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This document has been created following the Social Trippin’ event, held in London, 2010. The content within 

has been collated from a range of sources including research carried out by Econsultancy and other 

organisations, Econsultancy conferences, roundtables and Turkish Airlines’ Social Trippin’ social media day.  

 

Speakers at the latter included:  

 Christophe Cauvy, EMEA Digital Director, McCann WorldGroup 

 Craig Hepburn, Global Digital Director, Nokia 

 Jonathan MacDonald, Founder, This Fluid World 

 Kevin May, Editor, Tnooz 

 Cathy McCarthy,  Senior Marketing Director, comScore 
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1. Introduction 
Who is this report for? 

This trends briefing is for anyone involved in the travel or leisure industries looking to find 

information, updates and advice about  social media engagement.  

The content is relevant for both client-side businesses and agencies. It is also appropriate for a 

cross-section of organisational departments, including marketing and PR teams, customer service 

departments and sales units. 

This briefing discusses a wide variety of issues and developments within social media that are 

directly applicable to the travel sector, including: 

 Social media overview: an outline as to the state of social media, its place within the digital 

landscape and its relevance to travel-related organisations. 

 The opportunities that may be available within the social media environment. 

 The tools and technologies that exist. 

 The strategic approaches that need to be considered.  

 

If you have any feedback please email editor@econsultancy.com. 

1.1. Introduction from Turkish Airlines 
Turkish Airlines currently has one of the best success stories in the business world. 

At the very heart of the story is a highly successful growth rate and the carefully planned 

globalisation of an organisation which prides itself on a superior service.  

Consequently, our company story is not about the growth story of low cost airline - but is instead 

about the universal rise of a quality carrier.  

But despite our competitors knowing us, travellers of the globe do not.  

So, we started talking to the world about the kind of class and service we offer, despite our large 

size: “We are Turkish Airlines. We are globally yours.” 

Now, we want to evolve this talk to a two way intimate conversation. A conversation which will 

build a bond with our passengers and allow us to create a unique community. 

We recognise that we are entering an era in which travellers are in control: producing and 

distributing content. The integration of media and technology, combined with user’s ability to 

fragment and customise, is managing the connection between airlines and travellers. Gone is the 

time where conversations were a one-way broadcast model – now dynamic conversations are 

taking place: Nowadays, travellers openly converse about airlines and their associated travel 

experiences. They interact with our marketing messages, reshaping and redistributing them 

through social media platforms.   

We want to embrace this convergence and listen and engage with the conversations travellers 

around the world are having, whilst enhancing our airline experience for them. 

So, we are Turkish Airlines. We are socially yours. 

file://econsultancy/shared/Econsultancy%20Shared/Content/Research/Best%20Practice%20Guides/SME%20E-commerce/Draft/editor@econsultancy.com
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2. About Econsultancy 
Econsultancy is a digital publishing and training group that is used by more than 200,000 

internet professionals every month.  

The company publishes practical and time-saving research to help marketers make better 

decisions about the digital environment, build business cases, find the best suppliers, look smart 

in meetings and accelerate their careers. 

Econsultancy has offices in New York and London, and hosts more than 100 events every year in 

the US and UK. Many of the world's most famous brands use Econsultancy to educate and 

train their staff.  

Some of Econsultancy’s members include: Google, Yahoo, Dell, BBC, BT, Shell, Vodafone, Virgin 

Atlantic, Barclays, Deloitte, T-Mobile and Estée Lauder. 

Join Econsultancy today to learn what’s happening in digital marketing – and what works.  

Call us to find out more on +44 (0)20 7269 1450 (London) or +1 212 699 3626 (New York). You 

can also contact us online. 

 

2.1. About Turkish Airlines 
Turkish Airlines is one of the largest European airline operators, serving more than 150 airports 

across Europe, Asia, Africa, and the Americas and carrying more than 20 million passengers each 

year.  

They are the official sponsor and organiser of Social Trippin’, an ongoing social media meeting 

project and adventure for digital people around the world.  

Social Trippin’ is a range of seminars which allow participants to engage with each other in the 

real world, as well as listen to experts in the social media field, including global figureheads, 

specialists and marketers.  

In their ambition to improve the social media skills of those across the travel industry, Turkish 

Airlines strives to be as committed and engaged in the online environment as much as possible. 

They can be found actively participating in conversations around the world at the following core 

touchpoints:  

      

 

Click through and see what progress we’re making or join in the conversation with us on Twitter 

by following the hashtags #socialtrippin or #turkishairlines. 

We are Turkish Airlines. We are socially yours. 

http://econsultancy.com/
http://econsultancy.com/reports
http://econsultancy.com/events
http://econsultancy.com/training
http://econsultancy.com/training
http://econsultancy.com/membership_plans
http://econsultancy.com/contact
http://www.socialtrippin.com/
http://twitter.com/search?q=%23socialtrippin
http://twitter.com/search?q=%23turkishairlines
http://www.socialtrippin.com/
http://www.facebook.com/turkishairlines
http://twitter.com/turkishairlines
http://www.youtube.com/turkishairlines
http://www.flickr.com/photos/turkishairlines
http://www.slideshare.net/turkishairlines
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3. Understanding social media  
Social media offers companies an opportunity to connect and interact with their customers, 

promote their brands and drive website traffic. Involvement in social media can also be used to 

project a different image of a company from the usual dry corporate press releases and marketing 

literature. The travel sector has a great opportunity to use social media to its advantage.  

As well as the opportunities offered by social media there are also potential pitfalls. Users do 

not respond well to overtly commercial messages and several major corporations – including 

those within the travel and tourism industries - have had their shortcomings uncomfortably 

exposed.  

Whatever the risks, many businesses and their products are already being discussed online. This 

is happening whether companies like it or not, and it is important that businesses can become 

involved in the conversation so they can put their point across. 

The power of social media cannot be underestimated, especially as it continues to permeate the 

digital environment. Consequently, travel-based organisations that ignore it do so at their own 

risk.  

To understand the concepts behind social media, the online media landscape needs to be 

considered as a whole.  

Developments within the digital environment that directly impact upon social media as a channel 

and which need to be both recognised and understood by travel and tourism-based companies 

include:  

 Physical products are becoming virtual, which in turn spawns a virtual economy. 

 Niche markets can be as important as mass ones. 

 The internet is reactive and subject to fluidity and fast change . 

 Methods of online distribution are as important as online destinations. 

 Users expect more than a single touchpoint or place of engagement during their online 

experience. 

 The consumer as an individual is more in control of media consumption rather than a passive 

recipient of broadcast advertising.  

 The idea of “C2C” (consumer to consumer) is emerging, where the power of consumer voice is 

increasing. Examples include user generated content (UGC) such as reviews and ratings.  

 The ease with which users can create, edit and produce information or content continues to be 

a driving force behind the internet’s development. 
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4. The growth of social media: statistics 

and data 
Resource 

The following statistics are intended as an overview to help understand the scale and reach of social media.  They 

have been extracted from Econsultancy’s Social Media Statistics Compendium.  

 An Econsultancy survey of businesses found that the most important benefits of social media 

for companies are: increased customer engagement (71%), better brand reputation (66%) 

and increased communication with key influencers (62%). [Source: 

Econsultancy/bigmouthmedia Social Media and Online PR Report, November 2009] 

 Nearly two-thirds of companies (61%) say that social media provides tremendous 

opportunities for their business. [Source: Econsultancy/bigmouthmedia Social Media and 

Online PR Report, November 2009] 

 Facebook now accounts for 20% of all time spent online in the UK. [Source: Internet 

Advertising Bureau Fact Sheet, IAB, March 2010] 

– Facebook claims that 50% of active users log into the site each day. This would mean at 

least 175 million users every 24 hours. [Source: Facebook, January, 2010] 

– Purpose-built Facebook pages have created more than 5.3 billion fans.  

– There are more than 3.5 billion pieces of content (web links, news stories, blog posts, etc.) 

shared each week on Facebook.  

 Of the 25m Europeans that visit an airline website each month, 64% also went to Facebook 

 Businesses with blogs generate 67% more online leads than businesses without blogs. 

[Source: How Many Posts Does Your Business Blog Need to Grow Leads?, Hubspot, April 

2010] 

 Flickr now hosts more than 4 billion images. A massive jump from the previous 3.6 billion. 

[Source: Flickr, January 2010] 

 At the current rate, Twitter will process almost 10 billion tweets in a single year. [Source: 

Pingdom, January 2010] 

– Towards the end of 2009, the average number of tweets per day was over 27.3 million. The 

average number of tweets per hour was around 1.3 million. 

 75% of respondents to a Tealeaf survey said their choice of retailer was influenced by what 

they read on social media sites, while 56% avoided a particular company after reading a bad 

review. The reverse can also apply though, with 52% declaring that they chose a particular 

retailer after reading good reviews. [Source: Tealeaf via Econsultancy Blog, October 2009] 

 81% of people use consumer reviews in their purchase decisions [Source: Nielsen Online via 

BizReport, February 2009] 

 If YouTube were a country, it would be the third most-populated place in the world. [Source: 

YouTube, February 2009] 

– 20 hours-worth of video is uploaded to the YouTube site every single minute.  

– One third of people who watch a video share it with friends, family members and 

colleagues.  

 

 

http://econsultancy.com/reports/social-media-statistics
http://www.facebook.com/press.php
http://blog.hubspot.com/blog/tabid/6307/bid/5807/Blogging-How-Many-Articles-Does-Your-Blog-Need-to-Grow-Leads.aspx
http://www.bizreport.com/2009/02/what_reaction_do_consumers_have_to_negative_reviews.html
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5. Social media and the travel industry 
Although social media as a B2C marketing channel is still in the early stages, organisations – 

especially those within the travel sector – are increasingly using it to reach out to both current 

and potential customers.  

With millions of people using social tools and platforms, organisations are becoming quick 

to spot the opportunity to reach out and engage, and to help meet a range of different business 

objectives including direct sales, branding, customer services and PR.  

The pace at which social media develops is giving rise to innovation within the space and 

allows travel-based companies to quickly promote their product and brand, get the online 

community involved and motivated to travel, and specifically target key market segments. 

Ultimately, though, social media provides a way for users to deliver “word-of-mouth” marketing 

for businesses, which is one of the biggest influencers when it comes to consumers making 

travel decisions.  

Yet, engaging in social media is not as simple as is seems. A common misconception is that it 

is inexpensive, but this is often not the case, as time and resourcing needs to be taken into 

account, both of which are sometimes in short supply for organisations in the travel sector.  

There are also risks involved because of the transparency of social media. For 

example, in 2008, Virgin Atlantic fired a dozen members of its flight crew for criticising 

customers openly on Facebook. 

This clearly highlights a need for internal awareness and communication as to the power of social 

channels, alongside clear policies for engagement for staff members both inside and outside the 

workplace. 

It also needs to be recognised that consumers may express anger or frustration towards a 

company. How this is responded to needs to be considered carefully. Organisations need to be 

able to manage any potential negativity, whether it is within third-party or owned social 

media channels.  

Developing social media channels for corporate use can be extremely beneficial to those operating 

in the travel industry, as it allows the ability to communicate on a more personal level with 

potential and existing customers.  

However, as yet, the full potential of social media has not yet been realised, not least because of its 

rapidly evolving nature. For social media marketing approaches to be truly effective, they need 

to be clearly and effectively aligned with the organisation’s business strategy. 

As already mentioned, social media can already be seen to be bleeding into other areas of an 

organisation’s operations, such as customer services. This in itself can help lessen any negative 

sentiment towards a brand quickly and efficiently. However, it is still important to recognise that 

this is still a new and very open area and one where public interaction may not  always work in the 

company’s favour. 
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6. Social media strategy 
The way the travel sector approaches social media should not be significantly different from the 

way other industries approach this channel. There are fundamentals that need to be recognised in 

order to understand how to establish relevant objectives and strategy suitable for individual 

organisations.  

Establishing a solid strategy is extremely important: light experimentation does not guarantee 

any level of success.  

One of the key things to remember is to always start a social media strategy with an overall plan – 

not a single tool or technology you want to use. For example, deciding to use Facebook before 

deciding upon a business goal for a specific product is poor practice, as the platform may not be 

suitable for the desired outcome. The channel should be relevant to the objective, not the other 

way around. 

In order to establish your objectives, followed by the channels to use, it’s highly recommended 

that research is carried out and a social media roadmap is built, involving: 

 Audience 

 Objectives 

 Strategy 

 Tactics 

 Tools and technology  

 Metrics 

 

It’s important to recognise that you have to “give to get”. Successful social media marketing 

programmes involve listening and participation. Also remember that consistency and credibility 

are vital for creating trust and loyalty.  

Therefore you need to be transparent with both your intentions and your identity, otherwise you 

could alienate the very audiences you’re trying to connect with.   

The process model of social media is key to understanding how to best implement a strategy that 

works. As with any marketing or communications strategy, it functions through a cycle.  

As part of a strategy plan, it contains seven key points and can be used as starting points to help 

you understand and implement an effective social media engagement plan. 

 Business objectives:  What are the company aims and overall targets needing to be met 

and how will social media help achieve this?  

 Awareness, reach, frequency: Which channels will be best to help meet any objectives? 

 Uptake of marketing message: How will the effectiveness of the channel be measured?  

 Repetition of messaging: How will any social media activity echo other marketing 

messages?  

 Influence: What impact will the channels have on users – how will this be measured? 

 Sentiment: What are the online user feelings/thoughts surrounding the organisation?  

 Business outcomes: What are the desired outcomes of any activity? Eg. branding, sales, 

etc. 
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Social Media Process Model  

  

There are also six key elements in ensuring social media engagement is successful and any 

strategy for creating a campaign needs to consider the following factors, whether it is ongoing 

activity or for a one-off product:  

 Publishable – Ensure you publish all marketing collateral to the web. 

 Findable – Provide search-friendly naming terms to the content. 

 Social – By using Slideshare, YouTube, Twitter, Linkedin, etc. to socialise content. 

 Viral – Encourage colleagues, partners, friends, customers to share. 

 Easy to syndicate  – Allow people to subscribe to content, events, etc. 

 Linkable – All marketing material should have appropriate links. 

 

Understanding that your company does not control the message is also at the heart of most social 

strategies. There remains a tendency to try to treat social media participation as an advertising 

medium, where the ability to control messaging is enforced.  

Instead of creating one-way communication, from company to users, organisations need to 

embrace concepts of participation, feedback and co-creation. As this becomes established over 

time, companies will see opportunities emerge to leverage social media to their advantage, finding 

evangelists, sales points and delivering customer service.  

Metrics should therefore be in line with the original objectives, which will help to ensure an 

understanding about the level of success. .  

Equally, it needs to be recognised that external social media properties can be beneficial in 

reaching out to users. In this sense, the adage “fish where the fish are” applies:  

Awareness, 
reach, 

frequency

Uptake of 
marketing 
message

Repetition of 
messaging 

Influence 

Sentiment

Business 
outcomes 

Business  
objectives
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The satellite effect of social media 

 
 

Understanding where social media fits into your organisation is also crucial. The ongoing debate 

as to who owns social media is happening within boardrooms across the world: Is it marketing? 

PR? Customer service? Sales?  

 
Where does social media sit? 

 

  

Product

Conception

Product

Design

Product

Creation

Logistics

Marketing

Market

Research

Customer

Support
Sales

Social 

Media
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In reality, there is no fixed answer, as it depends upon both the organisation and their objectives 

in using social media. However, what is true is that it affects all parts of a business and leads to a 

shift in how companies are organised, requiring them to be:  

 Silo-free 

 Connected 

 Open 

 Transparent 

 Interactive 

 Collaborative 
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7. Social media developments 
 

It’s also key to understand the fast pace and fluidity of social media. Recent developments that 

travel-based organisations need to be especially aware of include:  

 Location-based social media is on the rise 

–  FourSquare has shown impressive growth in the early part of 2010. As of April 2010, the 

site had approximately 725,000 users and more than 22 million check-ins.  

– Location-based social networks and social sites that integrate geo-targeting are 

expected to rapidly grow in the next two years.  

 As more big brands realise the potential of Twitter as a customer service and feedback tool, 

fewer now use auto-messaging features on their Twitter account.  

– Companies are starting to use the channel in a far more targeted, personalised way to 

respond to individual customer queries and feedback.  

 Social media can be used to improve customer service and make customer service 

professionals more accountable, as customers are more easily able to express opinions online.  

 Digital literacy is increasing at an overall rate, which means people are getting better at 

recognising voices of authority on the web.  

 Influence is becoming increasingly significant as a metric for blogs, networks and other 

forms of content.  

 Understanding the value of social media is increasingly important, as more brands are 

investing in the channel.  

– There is a greater understanding that social media must be tied to objectives, and real 

business KPIs, rather than arbitrary social media metrics, such as the number of 

Facebook friends and Twitter followers.  

 A lack of ownership and limited resources within the organisation is an ongoing issue.  

– Ideally social media should be managed at a senior level within the organisation, though 

there is still debate about who should “own” social media channels. Very often, 

responsibility can fall to junior staff, the intern or recent graduates.  

 Social media is increasingly used as an online campaign tool to exert pressure on 

businesses, advertisers, and media organisations. Hence, brands simply cannot afford to 

underestimate the speed and breadth of social networks and the real-time web.  

 As the speed of news buzz and distribution rapidly accelerates, crisis management 

and understanding how to deal effectively with negative PR become even more paramount.  

– It is essential for companies to have appropriate social media policies in place and 

provide guidelines for their employees.  

 Spam and the lack of quality content is a serious ongoing threat to micro-blogging; Twitter in 

particular has been plagued by spammers who hijack trending topics and use pornographic 

imagery in their profile pictures.  

– Spammers are becoming more sophisticated, and services become less useful as the 

volume of noise increases. Real marketing messages often end up drowning in a sea of 

spam.  
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 Mobile marketing and social media go hand in hand, as the real-time nature of the web is 

supplemented by mobile through the ability to be online at any time, at any location. 

 

Travel services accessed via Mobile, (Unique Visitors, Europe. comScore, 2010) 

 

7.1. Reputation management 
Understanding what sentiment surrounds your organisation in the social sphere, as well as who is 

saying it, is extremely important – especially to those delivering such high-level services, as found 

within the travel and tourism sectors.  

Consequently, reputation management is part of a social media strategy that needs to be 

considered extensively. Key points to bear in mind include:  

 More companies are beginning to invest in monitoring, measuring and analysing the insights 

from social media channels.  

– In line with this trend, agencies are coming under pressure to demonstrate the return on 

investment from related marketing activity. 

 It is becoming essential for companies to have a distributed presence on social networks 

so they can respond quickly to online conversations about their brands, products and services. 

 Social media is increasingly used as an online campaign tool to exert pressure on 

businesses, advertisers, and media organisations.  

– Crisis management and understanding how to deal effectively with negative PR is 

becoming even more paramount.  

– It is essential for companies to have appropriate social media policies in place and 

provide guidelines for their employees.  
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 Organisations are increasingly focused on how to glean actionable insights from brand 

monitoring data, and make appropriate recommendations on actions to take. 

 The majority of companies are using a combination of free and paid-for buzz monitoring 

solutions.  

– Free tools have the advantage of creating more awareness about the industry and creating 

demand for enterprise-level technologies.  

 

Resource 

Econsultancy has a report dedicated solely to understanding reputation monitoring. The Online Reputation 

and Buzz Monitoring Buyer's Guide is a 150-page report that explores this increasingly important area. 

http://econsultancy.com/reports/online-reputation-and-buzz-monitoring-buyer-s-guide
http://econsultancy.com/reports/online-reputation-and-buzz-monitoring-buyer-s-guide


 

 

Social media and The Travel Sector   Trends briefing Page 13 

All rights reserved. No part of this publication may be reproduced or transmitted in any form or by any means, electronic or mechanical, including photocopy, recording or any information storage 

and retrieval system, without prior permission in writing from the publisher. Copyright © Econsultancy.com Ltd 2010 

8. Social media case studies: the travel 

industry  
The following section contains carefully selected case studies that aim to provide insight and 

inspiration as to how social media is being used by the travel and tourism industries across the 

internet.  

There are some excellent examples of travel organisations using social media for effective brand-

building, specific campaigns, customer services, PR and sales. Equally, although there are many 

social media platforms dedicated to the travel industry from a user’s perspective, with a number 

of exciting developments emerging within third-party and user-generated material, this section 

will focus on commercial organisations engaging effectively in the social sphere.  

8.1. JetBlue Airways and Twitter 
The US-based airline is leveraging Twitter to enormous effect, especially to drive sales and 

maintain high levels of customer service.  

The airline is currently deploying a strategy that sees them with two accounts: one that broadcasts 

promotions exclusive only to Twitter, the second being used for customer service and 

engagement. Both enable a large level of brand-building and ROI that can be tracked back and 

attributed directly to social media. Furthermore, it also makes the airline stand out from a 

number of its competitors, who are only using Twitter accounts to broadcast basic information 

such as press releases.  

 
JetBlue customer service on Twitter  

 

These promotions, imaginatively called “Cheeps” by the airline, are available to their Twitter 

followers and those who sign up to receive the airlines' updates via the site. Tactically, they are 

usually available for a very limited period time, sometimes only for a couple of hours. 

 



 

 

Social media and The Travel Sector   Trends briefing Page 14 

All rights reserved. No part of this publication may be reproduced or transmitted in any form or by any means, electronic or mechanical, including photocopy, recording or any information storage 

and retrieval system, without prior permission in writing from the publisher. Copyright © Econsultancy.com Ltd 2010 

 
JetBlue “Cheeps” on Twitter 

The level of success of this strategy remains relatively unknown – not least because it’s so new. 

However, as previously mentioned, by incorporating unique offers into the channel, any financial 

return can quickly be calculated by the company. It’s also likely that it’s working well, as the 

campaign continues to run.  

 

8.2. STA Travel and blogging  
STA Travel wanted to differentiate itself from its competitors, build a stronger relationship with 

its customers and increase brand awareness. 

Consequently, the company decided to leverage user-generated material from within their 

customer/traveller community by introducing travel-blogs, where users could use the STA 

website as a way of keeping touch with friends and family when travelling, as well as a means of 

creating a permanent record of their journey.  

The results exceeded all expectations:1  

 15-20% of all traffic to the STA Travel website now arrives via a customer's travel blog. 

 Visitors from over 185 countries have visited the site and spend on average seven and a half 

minutes on it. 

 Over 57,000 blog entries have been posted about travel experiences around the world, plus 

1.8 million photos and 4,000 videos have been uploaded. 

 The user-generated content has dramatically increased STA Travel's search engine ranking . 

 Less budget is now required for pay per click advertising and marketing. 

 

 
1 STA Case study, http://www.offexploring.com/info/business 
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STA Travel Blogs  

 

Insight 

Companies need to be extremely conscious of user-generated content. For example, sites such as TripAdvisor are 

tailored specifically to the travel and tourism industry, but as all content is created by travellers, for travellers. 

Commercial organisations need to be aware of the sentiment surrounding their brand and services. It’s also 

worth considering engagement in such online spaces, as this creates transparency - an element that can be 

extremely important in the social media environment.  

 
Tripadvisor 
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8.3. STA Travel and social sharing  
STA Travel used a range of social “web 2.0” tools as part of its continuing online engagement 

efforts. These included a range of social-sharing tools and alerts, such as the ability to email 

flights and holiday options to friends, or have updated RSS feeds directly to your computer in 

order to see the latest deals for a specific destination of interest.  

 
STA Travel 

 

8.4. American Airlines and Facebook 
Facebook currently has in excess of 400m regular users, which explains why organisations are 

trying to leverage the platform. A great example of this being executed effectively comes from 

American Airlines, which added a “fare-finding” feature to its Travel Bag application during last 

year. This allows Facebook users to find the lowest airline tickets with the carrier in real-time.  

The app also allows users to share travel experiences, reviews, comments and photos with their 

Facebook friends and other Travel Bag users, alongside planning and personalising any upcoming 

trips by sharing departures times, dates and destinations.  

The application also gives American Airlines enormous insight into its customer base, as the app 

can collect analytical information which can be used to help profile target demographics.  
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American Airlines’ Travel Bag 

8.5. Quantas and YouTube  
Quantas is an airline that is using YouTube as an effective branding channel to increase customer 

awareness about its services and the company culture. To date, the Qantas YouTube channel has 

seen over 45,500 channel views since it launched during 2006. Although the views are high, the 

level of engagement is relatively restricted when video channels are used in this way. However, it 

still allows organisations to broadcast content that users can interact with. 

 
Qantas’ YouTube channel 
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8.6. Air New Zealand and YouTube 
Taking a leaf out of Quantas’ book, Air New Zealand also carries out successful campaigns within 

YouTube. During 2009, they ran two videos, “Bare essentials of safety from Air New Zealand” and 

“Nothing to Hide” which quickly highlighted how important the social media channel could be to 

the company.  

“Nothing to Hide” was purely a TV commercial placed upon the site – yet it has had in excess of 

3.5m views since it was uploaded. Equally, their safety video has had more than 4.5m views and 

even became even the third-most viewed video globally on the week of its launch.  

 

8.7. JetBlue and Flickr 
Not content with Twitter as the only social media channel it uses, JetBlue is also actively using the 

photo-sharing site, Flickr, to reach out to customers. Currently, the company has more than 

7,000 items in the public sphere, including photos and videos of staff.  

Members of the Flickr group can comment on each other’s photos and there is an active 

discussion board, enabling members to ask questions, give opinions and offer suggestions to other 

members. 

 
JetBlue on Flickr 
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8.8. Southwest and blogging 
Blogging is nothing new in social media but is often overlooked. Yet, it can be extremely effective, 

as seen with STA Travel. However, rather than relying on users to generate content, Southwest 

Airlines are blogging at a corporate level. 

The “Nuts About Southwest” blog was started over two years ago and continues to go from 

strength to strength, featuring podcasts, news updates, video blogs and even regular features 

posted by their CEO, Gary Kelly. 

According Southwest, the blog has helped play an important role in making corporate decisions, 

ranging from seating policies through to how reservations are made. It has around 30 active 

contributors, all employees of the company, and has some 60,000 unique visitors each month. 

 
Nuts about Southwest 

8.9. Lufthansa and niche networks 
Rather than using third-party platforms, Lufthansa is focusing on creating its own niche 

communities and engaging with them.  

For example, “GenFlyLounge” is a social network specifically for students, where they can 

compare travel experiences and can receive offers from the company, but only if they become 

members of the site and contribute.  

 

 

8.10. BMI and senior management participation  
BMIbaby worked closely with its agency (Rabbit) to get their Managing Director onto Twitter, 

answering customers’ questions of customers in real-time. This lends transparency and allows 

senior management to also understand the needs and wants of their customers.  
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9. Resources  
Econsultancy / bigmouthmedia Social Media and Online PR Report  

http://econsultancy.com/reports/social-media-and-online-pr-report  

 

Value of Social Media Report 

http://econsultancy.com/reports/value-of-social-media-report 

 

Social Media & Online PR Business Case 

http://econsultancy.com/reports/social-media-online-pr-business-case 

 

Social Media Marketing and Monetisation 

http://econsultancy.com/reports/social-media-marketing-and-monetisation 

 

Online Reputation and Buzz Monitoring Buyer’s Guide 

http://econsultancy.com/reports/online-reputation-and-buzz-monitoring-buyer-s-guide 

 

Social Media Statistics  

http://econsultancy.com/reports/social-media-statistics  

 

Online PR Industry Benchmark Report 

http://econsultancy.com/reports/online-pr-industry-benchmarking-report  

 

Online Customer Engagement Report 2010 

http://econsultancy.com/reports/online-customer-engagement-report 

 

Econsultancy / Guava UK Search Engine Benchmark Report 

http://econsultancy.com/reports/uk-search-engine-marketing-benchmark-report   

 

9.1. Econsultancy articles 
10 common social media mistakes 

http://econsultancy.com/blog/5684-10-common-social-media-mistakes 

Revealed: the secret to social media marketing success 

http://econsultancy.com/blog/5903-revealed-the-secret-to-social-media-marketing-success 

Organizing organizations around social media 

http://econsultancy.com/blog/5721-organizing-organizations-around-social-media 

Social media measurement: a 10-step guide 

http://econsultancy.com/blog/5067-social-media-measurement-a-10-step-guide 

When social media attacks: learn from others' mistakes 

http://econsultancy.com/blog/4829-when-social-media-attacks-learn-from-others-mistakes 

Hard graft is needed to make social media pay 

http://econsultancy.com/blog/5030-hard-graft-is-needed-to-make-social-media-pay 

Social Media Engagement - Good habits are hard to start! 

http://econsultancy.com/blog/4436-social-media-engagement-good-habits-are-hard-to-start 

http://econsultancy.com/reports/social-media-and-online-pr-report
http://econsultancy.com/reports/value-of-social-media-report
http://econsultancy.com/reports/social-media-online-pr-business-case
http://econsultancy.com/reports/social-media-marketing-and-monetisation
http://econsultancy.com/reports/online-reputation-and-buzz-monitoring-buyer-s-guide
http://econsultancy.com/reports/social-media-statistics
http://econsultancy.com/reports/online-pr-industry-benchmarking-report
http://econsultancy.com/reports/online-customer-engagement-report
http://econsultancy.com/reports/uk-search-engine-marketing-benchmark-report
http://econsultancy.com/blog/5684-10-common-social-media-mistakes
http://econsultancy.com/blog/5903-revealed-the-secret-to-social-media-marketing-success
http://econsultancy.com/blog/5721-organizing-organizations-around-social-media
http://econsultancy.com/blog/5067-social-media-measurement-a-10-step-guide
http://econsultancy.com/blog/4829-when-social-media-attacks-learn-from-others-mistakes
http://econsultancy.com/blog/5030-hard-graft-is-needed-to-make-social-media-pay
http://econsultancy.com/blog/4436-social-media-engagement-good-habits-are-hard-to-start
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9.1.1. Turkish Airlines’ touch points 

 

 

 

 http://www.facebook.com/turkishairlines 

 http://www.twitter.com/turkishairlines 

 http://www.youtube.com/turkishairlines 

 http://www.slideshare.net/turkishairlines 

 http://www.flickr.com/photos/turkishairlines 

 http://www.socialtrippin.com 

 

Twitter hashtags: #socialtrippin or #turkishairlines. 

http://www.facebook.com/turkishairlines
http://www.twitter.com/turkishairlines
http://www.youtube.com/turkishairlines
http://www.slideshare.net/turkishairlines
http://www.flickr.com/photos/turkishairlines
http://www.socialtrippin.com/
http://twitter.com/search?q=%23socialtrippin
http://twitter.com/search?q=%23turkishairlines

