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Select the SINGLE marketing activity that you think will
make the largest commercial impact in 2018 for your
business (or your clients)

Content marketing 20%

Big Data (including market and customer insight and
predictive analylics)

Artificial Intelligence and Machine Learning

Social media marketing including Social CRM and Social
Customer Care

Mobile marketing (Mobile advertising, site developmeni and
apps)
Marketing Automation (incl CRM, behavioural Email
markeling and web personalisation)

Conversion rate optimisation (CRO) / improving website
experiences

Search Engine Optimisation (SEQ)
Internet of Things (loT) marketing applications
Online PA (including influencer outreach)

Communities (Branded niche or vertical communities)

Smart
Insights

Parinerships including affiliate and co-marketing

Paid search marketing, e.0. Google AdWords Pay Per Click

Wearables (e.g. Apple Watch, activity trackers, augmented
reality)

Other:

Display (Banners on publishers, ad networks social media
including retargeting and programmatic)

Social Media- Borouj
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Inbound Marketing

by 2lit
Integrated Planning:

\| [

Multi-channel | Content
Analytics W Marketing
Y, DN

DIGITAL
Email EXPERIENCES:

: SEO:
nhjlaarrl:(eettli':mgg- 8 Desktop, Mobile, Organic
Automation SN In-Store Search

Social media Paid sea‘rch:
marketing Adwords
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Inbound Marketing 03@
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DIGITAL AROUND THE WORLD IN 2018

KEY STATISTICAL INDICATORS FOR THE WORLD’S INTERNET, MOBILE, AND SOCIAL MEDIA USERS

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

7.593 L4.021 3.196 5.135 2.958

BILLION BILLION BILLION BILLION BILLION

URBANISATION: PENETRATION: PENETRATION: PENETRATION: PENETRATION:

55% 53% 42% 68% 39%

SOURCES: POPULATION: UNITED NATIONS; U.S. CENSUS BUREAU; INTERNET: INTERNETWORLDSTATS; ITU; EUROSTAT; INTERNETLIVESTATS; CIA WORLD FACTBOOK; MIDEASTMEDIA.CRG:; . we
FACEBOOK; GOVERNMENT OFFICIALS; REGULATORY AUTHORITIES; REPUTABLE MEDIA; SOCIAL MEDIA AND MOBILE SOCIAL MEDIA: FACEBOOK; TENCENT; VKONTAKTE; KAKAO; NAVER; DING; a HootSl.llte"M are,
TECHRASA; SIMILARWEB; KEPIOS ANALYSIS; MOBILE: GSMA INTELLIGENCE; GOOGLE; ERICSSON; KEPIOS ANALYSIS. NOTE: PENETRATION FIGURES ARE FOR TOTAL POPULATION (ALL AGES). SOC|GI
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Types of Social Media
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Types
of
Social Media

Social networks - Connect with people
Media sharing networks - Share photos, videos, and other media
Discussion forums -Share news and ideas (rRebbiT,QourA,DIGG)

Bookmarking and content curation networks - Discover, save, and share new
content (pinterest, Flipboard)

Consumer review networks - Find and review businesses (veip, zomato, TripAdvisor)
Blogging and publishing networks - Publish content online (wordpress, Tumbir, Medium)
Interest-based networks - Share interests and hobbies (Goodreads, Houzz, Last.fm)

Social shopping networks - Shop online (polyvore, Etsy, Fancy)

Sharing economy networks - Trade goods and Services (airbnb, uber)

Anonymous social networks - Communicate anonymously — Virtual Game &
Life (whisper, Ask fm, After School)

Social Media- Borouj
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Facebook Dominates the Social Media Landscape Q@

Monthly active users of selected social networks and messaging services”

Facebook 2,072m
WhatsApp
Messenger
WeChat
Instagram

Qzone

Weibo

Twitter

Pinterest (@) 200m B8 Facebook Inc.
4

[178m™ B Tencent Inc.
| Others

Snapchat

Vkontakte

* latest available data (Dec. 16 - Sep. 17) Active USEIjS of Key
@ @ @ ** daily active users Global Social Platforms.

@statistaCharts  Source: Company filings & announcements StatISta 5 January 2018
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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
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Anyone can tell you yourbusmess
needs to be on social media, but it's *
why that matters most.
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Average Mobile users Check their device
150 Times per day!
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7090 of followers have taken some Action
after seeing content on Twitter

70% of Instagram users have looked for a
Brand online
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What
Social Media
Can Do
for
You

<

\\\\D \\D

S0

g

Brand awareness

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

Reach

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

Visibility

Search engines are becoming more social

Index social content and incorporate social signals into their ranking algorithm;

keyword rich social media can help to elevate visibility;

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

Knowledge

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

Social Media- Borouj
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What Social
Media Can Do

for

You

SO S0

(

AN

O
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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

Social Media- Borouj


www.tourismadviser.com



www.tourismadviser.com

at People Like To Share éi °
- On Social Networks ()

Pictures

Opinions

Status update of what
and how they are doing

Links to articles

Personal recommendations
of things they like

News items

Links to other websites

Links to other people's post

Status update of what
they are feeling

Video clips

Plans for future activities,
trips and plans

Social Media- Borouj
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What Social
Media Can Do
for

Marketing

SN @O N O ‘O <

g

Research Transformed 03@

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

Enhanced Customer Service

become aware and provide help to unsatisfied or confused customers

Responding to complaints and questions helps to humanize your brand and to indicate to current and future
customers that they are valued.

Listening to customers through social media can help your brand create an exceptional experience

Reshaping businesses

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

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.

Social Media- Borouj
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How to Start
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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)

Social Media- Borou;j


www.tourismadviser.com



www.tourismadviser.com



www.tourismadviser.com

alb)

Ol g9, p—r
Wluol J9) At e
2330 3lgo b 0),lo jo,
BUUIRVEIWIKOTS e
JioylS @ils SO sl whez 2,5 59, L 0j9 Uil b Collw s (liws oy, 5l GoBT ¢ ol @y amgi Giuljél RV
2o 2 awgs 59, 285 2050 5l olo aw 3 plal ) ol
WS iy @ SaS (yogi 30 O o) )Uﬁﬁjll.gL,.J)ngOlspul)?lgww“w@)bjlﬁouqu?ﬁubg (82 9 sl
625 aw Jlndigs puSe K g, OuSE g (e &S gaagg WFe T
bj amsS 2 o) wPhawl
OhaS A jg) Sst

-
I S |»

P =

el
Pl
pl,SL

el


www.tourismadviser.com



www.tourismadviser.com

welaiz] loaSub > lgize Cugdi sl Wby, (2 yiege

290s g puse | eslaiwl

6slS ol g Sita 51 oaliiwl
Lasuie 69,5 g bl (s
(lwyod g Slyinl) CTA ;1 oslaiwl
Sy 0 (5l pguai Sl (55lwaisg
92329 5l exlasuwl

o ,5SHS slael Cudgimwe



www.tourismadviser.com



www.tourismadviser.com

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%.

Social Media- Borouj
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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.

Social Media- Borouj
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How to Monitor
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Measurement
and
Evaluation

[ Metrics include: @O@

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.

v" Engagement

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

Social Media- Borouj
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Measurement
and
Evaluation

Social Media- Borou;j
Source: Internet Advertising Bureau (2010), AN
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vert Your Data To All

m Con
o PUBLISH e St s

EﬂNTENT  Paslan T

pﬂfﬂSEﬂHﬂH

dUWRITING

& identy T Top Iformation BR[]A[][:AS'[ e HootSuite
:g:am Tnd&g:ntrlbuﬂng w Use Social Media To Broadcast e H ubspot
st mdPopulale your Content.

 Eliminate Unnecsssary Data W Be Descriptive and nviing * MeetEdgar

W Add Visual Elements sm:lm. ME“IA : T;/%—e-?}rDeck
ANAGEMEN » Buffer
ENGAGE » Sprout Social
O a“ ntrm

oLl Lt W
O [ andgepyy o i

Push Your Post Up

B Monitor, Report And Analyze .
B Lean What Works For You Best .&mtlonsAnd"nA);n'skw
B Find Where You Should Invest Connections For Their

Most Of Your Time Participation
Tourism Social Media- Borouj
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United olge ks ¢ Tylor,tus Luwls

(1 Tuhe P

Home  Videos | Channels = Community dave carroll

United Breaks Guitars [ ]

we% o B O
3,632,359 views

Sign Up | QuickList (0) | Help | SignIn 2008 Dave Carro"

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.

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 ..
NewsPolticshews

AWoman Like You

2014 Ellis Paul
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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
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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.
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Results:
Q) Sales are great but so many of the offers pushed out through social have a short-
term dimension.

L The longer term value to a brand on social comes from staff acting like humans,
not sales people.

v" Note!
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.

Social Media- Borouj
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(VOOSE £
©Sed 50

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

v" The campaign encouraged guests to take
photos, tag them with the hashtag
#KimptonWeddings

Results:
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.

Social Media- Borouj
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WITH URBAN DECAY

SHOW US YOUR FESTIVAL STYLE ——

(=]
<]
View Ofticial Rules

GRAND PRIZE ™o

Two tickets to a summer music
festival, a stockpile of UD summer Kowered by Fiates
essentials and a pair of exclusive
UD Skullcandy headphones.

BONUS PRIZE (3 WINNERS): 1 COMPLETE form above,
Three additional winners will score 2 FOLLOW @urbandecay
our bag of UD summer essentials. on Pinterest

3 CREATE a board called

“Electric Festival Style
With UD."

Pin the looks you'd rock at this
year’s top music festivals (the
brighter the better!). Get

l e s g0 jo WY gaxo )l solaiw! gl p (b oo g (Ll 5 )Lieo
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IBC & ALS

Social Media- Borouj


www.tourismadviser.com

il Jolos 3 395 lbla b og@

°E’3 s" “a . ..‘o

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

Social Media- Borouj


www.tourismadviser.com

8 Social Media Trends For 2017-18

Live Streaming Video

Virtual Reality and Augmented Reality

The Rise of Chatbots

. L] E‘
More Expiring Social Content More Personalized Content : I

4, 8.

Merging of Social Media Platforms Increase Usage of Social Influencer

Social Media- Borouj
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