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Introduction

Social media today has transformed the corporate 
world into a place where companies are free to share 
and provide their customers with a full virtual brand 

experience. Anyone can interact online, and it is up to 
the company to formulate a plan to create interactional 
opportunities for possible customers.  Hospitality and 
travel industries across the globe can greatly benefit 
from integrating social media into their campaigns. 

Thanks to Web 2.0, customers can utilize various on-
line programs to research possible destinations and 

travel accommodations, share posts during their trip or 
browse reviews posted by others. In order to navigate 
through the complex world of the online community, 
companies must understand and attend to the best 

practices of social media. Travel companies that incor-
porate a strategic plan, establish a consistent brand 

online, engage with customers through conversations, 
utilize corporate blogging, maintain a positive company 

reputation and create a crisis management plan, will 
become masters of social media. 



II. Strategic Planning

1. Develop Your Goal

3. Pick A Platform

2. Identify Target Audiences

 Entering the online environment and participating in the social media world is all 

about strategic planning. There are many parts to strategic planning, all of which are 

essential to have a successful social media presence. This complicated process is going to 

be broken down into four main steps, each of which contain multiple elements.

1 

for. Develop a goal that also enhances your company vision. It is important 

to make sure that whatever is trying to be done online must always correlate 

with the company’s core values and overall mission. Being aware of this 

company. Buy-in is essential to the success of a social media plan.

tactics3

often use to enhance transparency by communicating from top management 

to customers. It not only makes the company appear more trustworthy and 

credible as well, but it builds stronger relationship between the company 

Having a clear goal and background research on the targeted audience, can 

lead a company to look at their competition. This is an important step that 

should not be avoided. Not only is it helpful and necessary to see what your 

biggest competitors are doing and succeeding, it also gives another reason 

competitors failures online and ways to prevent and learn from their mistakes.

2 

is a member of the target audience that created. The persona can be used to 



4. Build Content
 Finally, the company can begin to build their content. Remember, all 

random information is put out in the public, the company can possibly lose 
customers’ interest and loyalty. Whether a brand decides to create a company 
Twitter account, Facebook page or any other form of social media, make sure 
there is way for customers to share the social media outlets to generate an even 
larger audience.
 Do not forget to consider how your plan will be measured to know if 
it was successful or not. There are many programs that monitor and track 
customer interactions on a company’s social media website that can make this 
possible.

 Strategic planning for social media can be quite overwhelming, and will most 

plan, make sure employees are all informed and in full communication that they are 
free to be a part of. This will help brands gain even more support with their new social 
media presence.

Strategic Planning (continued)

The 3-M Framework4

Companies can use the “3-M Framework” to guide their presence in social 
media. The “3 M’s” of this strategy are Megaphone, Magnet and Monitor.

      · Megaphone: Use social media to make announcements and 
advertisements on behalf of the company. Use the new mediums to promote 
a clear company message.
      · Magnet: Use new social media practices to engage with customers. 

company can gain trust and credibility from this concept.
      · Monitor: This is just as simple as it seems, keep track of what customers 
are saying about the company. Watch how the company is being talked about 
between consumers.



III. Branding
Pretty much every company has an idea of what they would like their 

“brand” to be, however, very few understand the importance in proper 

branding. The main goal of branding is simply to get recognition and 

have your company known as one of the leaders of that industry. With 

the recent advances in technology, communicators have been intro-

duced to a whole new plethora of mediums and outlets for which they 

can brand their company throughout.

Brand Promise

Before actually branding, it is in the best interest of the company to have a clear brand 

-

actually executing it. A brand promise is very similar to an objective. In the article, “The 

One Thing You Must Get Right When Building a Brand,”5 the authors talk about how it is 

greatly in the end.

By having a clear brand promise it becomes impossible to lose sight of what the com-

pany is all about and what they are hoping to accomplish in their branding efforts. Com-

lives. Investigate consumers through social media outlets like Facebook to better under-

stand the best way to brand.

Finally, constantly revise the brand promise to meet new goals and make sure it is rel-

evant to the corporate goals. Stay true to the brand promise no matter what, strive to go 

One of the greatest pieces of advice for companies wishing to effectively brand their prod-

uct is to keep branding throughout all media platforms consistent. Consistency is important 

in order to stay aligned with the brand promise. In order for consumers to have a clear and 

Consistency



Branding is all about raising awareness for your company or product. Branding has grown to 
incorporate an extremely visual aspect to its efforts to raise awareness because visuals have a 
way of catching consumer’s attention and making them stay on that site or social media outlet 
longer.

By taking advantage of the visual aspects of sites like Pinterest7, companies can humanize 
their brand and make their identity something that consumers can relate to and identify with 
then making purchasing decisions. Companies wishing to engage in this visual aspect of brand-
ing should be sure that they are showcasing the business’ personality. Pinterest is all about 
creativity and by creating something that is visually appealing and stimulating, companies can 
create something that consumers will want to share with friends and followers which will 
contribute to the branding efforts to raise awareness.

Branding (continued)

Goals When Branding Online6 

1. Build a sense of 
membership with the 
organization 

2. Encourage the acceptance and 
communication of brand value 

3. Encourage the audience to engage in 
dialogue and promote the brand 

5. Inform the promise behind the brand and build differentiation for it

7. Build positive brand associations 
8. Maintain the percieved quality of the brand 

9. Raise greater awareness of the brand to audiences that it has not yet reached

The Marriott does a great job of branding online, through their interactive game called My 
Marriott which allows consumers to create their own hotel while consistently seeing the 
Marriott logo and brand.



IV. Conversation
Web 2.0 has transformed online brand communication where instead of talking to clients, 
companies are talking with them. Engaging in conversation with customers is a component 
that hotel and travel brands cannot avoid. It is not enough for companies to deliver one-way 
communication only, constituents are now demanding to have a dialogue with companies.  
Before a company decides to interact with customers, they must know what key audiences 
they should focus on engaging with. According to Andrew Lipsman, Graham Mudd, Mike 
Rich and Sean Bruich8, the target audience consists of “fans of brands,” who already support 

company information to an even larger audience.  Understanding who you are communicat-
ing with is essential, and it is also vital to formulate a company strategic plan that decides 
what social media outlets will be utilized, who of the company will participate and what 

Companies that have a full grasp on how to execute their plans of conversing with constitu-
ents do so through social media networks that are most suitable for their brand. For exam-
ple, Virgin America9 maintains their Twitter page with frequent tweets on upcoming contests, 
announcements and news. Disney Cruise Line10 markets themselves with their Facebook 
page of 867,887 likes, posts of customer pictures, informative and engaging status updates 

-
dia page and have more personal interactions with the public. Drew Patterson11 of Jetsetter 
has 127,000 Facebook likes and 26,000 Twitter followers where his main focus is to maintain 

comments on their experience with Jetsetter.

In an industry where clients are looking for input on the best hotels, airlines and travel ac-
commodations, companies must be open in receiving both positive and negative feedback. 
Juan Martinez12 makes it known that people are always connected with the “social web” and 
will critique a company brand whether they like it or not. It is never good for companies to 

right to express them. The Social Media Examiner13 produced an article that states, “the 
more we expose our vulnerability and show something that is not normally considered to be 
a strong business persona, the more people in the online world will know we care.” In the 

their needs, but it is also allowing the brand itself to showcase its ability to be trustworthy 
and transparent10.



 Conversation (continued)

When companies engage with their customers, there are a couple key points9 they must always keep 
in mind in order to create a successful and positive brand experience.
·      Remember to choose the right social media for you and your company.

·      Designate time each day to get on social media and communicate with followers, small amount   
       of time on busy days are better than none.

·      Supply valuable, relevant and newsworthy content that is going to keep your audience engaged.



V. Corporate Blogging
When it comes to the idea of blogging, it’s hard for many corporate professionals to know where to 
start.  “Blogging” itself may seem a foreign concept, one reserved for self-employed, stay-at-home 
moms, or celebrity gossip journalists.  But in reality, blogging is rising in popularity among C-suite 
executives, and for good reason.  These blogs serve as effective communication mediums whether 
the information shared stems from management to employees, or employees to consumers. 
 
Starting a blog can be daunting for any corporation.  The questions “who writes it?14 “what do we 
write about?” and “how often we do update?” are ones that must be answered before the un-
dertaking should begin.  A corporate blog is an extension of the corporation’s brand, and for this 
reason, a premeditated plan for implementation and maintenance are required.  
 
That being said, choosing a blogging team and strategy is the first step for companies embark-
ing on this time-consuming project.  Writing well comes naturally to some, and employees who fit 
this description are often times the best bet when deciding whom to choose for the blogging staff.  
These employees may already keep personal blogs, a skill that will come in handy when lending 
their talent to writing for the company.

Most all organizations already have employee handbook in circulation, including guidelines and how-
tos for staying true to company values while in and out of the office.  These same rules can easily 
transcend into the corporate blogging plan and often provide a helpful framework for those writing 
for the blog, as they will know right off the bat what is expected and accepted.
 
Editing is also a concern, so decide up front whether or not employees should submit posts on the 
spot or if there will be a team of editors to proofread for grammar and consistency before publishing.  
These same guidelines extend to blog post comments as well.  Many organizations fear negative 
criticism from customers and are unsure of how to respond to these online opinions.
 
Corporations must realize that not everyone is going to have something nice to say, and negative 
comments come with the territory of corporate blogging.  Though reading scathing reviews of your 
organization may be a terrifying thought, it helps more than it hurts in the long run since it provides 
a window to thousands of customers’ thoughts of the brand.  How a corporation should choose to 
respond to these comments - whether it be deleting them, approving them, or responding to them – 
is something that must be determined before publishing.



Though any executive within the company can write corporate blogs, “CEO blogs”15 specifically 
have been highly popular among organizations choosing to create a personal online presence.  
Corporate blogging helps to “humanize” a company, allowing customers to put a face with the 
corporate name.  They provide an opportunity for a corporation to lets its hypothetical hair down, 
to give readers a glimpse into the inner workings of the business.  The opportunity to learn some-
thing new about the company - and more interestingly the people who run it - is what attracts 
readers and gives them a reason to come back. 

Several companies have tried and failed to establish a presence in the corporate blogosphere, 
starting out with good intentions but winding up with a poorly written and barely-updated site that 
resembles a press release.  If people wanted to find out when a new product would be launched 
or how much said product will cost, they can quickly find an answer from an Internet search.  If 
readers were seeking out a specific executive’s corporate blog to read on their own time, it would 
be disappointing to find a lengthy advertisement posing as a “blog.”16

With that being said, corporate blogs do offer an opportunity to tie in marketing.  They should 
always contribute to the organization’s bottom line, such as links to the home page or an online 
retailer at which the desired product or service can be purchased.  Complementarily, the organi-
zation’s website should promote their executive bloggers as well, promoting the blogs through 
direct links, advertisements, and email.

A colloquial style of writing17 lends itself well to corporate blogs, as the platform should serve as 
more of a medium for customer and corporation interaction than a glorified company boilerplate.  
Communication is key, and corporate bloggers would be keen to use social media whenever pos-
sible in order to encourage interaction with their consumers.  Google Alerts can be a helpful way for 
an organization to monitor social media mentions of them, and can help in gauging which outlets 
are successful means of promotion for the blog, and which could be discarded.
 
The last key to corporate blogging success is to track everything.  Thousands of web analytics 
companies exist, and organizations often use them to their advantage when monitoring the suc-
cess of their blog.  These types of resources can provide organizations with invaluable information 
such as which posts are read most, where referrals are coming from, and how many pageviews 
occur over time.  Using this information will only benefit an organization, allowing them to pinpoint 
both the strengths and weaknesses of their blog and providing a framework for improvement. 

Corporate Blogging (continued)



VI. Reputation
Maintaining a positive reputation is hard enough with traditional 

media, and social media has made it even more of a challenge. 

However at the same time, social media is also another way to 

create a good reputation because information can be dissemi-

nated quickly. In order to create a good reputation, a company 

must be in good standings with the public eye. Transparency 

and customer relations are important factors to reputation.

Let’s start with transparency. If order for a company to be trans-

parent, they should share as much information with the public as 

in themselves, and their publics. Transparency lets publics know 

that the company is not trying to hide anything from them, and 

is being completely honest. Honesty is a characteristic that any 

public holds to a high standard, and is what determines a com-

pany’s reputation.

Customer relations has a large effect on reputation. 

Social media allows customer relations to be more 

personalized and frequent. By developing an online 

presence, companies allow customers to have in-

stant feedback and a place for them to interact with 

not only the company, but also other customers as 

well. Providing a place for customers to voice their 

company because they have the chance to directly 

respond and change their product, based off of the 

provided feedback. Having a good customer rela-

tions base will lead to brand loyalty18 and brand am-

bassadors. Brand ambassadors can help reputation 

because these customers are constantly purchasing 

from a company, and sharing their opinions.



 Reputation (continued)

These relationships that are created online lead to a good reputation. With the 

invention of social media, the traditional one-way approach to communication is 

gone, and the two-way approach is in full force. Customers want to be a part of 

the company, and feel that interaction. If a company does not have some type of 

interactive process between themselves and the customer, reputation is bound to 

go downhill. Feedback is a way to maintain company reputation. If customers are 

making consistently negative comments about a product, or something a com-

pany has recently done, it is most likely a good time to re-evaluate that issue.

Reputation is hard to manage, but is crucial to have it be moni-

tored. Positive relationships with the company’s publics are essen-

tial in maintaining a good reputation. Social media has become a 

large forum for customers to make their own judgment on a com-

pany, which can be both good and bad. Companies should always 

be aware of positive and negative conversations and interactions 

about the brand taking place to keep up with and adjust their over-

all reputation if needed. 



VII. Crisis Management
It is inevitable that companies will at some point be faced with crises. It’s im-
possible to know exactly when a crisis will hit, but companies can get ahead 
by forming a plan for crisis management. Having a crisis communication plan 
is essential for all companies to have. One negative incident or comment as 
a result of not being prepared is all it takes to destroy a brand’s reputation. 
Therefore, it is important companies take proactive steps to either prevent or 
respond to future crises. 

Thanks to Web 2.0, any message can be sent virally. Amy Neumann19 of the 

message.  Neumann outlines the best ways to overcome and effectively com-
municate with clients during a situation of crisis. It is important to understand 

-
ness, listening, transparency, feedback and resolution19.

company becoming fully aware of the con-
versations and interactions already hap-
pening among customers. They are looking 
for answers of what happened and what 
the next step will be. Some corporations 
are hesitant to participate in the conversa-
tion, but it is necessary since they will be 
talking whether they like it or not. Tokyo 
Disney Resort20 successfully communicat-
ed with their customers by making a park-
wide announcement after being hit with 
a devastating earthquake where guests 
were constantly informed with updates and 
safety precautions. The best way to en-
gage with customers is through any of their 
social media outlets such as Facebook, 

All of these websites can be tracked and 
monitored through Google Alerts.

Listening to your clients is another factor 
companies must do in a crisis situation. 
When a company is fully listening to their 
customers, they are recognizing and an-
swering positive and negative comments. 
JetBlue21 responded fast to their 2007 Val-
entine’s Day nightmare that resulted from 
hearing customer complaints and com-
ments, where they created a “Customer 

and cancellations to customers at all times. 
It is never good to delete negative com-
ments posted by clients. They want to feel 
heard and that what they have to say is 
important to the company. Deleting what is 
said will decrease company trust and make 
that company look like they have some-
thing to hide.



 Crisis Management (continued) 

Being transparent22 is crucial to overcome a crisis. The 
more honest and real a company is with their customers, 
the better. If the cause of the problem is still undeter-
mined, do not admit something was done wrong. On the 

the company acknowledges it and ensure steps are be-
ing taken to move forward. In March 2012, JetBlue was 
faced and responded to another crisis effectively. CEO 
Dave Barger23 demonstrated the airline’s transparency by 
making a public appearance on the Today Show where he 
addressed the situation and admitted their faults.

Feedback is a concept companies should never forget. It 
can be as simple as thanking customers for being patient 
and leaving their comments or giving out contact informa-
tion to address more complicated questions. Customers 
want to be caught up at all times, so it is best for compa-
nies to keep them updated with tweets and posts regu-
larly. In the case of Tokyo Disney Resort20, they made sure 
to interact with the greater public through Twitter and their 
blog with updates on damages and moving forward. 

Feedback is a concept companies should never forget. It 
can be as simple as thanking customers for being patient 
and leaving their comments or giving out contact informa-
tion to address more complicated questions. Customers 
want to be caught up at all times, so it is best for compa-
nies to keep them updated with tweets and posts regu-
larly. In the case of Tokyo Disney Resort20, they made sure 
to interact with the greater public through Twitter and their 
blog with updates on damages and moving forward. 

Although crises are unpredictable, companies do not have to be on edge wondering when it 
will hit. Instead, it is best to have a crisis management plan ahead of time that will best com-
municate and meet the needs of customers through the use of social media.



Conclusion

There are many ways for hospitality and 
travel companies to make themselves 

known in the online community. In today’s 
society, most everyone is active online, 
looking to interact with companies that 

provide them with meaningful experiences. 
Companies within the hospitality and travel 
industry will only benefit from including all 
aspects previously discussed when begin-
ning to implement social media into their 
brand. If companies successfully follow 

the tactics outlined in our eBook, they will 
without a doubt take lead in their industry 
and maintain a positive relationship with 

current and future customers.
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