photos on a social network

) ?’ ' ’Y 3) while still on vacation

of travelers update their Facebook
status while on vacation

fo 48%

¥ ]

' Q . of people check into a location
1-* (Facebook and FourSquare)

/ while on vacation
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SOCIAL MEDIA USE POST-VACATION

76%
99%
462%
40%
40%

post vacation photos
on social networks

liked Facebook pages
specific to a vacation

post hotel reviews

post activity/attraction
reviews

post restaurant reviews
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MOBILE AND TRAVEL

85+
97%

have used mobile apps to find flight deals

»

Social Media- Borouj



TOP MOBILE ACTIVITIES WHILE
PLANNING ATRIP

29%

looking up hotel address
or directions

When to fly to Los Angeles“\

] v Lol

checking airfare prices

“ " Flight 201
erican Airlines Flight 201 2 5 0/
TUESDAY, MARCH 30, 2017 - -
STATUS GATE

‘ JFK 6:50am 46 checking flight schedules

DEPART
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24,
=1

researching airport information

researching things to do
at destination

with medium
Relatively d‘“p'm but you get

s
‘ Sihat you pay for 1 suppose:
)

reading hotel reviews

Tourism Social Media- Borouj
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21%
A\

comparing hotel prices
and availability

CLASS
OARDING PASS

7y
NAME : JOE HA\NKINS SEA
95678A °6'z‘_
220 0630
70:

ROM :
FUSA =z JPN

booking a flight

booking a hotel room
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TOP FIVE USES OF SMARTPHONES
WHILE TRAVELING

Taking photos

Using map features

Searching
restaurants

Searching activities
and attractions

Checking in
prior to flight

1
2
3
O
O
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J Travel Research Transformed

democratization of online reviews - 89% of millennials plan travel activities based on friend’s content
Travel Inspiration & Validation
eloiz! Bailu) (slgizme 3L 5 sl (55155 b 5 Ll (oaw yiwwd

<\

Rise in Social Sharing

facilitate and expand people’s ability to share travel experiences
Over 97% of millennials share photos and videos of their travels

g

What Social O Enhanced Customer Service
_a ocla v become aware and provide help to unsatisfied or confused customers
Media Can Do v" Responding to complaints and questions helps to humanize your brand and to indicate to current and future
customers that they are valued.
for v Listening to customers through social media can help your brand create an exceptional experience
Tourism
Marketing Reshaping Travel Agencies

The availability of information and ease of self-service booking — Digitalism!
Advantage : Personal Touch.
Experience Based: Unique Experiences Guaranteed!

NN

Changing Loyalty Programs
discover passionate guests and to reward them

More than 25% of millennials that participate in loyalty programs are very likely to post about a brand in
exchange for loyalty points.

g
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How to Start
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Pl jLs

y > o.o‘

e webcare is

eunderstanding of the e selection and addressed
various channels and create your o sEtias 2 ST e
tools and their own specific freni andpp ’
features available a social media (rennc;r;lgismgg
ekind of audiences landscape conversation, search
engine optimization
and online reputation
anagement

S5 !

e social media U)UG.:

e Creatnga marketing
presence strategy and

e Create tactics should
account tie in to your

overall strateg

' . .

e monitor and

analyse the results

® measure success
and return-on-
investment(ROI)
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WHY VISUAL CONTENTIS PREFERRED OVER TEXT

People process visuals

600,000 times

faster than text.

HELPS IN ESTABLISHING IDENTITY

Logos, colors, typography, symbols & imagery help identify your
brand's values & unique personality.

A\ People retain of what they
only 209 of what they read & 109 of

what they hear.

Visual content is

shared 3x times

faster than text.

909 of information Larger images increased Retail sites withvideo
transmitted to the brain sales by 46%. content increased
is visual. conversion by 46%.
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Keys to Success

Use eye-catching
visual content to link
to your blog.

Optimize your designs
for all social networks.

Employ hashtags.

Use humorous
content tocreatea
lasting impression.

Use uniform design
templates.
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When travel videos are viewed
(Among leisure and business travelers who watched/commented on travel-related videao)

52% 65%
T |
> > (W) »
@ .

63% 5

4% 37%

A Y,

When thinking When thinking When choosing When looking for When deciding on When deciding
about taking about what type a destination ideas of activities to accommodations at which website
atrip of trip to take do at a particular a particular to book on

destination destination
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How to Monitor

o ®©,

-
MJ’
==
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J Metrics include:

v" Audience size
Number of fans/followers and network size

v Reach

Number of unique people that Saw your post or content and the

Viral impact of any content being shared by your audience.
Measurement

and

. v' Engagement
Evaluation

Number of Interactions with your content, such as comments and
post likes.

v' Sentiment
nature of those Reactions (positive or negative)

v' Outcomes
resultant Traffic and specific Conversion events
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Measurement
and
Evaluation

Tourism Social Media- Borouj
Source: Internet Advertising Bureau (2010), AN
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W Convert Your Data To All
PUBLISH  TESREREREE
0 r.umﬂ\n G

pﬂfdsmﬂﬂ

AU WRITING

& identy T Top Iformation Bm]m][:AS]' * HootSuite
:g;m?mmc':nmwm w Use Social Media To Broadcast . Hubspot
g mdPopulateyourContenr

 Eliminate Unnecsssary Data W Be Descriptive and nviing * MeetEdgar

W Add Visual Elements suﬂlm ME“IA : ;l;q_e-?l:rDeck
ANAE[MEN » Buffer
ENGAGE » Sprout Social
O — HEFER

oLl gL W8
O [ andgepyy o i

Push Your Post Up

B Monitor, Report And Analyze t Back
B Lean What Works For You Best .&mﬂonsAnd"nA);n'skw
B Find Where You Should Invest Connections For Their

Most Of Your Time Participation
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United slge ks g TylOr,tus Lwls

Yo" India ‘Enghsn Sign Up | QuickList (0) | Help | SignIn Dave Carroll 2014: E”iS pau|

Home  Videos | Channels = Community dave carroll Search Upload w

sonsofmaxwell Subscribe
7 July 06,2009
(more info)

There is now avideo response

hitp Iwww.youtube.comiwatc... Full Story:

hitp:/www davecarrolimusic.. - In the spring of 2008
Sons of Maxwell were raveling to Nebraska for a

one-week!our and.

United Breaks Guitars [ ]

URL. htp:/vww.youtube, comwatch vesY GoszC

Embed  <object widtn="560" height="340><param B

» More From: sonsofmaxwell
¥ Related Videos

United Airlines Sucks
1 view
1) CNN: Man Goes After United
S8 Airines On YouTube ..
e o B O | 3
vsPoltcshews

3,632,359 views A Woman Like You
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United olse bs g 59k jLus olbowls

3 YouTube

AuToPLAY @i
United Breaks Guitars,

Corporate Response Parody
M

s Guitars

Airline smashes $10,000 guitar
CNN @

K

Taylor Guitars Responds to "United Breaks Guitars” 2 l 1

i a5 - S e sinaEammweRT aEvenos 4:36

@ :a‘yl‘?r}(»ilimars © A— SUBSCRIBE 46K

SUBSCRIBE to check out MORE Taylor Guitars at the Taylor Guitars channel page
http:/www.yc and subscribe at

793,882 vi

United Breaks Guitars 47 - Dave
Carroll Responds to Customer

| Dave Carroll: Lessons from
“United Breaks Guitars"

http

SHOW MORE
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When lighting up social media with
Kindness
proves a better way to engage

Edinburgh
Grassmarket

L
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Social Buzz
« Edinburgh International Festival

* Virgin Money Fireworks
* Apex Hotels
* Rory, Jenny and Susan
» Through Twitter asking central offices and hotels in
Edinburgh, if they could help Rory see the fireworks without
being out in the cold.

N ‘ ‘;
P 4
s % g,. v &%
1 " o8 I\,

PR
A il
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term dimension.

Results: || --- Wi
Q) Sales are great but so many of the offers pushed out through social have a short- ’l l l I

L The longer term value to a brand on social comes from staff acting like humans, S
not sales people. \ §
v" Note! Rl

to empower staff to interact with guests, answer their questions and generally
engage with all aspects of the social community with a connection to the hotel.
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i (XOOSE »2
©Sed 50

v" Kimpton Hotels and Restaurants used guests’
wedding photos instead of staged,
professional photographs to market their
wedding venues.

T v" The campaign encograged guests to take

o o5 A - ' P photos, tag them with the hashtag
| Mf“ !j 1 Wi h ¢ i . LSy #KimptonWeddings
| “'/‘ ‘g Results:
| 4 U Get some Credit for their guests’ social activity
U Create UGC for the brand that was
free, authentic, and repurposed
across its marketing channels.
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IBC & ALS TheALS.ICE.BUCKET CHALLENGE

Tourism Social Media- Borouj



UL REr R TR RS RN

18,k 95 1o glyp: o > Y

o g 3 Aol L] Ao 1 jgenino 31,3l i ¥
bl dous Lo )5 9 & 10 (ylo -F

S QA (Sud .0
Sio3s s 15 legiign 35 31,3
S5 s 23
(g H1) Libogs 3l o018l Gg5 wlus!-Y

Tourism Social Media- Borouj



i

kL | THAILAND
F Nt

amazing

THAILAND

\ ’ amazing
8 THAILAND
'

amazing

tour THAILAND etk o e o ] A A
A Mo s ~d T
$325.9% W1ak W32 #317.0% W13k P99 $298.9% W12k W15 TI I [L ND

Sallisacl# (S

&1 &) E3 TourismThailandir

@ 75
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Real-time Tracker: #MustSeelran -

R )

15388 2577 4022589( 26739.870)
posts users reach e impressiongsd
Timeline Top Posts

ot P

3
A o 8, 8, %,
RSN S

Top Sites e Dorans | Lk Share of Posts

oges o3l 3 lpl pgad <l85))
S5 Aoy

3sl 2959
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8 Social Media Trends For 2017-18

Live Streaming Video

The Rise of Chatbots

More Expiring Social Content

4,

Merging of Social Media Platforms

Harder Acquisition of Organic Social Traffic

Virtual Reality and Augmented Reality

More Personalized Content = . I

8.

Increase Usage of Social Influencer
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