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Executive Summary 

The aim of Hotel Social Media Monitor is to 
provide a resource for hotels to benchmark their 
own activities in social media and offer a route 
to best practice. This is the first in a projected 
regular series of reports, and features the 
survey results, supported by information 
provided in supplemental interviews and case 
studies. Over time, results from the Social Media 
Monitor will provide hotels with a tool to 
evaluate progress, and to identify and address 
industry-specific challenges. 
 
The survey was posted on-line from December 
2010 through to January 2011, and promoted 
through social media channels, specialist groups 
on Linkedin and Twitter feeds.  
 
Supplemental questions to further investigate 
survey results were conducted by phone or in 
person. The survey attracted responses from a 
broad background of hotels with over a quarter 
of respondents representing international 
brands, and a further 23% representing 
independent hotels. Just under half the 
respondents came from Europe and one third 
representing Asian hotels or groups, giving the 
feedback a broad international flavour. Figure 1. 
This first survey represented results from over 
600 hotels. Future surveys will solicit responses 
though an opt-in panel and one to one 
interviews. 
 

Highlights 

Over 80% of hotels have experience of working 
with social media sites; facebook and 
TripAdvisor are key drivers in stimulating hotels 
into action/for hotels to engage in social media. 
 
In House or Outsource?  
Over 80% of respondents manage social media 
programmes in house, but use the skills of an 
agency to set strategy, advise on technology and 
align in-house teams to enable appropriate 
responses to social media messages. Actual 
message development, management and 
response remain in-house. 
 
Ownership of social media 
Ownership of social media sits with the 
marketing department, which shares out 
responsibility for responding to activity across 
multiple roles. For brands this means training 
properties to set up teams and manage local 
programmes. 2011 sees more resource put 
behind social media programmes; buy in from 
senior management is seen as critical to get 
programmes moving as is identifying team 
members to draw upon with the specialist skills 
to respond to activity generated by social media 
programmes.  This commitment to resource is 

not reflected with the same level of commitment 
to financing. 
 
How do we balance brand and property level 
messages through social media? 
Brands develop central initiatives and 
frameworks for creating social media 
programmes, centrally generated messages are 
communicated to properties and adjusted for 
local interpretation and implementation. 
 
The metrics and tools used to measure and 
manage social media 
One third of respondents have created a 
framework of technology and reporting tools to 
support the management and monitoring of social 
media activity. Whilst more than 90% of 
participating hotels measure brand reputation, 
only 13% currently invest in a brand reputation 
reporting platform.  
 
Which interactions rate highest for hotels?  
Customer reviews top the list as the most 
important customer interaction for hotels with 
over 90% of hotels rating this as a key part of 
their current strategy, with web analytics and 
site posts following up. 
 
How do hotels define and measure success? 
Success is measured in terms of “soft” stats such 
as number of comments (positive and negative), 
followers on Twitter and “likes” on facebook. 
These metrics reflect the tactical participation in 
social media with an absence of metrics aligned 
with key business objectives. 
 
What gains do hotels expect from social media? 
Current measurement metrics are not tied into 
wider business goals. The primary aim of 92% of 
respondents is to raise awareness of the hotel or 
brand, closely followed by developing word of 
mouth marketing, and engaging with guests. 
 
Which technology platforms have hotels 
developed to engage with guests?  
85% have enhanced their web sites to act as a 
primary channel for directing interest from social 
media campaigns, to date there is limited 
development of mobile web sites (15%) and 
mobile apps (8%).  
 
How much do hotels plan to invest in social 
media in 2011? 
Investment levels are low – 65% of respondents 
seek to invest less than $5000 in 2011 reflecting 
the mindset of a low cost/no cost channel. 
Tactical advancements on budget are made based 
on success and campaign outcomes. 
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Key issues for Hotels today  

• Re-positioning content as appropriate for 
the medium 

• Ensuring a seamless response across each 
channel, property and the brand 

• Understanding social media 
• Responding in a timely manner 

Challenges around hotel content indicate that 
hotels are working in isolation of a strategy and 
framework to support a measured approach to 
managing the social media space. This further 
reflects the respondent’s overall level of 
experience in using social media, and the length 
of time spent in managing social media 
campaigns – much of which is below 12 months.

 

Key Issues in the next 12 months 

For those hotels that have yet to jump into 
social media, the key objective for the next 12 
months focus on starting a programme and 
understanding the possible benefits and effects. 
 
For those hotels already operating in the social 
media space looking towards the next 12 
months, there is a greater focus towards 
generating revenue, integrating campaigns into 

the marketing plan with formal budgets and more 
precise planning and execution. 
The principal issues for 2011 are summarised as 
• Planning and strategy 
• Resource 
• Staying ahead of the curve 
• Brand Reputation 
• Return on Investment 
 

 

Planning and Strategy  

The ability to plan and manage campaigns, re-
purpose content, keep everything up to date 
and ensuring a seamless response from the 
company across all channels remains a headache 
for many hotels. With only a few hotels 
currently using tools to manage social media this 
indicates many companies having the need for a 
more planned and integrated approach to 
managing the social media space.  
 
Creating a clear strategy and setting a social 
media framework for local hotels is an issue for 
those companies managing multiple properties. 
This further extends into managing resource and 
time. 
 
For those starting out on social media or 
building a multi-property programme finding 
time means making a plan and ensuring the pace 
of content generation and promotional activity 
is manageable. Where the online frequency of 
posts and promotions far outweighs what would 

have done offline then a revised strategy is the 
best option. Online behaviour needs to reflect 
the tone and pace of a brand – not necessarily 
the pace of offline marketing, which will be 
slower, however the social world means just that 
– social – not a complete frenzy.  
 
Increasingly going social means going local, so 
how does a brand go about maintaining brand 
image whilst still getting that local feel? Schools 
of thought vary on how to manage getting the 
local personal nature of community interactions 
aligned so that interaction with the brand is 
seamless across all touch-points, and from 
property to property. Companies such as 
Fairmont Hotels and Marriott have created teams 
that train individuals at property level on how to 
use social media such as face book and twitter, 
and how to proactively manage the brand 
reputation. Managers want the ability to allow 
hotels to maintain their own community 
communications easily and quickly. 

Resource 

Resource issues are threefold; time, people and 
technology. Getting access to budgets to put 
teams together and persuading management to 
approve time spent on managing social media or 
a full-time position are key. Further concerns 
are raised about having to educate management 
seen as “Old School” first prior to embarking a 
quest for resource either as people or money. 
Resource issues go hand in hand with managing 
time allocated to social media. Finally once 

people and a plan is approved the hurdle to 
acquiring technology remains. 
The team managing social media needs to reflect 
overall team and business objectives. In most 
hotels this will be reflective of building a 
community that actively engages in the hotel 
product. In this case the team needs 
representation from all who would normally 
engage in customer communications, to ensure 
accurate reflection of brand and tone of voice in 
the community.  

Staying ahead of the Curve 

Staying ahead of the curve is a constant issue on 
two levels; firstly through simply keeping up 
with new trends and secondly, ensuring that any 
activity performed keeps up with the 
expectations of increasingly larger communities 

to serve to increase visibility and brand 
awareness, without sacrificing on customer 
service. 
A recent study by Seventh Art Media of over 2400 
content posts by 75 hotel brands over the last 
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three months of 2010 identified that there is a 
finite number of responses to questions posed 
and a finite amount of time during which fans 
are likely to respond. Understanding where that 

time limit lies for a hotel or brand makes it 
easier to understand the unique rhythm of a 
social media programme.    

Brand Reputation 

Customer review sites bring out a number of 
concerns, not always related to social media, 
but related to issues over the authenticity of 
comments posted on sites and how to manage 
negative reviews. Overall management of hotel 

image and ensuring a consistent delivery of 
customer service and quality were all key factors 
into social media planning for 2011. 
 

Return on Investment 

Establishing an ROI is front of mind when looking 
forwards into 2011; many hotels are looking for 
ways to make social media more transactional 
and as an extension of this, more focused on 
conversion of engagement to bookings. 
 
Creating indicators that measure how active a 
community is bears a closer relationship to ROI 
than the soft metrics used to measure the 
success of social media campaigns to date. Using 
tools and new indicators to understand how 
important community members are – i.e. their 
sphere of influence in the social world together 
with KPIs related to business objectives, and 
metrics to measure conversions provide a more 
robust approach to measuring ROI.  

Tools such as Klout can be helpful in 
understanding who people are and how 
influential hey are in their own social media 
community. They can provide an insight into 
community members that, combined with other 
reviews of their activity can be a good barometer 
to use to assess how to manage specific 
communications. 
 
A recent survey of marketing professionals 
featured in eMarketer indicates that twice as 
many Chief Marketing Officers will use hard 
metrics such as conversions, as a success 
parameter in 2011. Further twice as many Chief 
Marketing Officers also anticipate attributing 
revenues directly to social media campaigns in 
2011 as 2010. See Table 1. 

 

Table 1. Metrics used by CMOs Worldwide to Measure the value of 
Social Media Marketing Activities 2011and 2011 
% of respondents 

 2010 2011 

Site Traffic 68.0% 68.0% 

No of fans/members 59.4% 62.9% 

Number of positive customer mentions 52.6% 62.9% 

Number of page views 50.9% 43.3% 

Number of contributors 42.9% 50.3% 

Number of mentions 41.1% 41.1% 

Number of posts 40.0% 42.3% 

Conversion 32.6% 65.7% 

Revenue 29.1% 49.7% 

Average order value 22.3% 23.4% 

Reduced returns 12.0% 16.0% 

Reduced call volume 11.4% 11.4% 

Increased channel sales 4.0% 14.9% 

Other 2.9% 6.9% 

Do not track metrics 18.3% 6.9% 

Note: n=175 
Source Bazaarvoice and The CMO Club, “CMOs on Social Marketing Plans for 2011,” 
provided to EMarketer, eMarketer calculations, Jan 27, 2011 www.eMarketer.com 

 
Avinash Kaushik in his address to the HSMAI 
Social Media conference in February of 2010, 
urged delegates to create a framework for 
social media campaigns and web analytics that 
includes specific parameters to measure 
success, and defines revenues attributed to 
each parameter. These revenues relate to the 

result of an action – such as making a booking, 
or in cases where the revenues can only be 
attributed over time to assign a value such as 
“value of qualified lead” to an action so that 
there is an ongoing actual and potential revenue 
stream attached to activities. 
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Creating Best Practise 

 
“We’re moving towards a world on one network…A network fuelled by trust, powered by 
recommendation. Without either of these things your company doesn’t stand a chance” 

 
Peter Shankman Customer Service – New Rules for a Social Media World  

 
Here’s a summary of the key points from interviews and comments from the survey to use as a 
framework for best practise in developing social media programmes: 
 
• Do something – the conversation is going on and more than likely already includes you – join the 

conversation. 
• Be prepared to invest – in people, in projects and in technology. 
• Create a team. Tap into the expertise needed to respond to questions – generally guest services 

will know the answer to most guest enquiries, but questions will come from anywhere. Get 
commitment from your team that they will make themselves available to respond in a timely 
fashion. 

• Train the team – make sure people know how to use social media, and how to get their point 
across. 

• Nominate a person to champion the programme and take responsibility for pulling team members 
together and creating a coherent campaign. 

• Get the messaging right for your brand. Ensure online brand values reflect those in the offline 
space. Social media doesn’t mean going all hip and funky if that’s not how your brand behaves 
off line. But it’s OK if it does. 

• Get buy in from management – this will ensure your social media projects get the visibility and 
signoff they need. 

• Create a content management strategy that embraces all activities – social marketing, mobile 
marketing, email marketing, the hotel website, and offline channels. 

• Create a content calendar that reflects your overall marketing plan and supplement it with local 
news and events of interest to guests. 

• Make content useful, timely and interesting – something that customers want to hear and can 
only get from you. 

• Create a daily social media routine to support management of the programme. This can include 
monitoring local news and events, to provide content for linking into your Twitter and facebook 
comments, plus checking the feeds from social media sites at regular intervals during the day. 

• Re-purpose marketing content to make it “fit for channel” – mobile, social, email and your own 
site marketing– and benefit from the halo of multi-channel distribution and promotion. 

• Be proactive in managing brand reputation, use reputation reporting tools such as VisibilityGain 
from RateGain to listen to what is being said and create a strategy to manage your response to 
comments – both positive and negative. 

• Create measurable targets, KPIs and goals so you know what success looks like. Make sure they 
track back to the wider objectives of the brand or property. 

• Move towards tracking ROI as much as possible but don’t hold making money as the only 
objective – creating the relationship is key. Spend time listening, engaging and influencing – then 
add on the call to action. 

• Experiment with promotional activity to encourage referrals and optimise ROI potential from your 
own network. Look to case studies such as Holiday Nights and RateGain’s Rumbido to reward 
customers for referring you to their network. 

• Talk to your technology providers about how to integrate social media into your existing 
technology strategy – such as integrating a booking engine into facebook. 

• Remain in control of your own conversation- track what other hotel booking providers are saying 
about you make your offers to your guests more compelling, fresh and exciting.  

• Remember to say thank you – guests go out of their way to make a positive comment about you – 
a word of thanks makes them feel noticed and special. 

 
 
 



RATEGAIN AND REVENUE BY DESIGN                                     SOCIAL MEDIA MONITOR 2011 

                                                           © 2011 Revenue by Design & Rate Gain All rights reserved          

 

Case Study - Generating incremental revenues through referral marketing 

 
Holiday Nights wanted to increase its reach and encourage more of its prospective customers to use 
its services. Until recently, the company was aggressively using Google to advertise its offers and 
packages in its region. Within no time, it started realising that the clicks on the ads were in majority 
from regular window shoppers and the ratio between clicks to sale conversion was not up to 
expectation. 
 
Holiday Night’s CEO Steve Endacott claimed that Google takes on an average around 75% of an agent’s 
(offline or online) commission through PPC costs. After calculating, it was found that on average 
approx. £25 was being spent on each converted lead with no effect on direct organic customer 
acquisition growth. The next obvious platform to leverage was Social Media. Holiday Nights created a 
company page on facebook and Twitter and started broadcasting its attractive discounts and offers. 
Within no time it became popular too, yet the company was not being able to generate qualified 
leads in large numbers that could consummate to online sales 
 
The need was to find an effective technique to leverage social media not only to increase buzz 
around about any brand but also to ensure that it leads to sales, RateGain introduced its path 
breaking innovation – Rumbido – a unique social networks driven referral marketing platform for 
hotels, airlines and online travel agents. It engages and rewards existing customers to promote these 
offerings within their social networks thereby creating buzz for the brand, resulting in traffic and 
sales for the business. With the recommendation coming from friends & family it is both non-intrusive 
as well as trustworthy for the buyer.  
 

Rumbido provided a platform to 
Holiday Nights to ask their customers 
to recommend them to their friends 
and family on multiple social networks 
like facebook Twitter, Linkedin, Bebo, 
Myspace, and Google Buzz as well as 
its customers.  With Rumbido, Holiday 
Nights is able to communicate the best 
deals to a huge audience where its own 
customers are its brand ambassadors 
and are helping the company generate 
sales with their word of mouth. 
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Sources and resources 

 
Avinash Kaushik:  http://www.kaushik.net/avinash/occams-razor-what 
Seventh Art Media:  http://www.seventhartmedia.com 
EMarketer: www.emarketer.com / http://mashable.com/2011/02/08/social-media-roi-2/#  
Econsultancy:Chris Lake Head of Innovation http://www.econsultancy.com  
Peter Shankman – Customer Service New Rules for a Social Media World http://shankman.com 
Don Barthololmew http://metricsman.wordpress.com/ 
 

About RateGain 

RateGain is a travel technology company which caters to the travel and hospitality industry. We are 
dedicated to making intelligent business technology for this sector to aid in its operations, 
distributions and sales. We provide competitive price intelligence, channel management, reputation 
management & social media marketing solutions. 
Our hotel product suite:  
• VisibilityGain – Reputation management 
• PriceGain – Rate shopping solution 
• Rumbido – Social media referral marketing platform 
• ChannelGain – Channel management solution 
 

About Revenue by Design 

Revenue by Design creates revenue generating programmes designed to improve client profitability. 
We create programmes for individual hotels, resorts, hotel brands, meetings and venues. We provide 
strategic programme development, training and management services. We work to evolve thinking 
and enable best practice in  
• revenue management 
• online strategy 
• social media and mobile marketing 
Our marketing and revenue programmes connect and engage with the guest across all channels to 
market; direct from the web site, across all distribution channel partners and all digital platforms 
including the internet, mobile and tablet. 
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