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Social Media: Tips to Get Them at 'Hello'
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By Brenda Fields

Just in the last five years, the world has changed as w e know it with the ever-evolving social media platforms, w hich present a myriad of options for
marketing, connecting, and selling and buying. Articles upon articles tell us about the increasing importance and necessity for businesses to play in the social
media arena. But w hen it is reported that Queen Hizabeth is "tw eeting”, and a CEO of a five-star hotel company sent a "tw eet", it is obvious that social media,
w hen used unauthentically, comes off as nothing more than an ruse, w ithout positively influencing business or creating a positive image.

So how can hoteliers determine the best course of action, given the choices of social media platforms, the increasing popularity of them, and the corporate

strength behind themi.e. Goldman Sachs investing in Facebook and JP Morgan Chase investing in Tw itter? This article will address how to implement some

good ol fashioned marketing strategies to ensure that your business can identify and implement the best social media platforms, w hether it's a campaign for
Tw itter, Facebook, Smart Phones, or Google, just to name a few, to achieve your specific goals in the most cost efficient w ay.

Although the social media platforms are different from the tradition marketing platforms, with w hich many have grow n up, w hat seems to be missing over and
over are the basic tenets of marketing. The technology and its applications may be new, but the marketing principals remain the same. Whatever the platform,
no matter how current, simple marketing strategies and tactics should be addressed in every case.

They are: define your product; establish the positioning; determine the target audience; understand the specific demographics of the target audience; and
maintain consistency in all communications. Getting back to marketing basics wiill help demystify some of these new social media platforms and ensure that the
ow ner/manager focuses on w hat will be effective for his/or her property w ithout w asting valuable time and resources on non-productive tactics.

Product/Positioning:

A realistic understanding of w hat you are is the first step is plotting a social media campaign. Are you a destination resort, urban boutique hotel, conference
center, or a limited service property? Each of these has a specific target customer, w hich in turn has his/her ow n reason for the "buy". This understanding
allow s for crafting the right message, to the right audience, on the right platform.

Positioning:

The second step is to understand/determine your property's position w ithin its competitive set. It is obvious that Cartier and Wal-Mart have different target
audiences w hich require different marketing approaches. But how often do hoteliers just follow the lead of others w ithout making a discerning assessment of
its ow n positioning and target audience? My guess is that Queen Elizabeth will not be considered "cool or hip" by those that read her Tw eets, but will just leave
people, confused as the "product”, the message, and the platform are just too disconnected. Understanding your property's positioning and its target audience
is key to implementing a highly efficient and effective marketing program through any platform w hether it be traditional, digital, or social media.

Target Audience:

Many properties define their target audiences as either "business" or "leisure". While that may be a good start, it is important to understand the target audience
on its most basic level i.e. demographic and socioeconomic factors, in determining w hich social media platformto use.

Social Media Demographics
Who is using w hich sites? According to recent research by Flow tow n:

o More women use Facebook and Tw itter than men.
e People at either extreme high income or low income, are the least likely to use social media w ebsites.

e Those aged 35 to 54 are more likely to use social media than other age brackets.
Using the statistics on Tw itter as an example:

e Inless than five years, Twitter has risen from a tiny start-up w ith their 140-character messages, trying to generate relevance in the w orld of social
media. Recent estimates place the number of people w ith Tw itter accounts at around 190 million people, sending 65 million Tw itter messages each day.

e According to a recent Pew Charitable Trust study, certain demographic types w ere more likely to rely on Tw itter. Not surprisingly, young adults w ere
far more likely to use Tw itter than other age brackets i.e. 14% of people surveyed from age 18-29 said they use Tw itter, more than double that of any
other age bracket. Women also w ere more likely to use Twitter than men, with 10% of all females saying they w ere Tw itter users versus 7% of all
males.

e Other results w ere also surprising. A significant finding w as the use of Tw itter by individuals w ho identified themselves as Hispanic.
o 18% of Hispanic internet users in the United States said that they also used Tw itter



o 13%of black respondents claimed to use Tw itter
o 5% of whites are Twitter users.

e Where a person lives also appears to have an impact on their use of Tw itter, according to the Pew study. Residents of urban areas w ere the most
likely to use Twitter, with 11%of survey respondents saying they use the site. That's in contrast to 8% of suburban residents and 5% of rural residents
using Tw itter.

Compare the tw o social media platforms Facebook and Tw itter by age:

Consistency

After all the above elements are determined and a programis put into effect, it is just as critical to maintain consistency; that is, consistency in frequency of
communication and more importantly, consistency in tone, look, and feel, w hich reflect your brand and appeal to your target audience. An urban and
contemporary boutique hotel should communicate differently than a formal, five star resort and spa and vice versa. Seamless integration of the style, message,
and platformis necessary to influence the desired target audience, resulting in increased business.

There are really no short cuts to effective marketing. Taking the time to fully understand w ho you are, w ho your target audience is, and w hich social media
platform w ill best reach the audience, will place you in a much stronger position to positively influence business.

Why w aste valuable time and resources w hen informed decisions will help you "get them at Hello".

This article w as republished w ith the permission of HotelExecutive.com and its author and cannot be republished w ithout its author's permission.
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