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OK, Just what is “Social Media”? 



Social Media 

 

 



Social Media … is NOT a direct sales or 

marketing channel, it’s relationship building 



You don’t own and you 
can’t manage social media.  
 
But you can influence the 
discussions.  



INFLUENCE?  

Nestlé discovered the hard way …  
Greenpeace Nestle 



Why Social Media? 



 

 

1. If you want to catch fish, fish where the fish are. 
  



Source: http://mashable.com/2011/01/12/obsessed-with-facebook-infographic  
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2. Social is vital for SEO & being found.  



 

 



3. Social Customer Service.  



Source: http://pinterest.com/pin/10344274115401028/ 
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Source: http://pinterest.com/pin/10344274115401024/ 

http://pinterest.com/pin/10344274115401024/


Source: http://www.conversocial.com/resources  
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Customer retention is the mainstay 
of social media value. Marketing 
often focuses on new customer 
acquisition, but comprehensive 
social engagement can increase the 
value of existing customers, and 
transform them into brand 
advocates. 



4. Social Media and ROI 



Source: http://www.mediabistro.com/alltwitter/value-social-following_b19416  
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5. Social is part of modern communications 



 

 

The evolution of communications 

Letters Phones 
(& Fax) 

Email Phones Social 
Media 

In Person 

“Then” Now 



 

 

Different people, different channels 

Phones 
Gen X & before 

Social Media 
Gen Y and younger  

Should you treat (& respond to) 
them any differently? 



 

 

 

Most travellers are making  

purchase decisions online 

 

It's entirely logical they want to 

communicate with you online 

http://www.facebook.com/


How can Social Media be used? 



USED FOR … PR 



USED FOR … SALES 



USED FOR … HELPDESK/SUPPORT 



USED FOR … COMMUNICATION 

Link: http://twitter.com/#!/googleanalytics  

http://twitter.com/
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USED FOR … All of the above!  





1. Understand your market first, before engaging. 

2. Think about what you want to say and how you want to 
engage before worrying about the technology (technology 
changes rapidly, it’s about what you want to do, not what 
you will do it with). 

3. Think about the Return on Investment – make sure there is 
a commercial point. 

4. It’s long term – be prepared for it. 

5. It requires investment – the right tools, the right agency, the 
right in-house resources and the right commitment. 

6. Every company is different; copying others won’t work. It 
comes down to point one – understand your market, listen 
before engaging, get a feel for what will work. 

 

 



7. Your brand is not owned by you but by your customers (and 
non-customers). Understand that your reputation is already 
being determined online – the only way to manage that is to 
participate. 

8. Making social media work doesn’t just happen – it needs 
investment and traditional marketing techniques to drive 
people to that media. 

9. Every comment and criticism can be viewed by hundreds or 
thousands of others – a conversation with one customer 
sends a messages to so many more. 

 



[Social Media] 



Develop a strategy & plan.  



Choose your battlefield(s).  



http://www.facebook.com/


http://www.facebook.com/


http://www.facebook.com/


Choose the right people. Gen Y?  



Choose the right tools (and use them well).  





Learn from mistakes. Fail Fast.   





Be Honest & Transparent.    



Listen … don’t shout. 



Facebook. It can be your friend! 



1 

billion users 



2.2 million Kiwis actively use Facebook 
 
 
90% of Kiwis 15-39 are active 
 
Even old people do it! 
46% of people aged between 40-64 in NZ are also active 



[Facebook] 



When used correctly, Facebook will become 
one of your most important online tools. 
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1. Know your fan-base 

Facebook has excellent in-built analytics – Facebook Insights. 
 
Tailor your content to your audience. 
 
For example, content for a predominantly female mid-40s fan base 
will be quite different to content targeted at 18-24 year old males. 



2. Encourage fan interaction 

Having someone “Like” your page is just the beginning of your 
relationship.  
 
Once you have acquired a fan, you need to interact with them and 
encourage engagement. Quality vs Quantity.  
 

• Post quick-answer questions, maybe product related 
 “Do you prefer red or green jaffas?” 
 

• Post hypothetical questions 
 “If you could win a dream holiday, where would it be?” 

 
 

 





3. Run competitions 

Excellent to: 
1. Engage your fans 
2. Encourage sharing  

 
Can use third-party apps like 
wildfireapp.com. 
 
But, familiarise yourself with 
Facebook’s competition guidelines, or 
get banned … 

http://www.wildfireapp.com/




4. Create sales opportunities   

Give people the option to convert. Add an optional sales 
component and track/analyse the results.  Try different 
approaches, track them! Which one works the best? 
 
 

https://www.facebook.com/MammothMTN?sk=app_139678382761854


5. “Remarket” to them 

This might seem weird, but advertising to your Facebook fan 
base is an excellent way to boost conversion.  
 
Facebook advertising has powerful tools to target people you’re 
not yet connected with.  
 
Such as; Males in Auckland, under the age of 40, who have a 
university degree, are married, but don’t yet have kids, and like 
outdoor activities.  
 
But, different strategies.  
Facebook = fan acquisition. Google Adwords = direct sales 
 
 



6. Provide great customer service 

1. Respond as quickly as you can. How quickly depends on the 
business. 3 times per day, at least.  

2. Respond positively to comments on your wall, never try to 
hide bad comments by removing users’ posts. 

 
 





7. Don’t Automate 

1. … unless you absolutely have to. If you don’t have time, 
then don’t do it, or change something 

2. Manually posting gives you a better “edgerank” and will 
help make your post more visible 

 
 



If you don’t have time …  

Can you outsource it? 
Maybe. Definitely the strategy and the monitoring/review. 
 

But, YOU are the best to talk directly with your fans 
 

Buy a smartphone and setup 
alerts 
Easy and quick to respond. 
 
 



Google Something? 





There is a strong chance that a comprehensive 
Google+ presence will positively influence your 
search ranking.  
 
Make it a priority to update everything Google.  
Local, +, Images, everything. 



Video? 



 

 

Yes. Do it. 

Content is critical to your online success. Great video, 
and photography, is vital. 

http://vimeo.com/26021718
http://www.youtube.com/watch?feature=player_embedded&v=ShbC5yVqOdI


Twitter. Not so Twitty?  



1. Understand your audience: are they trade followers, 
consumers, a mix? Tweet and retweet stuff your 
audience is interested in 

2. Follow businesses that are aligned with your own and 
start conversing with them. 

3. Link tweets to relevant pages on your site if it will 
enrich the Twitter user experience. 

4. Deliver outstanding customer service. Respond! 

 

 

 



Your online reputation … 



Social Alerts  
People ARE talking about you 
online. You need to understand how 
people view your company and 
respond to people talking about 
your brand.  
 
Your online reputation is at stake!  



 

 

Where do people talk about you? 
 

 Blogs 

 YouTube 

 Review Sites – TripAdvisor, AA, Jasons, Wotif, 
TravelBug, Rankers  

 Social Media – Facebook, Twitter 

 Foursquare 

 In fact, anywhere they can!   



GET ALERT! 

http://www.google.com/alerts  
http://www.twilert.com 
http://socialmention.com  
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(Good) Reviews Sell 



 

 

But … 

When To Respond 

• You really did make a mistake 

• Someone is mis-stating the facts 

• The review/reviewer is getting louder 

When Not To Respond 

• When the community has already responded on your behalf 

• When your hands are still shaking 
http://smallbiztrends.com/2010/03/when-to-respond-to-negative-reviews-and-not.html 

http://smallbiztrends.com/2010/03/when-to-respond-to-negative-reviews-and-not.html
http://smallbiztrends.com/2010/03/when-to-respond-to-negative-reviews-and-not.html
http://smallbiztrends.com/2010/03/when-to-respond-to-negative-reviews-and-not.html
http://smallbiztrends.com/2010/03/when-to-respond-to-negative-reviews-and-not.html
http://smallbiztrends.com/2010/03/when-to-respond-to-negative-reviews-and-not.html
http://smallbiztrends.com/2010/03/when-to-respond-to-negative-reviews-and-not.html
http://smallbiztrends.com/2010/03/when-to-respond-to-negative-reviews-and-not.html
http://smallbiztrends.com/2010/03/when-to-respond-to-negative-reviews-and-not.html
http://smallbiztrends.com/2010/03/when-to-respond-to-negative-reviews-and-not.html
http://smallbiztrends.com/2010/03/when-to-respond-to-negative-reviews-and-not.html
http://smallbiztrends.com/2010/03/when-to-respond-to-negative-reviews-and-not.html
http://smallbiztrends.com/2010/03/when-to-respond-to-negative-reviews-and-not.html
http://smallbiztrends.com/2010/03/when-to-respond-to-negative-reviews-and-not.html
http://smallbiztrends.com/2010/03/when-to-respond-to-negative-reviews-and-not.html
http://smallbiztrends.com/2010/03/when-to-respond-to-negative-reviews-and-not.html


 

 

 Ensure your details are correct – description, map etc   

 Uploaded photos &ideally a video, update regularly   

 Sign up to be notified of reviews 

 Respond to all reviews 

 Have a plan for responding to reviews  

 Consider adding reviews to your site 

 Ask visitors to review you – on your site, follow-up email, 
on their receipt ...  

 Evaluate your performance, consider change 

 Finally, you can dispute reviews  

TRIP ADVISOR TIPS 



1. Respond quickly 

2. Keep the tone professional, whatever the concern 

3. Avoid jargon 

4. Highlight positive changes and updates 

5. Be careful of individual privacy 

6. Be original 

7. Show gratitude 

 http://www.tnooz.com/2010/09/30/how-to/top-tips-for-hotels-when-
responding-to-reviews-on-tripadvisor/ 
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Understand the results … 



 

 

YOU CAN’T MANAGE WHAT YOU HAVEN’T 
MEASURED 

  





 

 

 

Even more importantly. 

Did they book?  

Ecommerce Tracking: 
https://developers.google.com/analytics/devguides/collection/gajs/gaTrackingEcommerce 

https://developers.google.com/analytics/devguides/collection/gajs/gaTrackingEcommerce


Images sourced from our partner: 

http://www.photonewzealand.com  

http://www.photonewzealand.com/


http://www.cabbagetree.co.nz/tourism-online/marketing-guides/


Lawrence Smith 
Chief Cabbage 

Learn More. 

  
Subscribe to our Blog: 
http://blog.cabbagetree.co.nz  

Find us on Facebook: 
http://www.facebook.com/CabbageTreeCreative 

Follow us on Twitter: 
http://www.twitter.com/cabbagetree 

Or maybe even visit our website! 
http://www.cabbagetree.co.nz     
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http://www.snowreports.co.nz/
http://www.fourcorners.co.nz/

