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In an increasingly competitive environment, it’s 
imperative that brands adapt to changes in the 
marketplace. This report is designed to show travel 
and hospitality brands exactly how they can do so.
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Why read this?

“ )PNNLY�JOHUNL�PZ�SVVTPUN��,]LU�KPZZH[PZÄLK�J\Z[VTLYZ�^OV�JHU»[�HMMVYK�
������LHJO�[PTL�[OL`�^HU[�[V�]VPJL�H�JVTWSHPU[�OH]L�HSYLHK`�Z[HY[LK�
MVYTPUN�NYV\WZ�VUSPUL��VU�WSH[MVYTZ�[OH[�HYL�ZWLJPÄJHSS`�ILPUN�KL]LSVWLK�
[V�OLSW�[OLT�NL[�[OLPY�]VPJLZ�OLHYK����;OLYL�PZ�ZPTWS`�UV�[PTL�MVY�
JVTWHUPLZ�[V�RPJR�IHJR�HUK�PNUVYL�[OL�YL]VS\[PVU. ”
Ryan Holmes, HootSuite CEO

http://www.brandwatch.com/demo
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Travel & Hospitality/
A Primer on the Travel Industry

Our means and methods of journeying are as varied as the motivations behind them. However, it seems that even those 
looking to relax are serious about how, where and with whom they choose to do so. 

For brands in the Travel & Hospitality sector, understanding what drives journeyers to choose one airline, hostel, 
amusement park or camel trekking tour over another is crucial for business. 

>OPSL�YLW\[H[PVU�OHZ�HS^H`Z�WSH`LK�HU�PTWVY[HU[�YVSL�PU�PUÅ\LUJPUN�[YH]LSLYZ»�KLJPZPVUZ��ZVJPHS�TLKPH�UV^�HSSV^Z�MVY�TVYL�
opportunities than ever for consumers to praise, complain, rant, discuss and connect with travel and hospitality brands. This 
relatively recent development presents both a unique challenge and an extraordinary opportunity.

An opportunity that many brands are not fully capitalizing on.

We travel to connect, detach, explore and experience the world outside our homes.  
Some of us travel for business while others travel to discover themselves.

http://www.brandwatch.com/demo
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Industry Reputation Rankings

̽ Travel & Tourism    ̽ Airlines

)ROORZLQJ�WKH������ͤQDQFLDO�FULVLV��WKH�QXPEHU�RI�WRXULVWV�
fell dramatically from 956 million per year to 917 million. 

Since 2009, however, travel rose 
steadily to a healthy 1.025 billion 
tourists in 2011(1). 

Coupled with this upsurge in travel is  
H�ZPTPSHY�YPZL�PU�[OL�PUK\Z[Y`»Z� 
reputation ratings. 

Yet despite improving ratings, airlines 
cling to a low general perception with 
a mere 27% positive rating, ahead of 
VUS`�[OL�IHURPUN��ÄUHUJPHS�ZLY]PJLZ��HUK�
tobacco industries. 

Travel and Tourism, on the other 
hand, boast 61% positive ratings,  
H�WVZP[P]L�WLYJLW[PVU�ÄN\YL�ZLJVUK� 
only to Technology at 79%.

A Primer on the Travel Industry
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Fig. 1 data from Harris Interactive, 2013 (1) data from World Bank
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To better understand the relationship between consumers and the travel & hospitality 
brands they use, we’ve broken down their interactions into three points of contact. 

The Cyclical Nature of Travel Decisions

Research and media 
involved in consumers 
selecting brands

Customer experience for  
the services and products  
during their trip

Loyalty and advocacy  
indicators shared by happy 
or disgruntled customers

BEFORE
DURING

AFTER

A B C

http://www.brandwatch.com/demo
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How individual  
consumers feel, discuss  

and present their experience to 
others and to the brand. This 

can include Facebook statuses, 
tweets, blog posts, reviews and 

face-to-face conversations. 
This phase can continue long 

after the actual travel 
period has ended.

Before Departure Back Home  

The traveler’s actual 
L_WLYPLUJL�JHU�IL�HɈLJ[LK�I`� 

the product’s quality – the hotel, 
the meal, the experience, etc;  
[OL�Ä[�IL[^LLU�[OL�JVUZ\TLY� 

and product, and the level  
of customer service 

throughout.
A

B

C

The catalyst to travel 
ranges from seeing a friend’s 

vacation photos on Facebook to 
travel advice on forums, or even a 
BuzzFeed list of top destinations. 
Selecting which brand to travel 
^P[O�PZ�SHYNLS`�HɈLJ[LK�I`�^VYK�
of mouth, online research, peer 

reviews, pricing and 
prior experiences.

Travel & Stay   

It’s important to recognize that this relationship is 
cyclical, so that when consumers’ reviews, tweets 
and statuses will feed directly back into the ‘Before’ 
decisions of others looking for travel guidance.

Travel & Hospitality/
The Cyclical Nature of Travel Decisions

Fig. 2  instead of decision, action and reaction
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Travel & Hospitality/ 
Scope of this Report/

It also demonstrates how strong social listening tools and 
a proactive and responsive social media presence can be 
effective in improving brand relationships, and ultimately the 
bottom line. 

The report will focus on three subsectors: airlines, 
accommodation and travel agents. 

>L»]L�ZLSLJ[LK�[OLZL�Z\IZLJ[VYZ��LHJO�^P[O�\UPX\L�ZVJPHS�
media positions and challenges, to provide a holistic 
understanding of the opportunities for social media tools in 
the travel & hospitality sector, though many of the challenges 
faced by each will be relevant to those operating elsewhere in 
the industry.

This report aims to explain the effect that 
social media has in the ‘points of contact’ 
cycle outlined in the previous section. Airlines

Accommodation

Travel Agencies

1

2

3
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Social media, unlike newspaper, radio and television 
advertisements of the past, gives everyday people the 
podium to speak about brands. Many view this as a PR 
nightmare, but we see it as an opportunity for brands to 
gain a competitive advantage by picking up the slack where 
competitors are not.

A Quick Look at History

In August of 2004, Steve Hafner and Paul English founded 
The Travel Search Company, a website that forever changed 
the airline industry and which is now known as Kayak. The 

travel meta-search engine “crawled” through airline websites, 
JVSSLJ[LK�PUMVYTH[PVU�VU�ÅPNO[�WYPJLZ�HUK�WYLZLU[LK�[OH[�
information to the public in a simple and organized fashion.

Kayak dramatically changed the landscape for airlines. 
With complete price transparency, airlines charging 
higher rates were completely exposed. 

However, successful airlines recognized the shifting  
landscape and adapted appropriately, emphasizing factors 
like customer service, experience, safety and comfort to justify 
any price premiums.

The airline industry is big business. Over three billion flights are expected to take place  
LQ�������+RZHYHU��DV�LQGLFDWHG�LQ�WKH�LQGXVWU\�UHSXWDWLRQV�FKDUW��ͤJ������DLUOLQHV�DUH�WKH� 
black sheep of the travel & hospitality industry.

     Airlines1
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While European airlines such as  
EasyJet and Ryanair have garnered 
a strong association with low prices, 
Delta and Emirates on the other end are 
regarded as premium airlines. 

(U�HPYSPUL»Z�WLYJLW[PVU�VU�[OL�WYPJL�
quality spectrum is crucial, as it 
TH`�HMMLJ[�[YH]LSLYZ»�WYL�W\YJOHZL�
evaluations, with premium airlines better 
positioned to charge higher rates. 

0[»Z�PTWVY[HU[�[OH[�HPYSPULZ�THYRL[�HUK�
position themselves intentionally 
and appropriately based on their 
social reputation and expectations. 
Listening to the meaning behind your 
brand reputation will help you assess 
the effectiveness of your marketing 
messaging, and whether the tone of 
your brand broadcasts matches your 
J\Z[VTLYZ»�L_WLJ[H[PVUZ�MVY�P[�

This graph compares the volume of online conversation 
relating to airlines’ relative prestige.

     Airlines1
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Airline Association with Premium and Low-Cost in Online Conversation

Fig. 3 data from Brandwatch Analytics/ Jan 1st - Mar 15th, 2014
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Indeed, a study from RightNow 
Technologies reveals that 85% of 
JVUZ\TLYZ�ZH`�[OL`»YL�^PSSPUN�[V�WH`�
more for a superior experience. 

RightNow estimates that if the airline 
industry could guarantee customers 
a great experience, it could earn an 
additional $10.6 billion this year. 

This study clearly advocates for 
exceptional customer experience  
as an integral part of a successful 
HPYSPUL»Z�I\ZPULZZ��H[�SLHZ[�MVY�[OVZL�
unable or uninterested in competing 
on price alone.

5HVHDUFK�FRQͤUPV�WKDW�PRVW�DLU�WUDYHOHUV�DUH�SUHSDUHG�WR�
pay a premium for an improved customer service. 

     Airlines1

 0%         10%         20%        30%        40%        50%        60%        70%        80%        90%      100%

>0%

>5%

>10% 

>15%

>20%

>25%

Pe
rc

en
ta

ge
 E

xt
ra

 th
at

 C
on

su
m

er
s 

 
ar

e 
Pr

ep
ar

ed
 to

 S
pe

nd
 

Consumers

Consumer Willingness to Pay a Premium for an Improved Service

Fig. 4 data from RightNow Technologies, 2010
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     Airlines1

Providing such a superior airline experience presents a 
number of challenges. While price is fairly simple for airlines 
[V�ZL[��TLHZ\YL�HUK�\UKLYZ[HUK��H�J\Z[VTLY»Z�L_WLYPLUJL��
^OPJO�PU]VS]LZ�H�YHUNL�VM�\UX\HU[PÄHISL�LTV[PVUHS�]HYPHISLZ��
is much more complex. 

Traditionally, the Airline Quality Ratings report was the 
standard, measuring On-Time Arrivals, Denied Boardings, 
Mishandled Baggage and Customer Complaints to 
determine quality. Yet the AQR ¸YLSPLK�VU�Z\IQLJ[P]L�Z\Y]L`Z�VM�
JVUZ\TLY�VWPUPVU�[OH[�^LYL�PUMYLX\LU[S`�JVSSLJ[LK¹ (2).

Modern social media listening tools allow for real-time 
collection of customer service data and an organized platform 
to compile complex data into simple and genuine social insights. 

Furthermore, as customers are increasingly bypassing 
traditional customer service in favor of more immediate and 
public communication, social media data is growing far 
more robust than that of formal complaints or commissioned 
feedback. 

The ease with which social media allows customers  
to communicate with businesses creates greater,  
more diverse content for airlines to discover valid  
customer insights.

Using social media to measure the quality of experience.

(2) direct quote from AQR, 2013

http://www.brandwatch.com/demo
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Travel & Hospitality/

Drinks
0.69%

Toilets
0.17%

Foods
15.73%

Entertainment
8.3%

Retail
0.6%

Seating
38.49%

Service
16.58%

Special  
Requirements

18.2%

Fellow  
Passengers

1.24%

Analysis of conversations around twelve 

global airlines reveals that the most 

commonly discussed topics relating to 

PU�ÅPNO[�L_WLYPLUJLZ were seating, 

service, special requirements and food. 

Airlines aiming to develop and  

optimize their customer experience 

VќLYPUN�JHU�[HYNL[�[OLPY�LɈVY[Z into 

improving popular areas that will have 

greater impact. 

Investment in increasing the quality 
VM�J\PZPUL, for example, is likely to be 

more broadly appreciated by customers 

than improving the sanitation or 

beverage provisions would.

Airlines looking to optimize their experience can use 
insights gleaned from social data to understand and 
adapt accordingly to their customers’ concerns.

     Airlines1

CUSTOMER 
CONVERSATIONS  

RELATING TO  
IN-FLIGHT  

EXPERIENCE

-PN��� data from Brandwatch Analytics/ Jan 1st - Mar 15th, 2014
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Travel & Hospitality/

Baggage Collection
13.34%

Brand Loyalty
31.94%

Compensation
21.62%

Punctuality
33.10%

Almost one third of travelers displayed 
either advocacy for or dissatisfaction 
^P[O�[OL�IYHUK�[OL`�Q\Z[�ÅL �̂�

Recall the cyclical nature of the 
ZLJ[VY��ÄN������HUK�JVUZPKLY�[OH[�
‘After’ interactions feed directly 
back into ‘Before’ decisions. 

Airlines should recognize positive 
mentions of brand loyalty as leads 
for future purchases and negative 
mentions as lost opportunities, or 
indeed much worse: detractors. 

Exploring, identifying and tactfully 
engaging with customers on either 
end can elicit comments from loyal 
customers, helping them to feel 
more positively about the brand and 
ultimately helping cultivate a better 
business sales pipeline.

Common post-flight topics by customers online include 
the punctuality of the flight and baggage experiences.

     Airlines1

CUSTOMER 
CONVERSATIONS  

RELATING TO  
POST-FLIGHT  
EXPERIENCE

Fig. 6 data from Brandwatch Analytics/ Jan 1st - Mar 15th, 2014
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Travel & Hospitality/

Evidence shows that in general, socially active airlines 
garner a much more positive Customer Service  
reputation than those that are less active. 

>OPSL�P[»Z�VI]PV\Z�[OH[�H�[YH]LSLY»Z�
customer service experience is not 
ZVSLS`�KLWLUKLU[�\WVU�HU�HPYSPUL»Z�
Twitter activity, the distinct trend 
between the two�KLÄUP[LS`�HSS\KLZ�[V�H�
meaningful correlation that emphasizes 
[OL�ILULÄ[Z�VM�ILPUN�HJ[P]L�

It may be the case that airlines offering 
the best customer service also offer 
the best overall experience. However, 
if the activity/reputation trend holds 
true, it is reasonable to assume that 
regardless of the quality of service 
offered, maintaining a responsive 
online presence ^PSS�ILULÄ[�H�IYHUK»Z�
reputation. 

While Emirates is a highly regarded 
airline (winning the 2013 Skytrax 
>VYSK»Z�)LZ[�(PYSPUL�H^HYK���HU�HSTVZ[�
silent Twitter account threatens their 
reputation with customers.

     Airlines1

Airline Tweets/day* Followers Net Twitter Customer Service

Southwest 22 1627K 28% No: Redirected

Delta 310 630K 25% Yes

Virgin Atlantic 42 236K 25% Yes

JetBlue 236 1780K 18% Yes

Qantas 55 166K 10% Yes

EasyJet 52 176K -17% Yes

Emirates 0 30K -26% No

AirTran 0 15K -43% No: Redirected

Fig. 7 data from Brandwatch Analytics/ Jan 1st - Mar 15th, 2014



15

Re
po

rt
/ T

ra
ve

l &
 H

os
pi

ta
lit

y/
 2

01
4

Travel & Hospitality/

Brandwatch analysis suggests that many airlines’ Twitter 
DFFRXQWV�DUH�QRW�RSHUDWLQJ�DV�HIͤFLHQWO\�DV�WKH\�FRXOG�EH��

While customer tweets peak  
around 9:00pm��.4;���HPYSPULZ�HYL�
most active from 8:00am to 5:00pm. 
0KLHSS �̀�H�IYHUK»Z�ZVJPHS�TLKPH�HJ[P]P[`� 
mirrors that of its customers, 
meaning customer queries are 
responded to promptly. 

A recent Brandwatch report underlines 
the value in a speedy reaction; pace of 
brand response has a bigger impact 
upon customer satisfaction than 
effectiveness of resolution. 

Moreover, the aforementioned 
RightNow study states that 55% of 
North American consumers have 
become a customer of a company 
because of its reputation for great 
customer service, and 40% began 
purchasing from a competitive brand 
simply because of its reputation for 
great customer service.

     Airlines1
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http://www.brandwatch.com/report-financial-services-2014/
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The rich conversation data now available for airlines 
to mine through social listening presents a series of 
opportunities never seen before.

0[»Z�JSLHY�[OH[�MVY�[OVZL�^VYRPUN�PU�[OL�HPYSPUL�ZLJ[VY��VMMLYPUN�HU�VW[PT\T�
customer experience and maintaining a responsive online customer service 
presence can be the path to greater consumer satisfaction, itself a means to 
generating more business in the long term thanks to the cyclical nature of the 
travel industry, as outlined throughout this chapter.

Current challenges:

��*VTWL[PUN�PU�H�WYPJL�ÄYZ[�THYRL[WSHJL�HUK�Q\Z[PM`PUN�WYPJL�WYLTP\TZ

��,]HS\H[PUN�[OL�ILZ[�TLHUZ�VM�VW[PTPaPUN�[OL�J\Z[VTLY�L_WLYPLUJL

��,UZ\YPUN�`V\�TLL[�[OL�ZLY]PJL�L_WLJ[H[PVUZ�VM�`V\Y�J\Z[VTLYZ

Travel & Hospitality/ 
     Airlines1

Recommendations for Social Listening

1. Listen to branded customer 
conversation to understand the 
perception of your brand and align 
your business and marketing activity 
accordingly

���:LNTLU[�`V\Y�KH[H�PU[V�ZWLJPÄJ�
topics to better comprehend the 
quality of your service offering

3. Proactively listen to customer 
queries beyond your owned social 
JOHUULSZ�HUK�\ZL�^VYRÅV^�MLH[\YLZ�
to process and react to mentions  
with haste

http://www.brandwatch.com/demo
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-\Y[OLY�JH[HS`aLK�I`�V[OLY�[YHUZWHYLUJ`�ÄYZ[�I\ZPULZZLZ�SPRL�
Airbnb and *V\JOZ\YÄUN, many travelers who once stayed 
with the generally reliable big-name brands are now guided by 
online recommendations from prior guests and fellow peers.

As such, the effects of any negative or positive experience 
TH`�IL�ZPNUPÄJHU[S`�THNUPÄLK�I`�[OL�LUZ\PUN�YL]PL �̂�0U�MHJ[��
according to data from Global Web Index, 61% of internet 
users have taken the time to write an online review about 
a recent purchase. 

This helps the likes of TripAdvisor work to to weed out 
businesses that cannot provide a quality service and to shine 
light on those that can.

The pressure is now on accommodation businesses 
to both deliver excellent service and understand how 
VUSPUL�YL]PL^Z�HUK�ZVJPHS�TLKPH�HYL�HɈLJ[PUN�[OLPY�
customers.

:KLOH�PHWD�VHDUFK�HQJLQHV�OLNH�.D\DN�ZHUH�FKDQJLQJ�WKH�SOD\LQJ�ͤHOG�IRU�DLUOLQHV�� 
travel websites like TripAdvisor were doing the same for the accommodation industry.

     Accommodation2
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Customers, more willing to trust online 
reviews from an unbiased patron 
[OHU�ZSVNHUZ�MYVT�H�OV[LS»Z�THYRL[PUN�
campaign, are clearly attracted to the 
transparency of online reviews. 

Furthermore, travelers tend to be risk-
averse and respond much stronger to 
negative reviews than to positive ones.

For the accommodations industry, 
that means that even one misstep 
could have a KPZHZ[YV\Z�LɈLJ[ on a 
I\ZPULZZ»�YLW\[H[PVU��LZWLJPHSS`� 
^OLU�JVUZPKLYPUN�[OL�HTWSPÄJH[PVU�
effects that social media can 
sometimes provide. 

However, accommodation 
businesses need not be completely 
voiceless online.

Each year, the percentage of travelers researching their 
excursions online before leaving steadily increases.

     Accommodation2

Travelers Researching Online Prior to Travel
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Fig. 9 data from Brandwatch Analytics/ Jan 1st - Mar 15th, 2014
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Social networks can be just as much 
a resource for businesses as they 
are for consumers, and review sites 
often allow hotels and booking agents 
to submit a management response to 
complaints. 

A Dublin University study revealed 
that effective employment of these 
management responses correlate with 
ZPNUPÄJHU[�PUJYLHZLZ in TripAdvisor 
ratings. Brands can use page type 
KH[H�PU�ÄN\YL����HUK�L]LU�\ZL�TVYL�
NYHU\SHY�KH[H�VU�[OLPY�V^U�IYHUK»Z�
conversation footprint to identify and 
isolate different sites for better-targeted 
marketing activity. 

This might include potential advertising, 
partnership or lead-generation 
opportunities, avenues for customer 
service, or simply just for better market 
comprehension.

Listening to conversation about accommodation online 
shows that Twitter is a hugely popular platform for 
discussion, along with Facebook and review sites.

     Accommodation2

Fig. 10 data from Brandwatch Analytics/ Jan 1st - Mar 15th, 2014

Blog
4.66%

News Sites
10.37%

Facebook
21.15%

Twitter
44.14%

Forums &
Reviews

18.8%

Multimedia
0.88%ONLINE  

CONVERSATION 
CONCERNING  
HOTELS - BY  
PAGE TYPE

http://www.csi.ucd.ie/files/ucd-csi-2010-06.pdf
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Analysis of Hilton Hotels’ online conversations reveals 
customer service is the most frequently discussed topic, 
followed by comfort, cleanliness and price.

     Accommodation2
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Sentiment by Topic for Hilton Hotels

Hilton is a well-regarded brand, 
and customer service, cleanliness, 
comfort and price dominate the 
conversation, with each cultivating 
more positive discussion than negative. 

Even for a brand of such prestige, data 
like this can be vital in developing 
HU�LɉJPLU[�Z[YH[LN` for boosting 
reputation further. For example, though 
the data implies that customer service is 
overwhelmingly excellent, the hotel may 
need to work on improving messaging 
around pricing, as a higher proportion of 
chatter on cost is negative in nature. 

Similarly valuable is the insight that 
location is not often a ZPNUPÄJHU[S`�
important topic to customers, 
meaning Hilton could readjust priorities 
around future site developments.

Fig. 11 data from Brandwatch Analytics/ Jan 1st - Mar 15th, 2014
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Understanding the motives behind negative and positive 
reviews will allow the chain to enhance their customer 
experience offering, and travel brands can use this to 
maximize customer advocacy and referrals. 

Listening technologies like Brandwatch can aid brands in 
remaining alert to such reviews as they are posted, and 
ZLHTSLZZS`�YV\[L�ZWLJPÄJ�MLLKIHJR to different teams and 
branches in order for the most appropriate action to be taken.

;OL�<2»Z�SHYNLZ[�VUSPUL�OV[LS�IVVRPUN�
specialist, LateRooms.com, provides an 
excellent model for adaptive thinking and 
innovative technology-driven strategies. 

The following case study demonstrates how 
the organization used social conversations 

to manage and generate new leads, identify marketing 
opportunities and alleviate potential crises.

Responding and reacting to negative reviews is of paramount importance to a popular 
brand like Hilton Hotels & Resorts.

     Accommodation2
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By listening to branded conversation, LateRooms noticed 
that a number of forums featured lengthy and frequent 
discussion of their services, a revelation hitherto unbeknownst 
by the brand. One particular forum that generated plenty of 
brand discussion was Blonde Poker, a poker news website.

;OV\NO�H[�ÄYZ[�ZLLTPUNS`�\UYLSH[LK�[V�HJJVTTVKH[PVU��
LateRooms quickly recognized the value in this conversation 
and capitalized on the opportunity to capture the business 
of travelling poker fans. The company managed to foster a 
healthy marketing relationship with the forum, helping to drive 
[HYNL[LK�HUK�YLSL]HU[�[YHMÄJ�[V�3H[L9VVTZ»�^LIZP[L��

LateRooms also implemented another novel and inspired 
social listening strategy. The brand developed a “concierge” 
ZLY]PJL�ZWLJPÄJHSS`�KLZPNULK�[V�SPZ[LU�MVY�WV[LU[PHS�WYVZWLJ[Z��
typically those that are posting on social media about  
seeking accommodation. 

Once isolated, the LateRooms social media 
accounts would then offer advice or 
inspiration for travel and hotel bookings. 
6M�[OVZL�SLHKZ�PKLU[PÄLK�HUK�WYVHJ[P]LS`�
nurtured by the concierge service, a hefty 
30% then went on to make a purchase.

A third interesting use case for listening technologies is 
HSZV�PSS\Z[YH[LK�]PH�3H[L9VVTZ»�WPVULLYPUN�HWWYVHJO��<ZPUN�
)YHUK^H[JO»Z�ZVJPHS�TLKPH�WSH[MVYT��3H[L9VVTZ�KPZJV]LYLK�
H�ZJH[OPUN�YL]PL^�VU�H�MVY\T��;OL�IYHUK�[OLU�PKLU[PÄLK�[OL�
commenter, reached out to the poster directly and resolved 
the issue. 

The customer was so impressed that he removed his 
criticism and deleted the thread, showing that proactive, 
prompt and helpful brand behavior can eliminate a potential 
crisis, or even transform it into something positive.

How LateRooms turned a bad hand into a big win.

     Accommodation2
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The LateRooms and Hilton Hotels examples show that 
advanced, granular listening is an extremely powerful 
weapon for brands to understand what, where and why 
customers are talking about them online.

Dissecting and isolating different portions of this conversation can lead to 
huge competitive advantages, from intricately optimizing service offerings 
HUK�YLZWVUKPUN�LMMLJ[P]LS`�[V�J\Z[VTLY�MLLKIHJR��[V�ÄUKPUN�UL^�THYRL[PUN�
opportunities and generating new business. 

Current challenges:

��2UV^PUN�^OH[»Z�ILPUN�ZHPK�HIV\[�`V\Y�IYHUK�VUSPUL��HUK�VU�^OPJO�ZP[LZ

��(IPSP[`�[V�HZZLZZ�OV^�J\Z[VTLYZ�WLYJLP]L�KPMMLYLU[�HZWLJ[Z�VM�`V\Y�VMMLYPUN

��;OL�RUV^SLKNL�VM�OV^�[V�\ZL�ZVJPHS�TLKPH�[V�HJ[\HSS`�NLULYH[L�UL^�I\ZPULZZ

Recommendations for Social Listening

1. Break down your data by site type 
and topic type to keep abreast of 
reviews in real-time, and respond 
accordingly

2. Segment and categorize data into 
different themes to enhance your 
service offerings and cultivate a 
positive reputation

3. Use intricate Boolean language 
to listen for potential prospects, 
possible crises and partnership 
opportunities

Travel & Hospitality/
     Accommodation2
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Once reliant upon professionals, travelers now equipped 
with an extensive array of easily accessible online tools and 
information have grown independent. 

Indeed, 62% of respondents in a One Poll survey said that 
In-person Travel Agents were a dying business, and that 
YLSL]HUJ`�VM�VMMLYPUN�������HUK�IYHUK�[Y\Z[�������^LYL�SLZZ�
MYLX\LU[S`�JP[LK�HZ�PTWVY[HU[�[OHU�WYPJL��������

Despite a steady rise in the overall number of travelers, most 
agents have been disintermediated. The major online 
players include Expedia, Orbitz, Priceline, Travelocity and TUI, 
^OV»]L�HKHW[LK�^LSS�[V�[OL�UL^�ZWHJL�[OL�PU[LYUL[�JYLH[LK�

As online meta-search and booking websites slowly absorb 
the travel market, agencies increasingly rely on customer 
relationships and brand reputation to maintain their relevance. 

A deep knowledge of the target audience, strategic 
marketing implementation and swift responsiveness 
to feedback and market changes have allowed select 
[YH]LS�HNLU[Z�HUK�^LSS�M\UKLK�[V\YPZ[�IVHYKZ�[V�ÅV\YPZO�
0U�[OL�MVSSV^PUN�WHNLZ�^L»SS�\ZL�H�YLJLU[�HK]LY[PZPUN�JHTWHPNU�
by Expedia in order to further illustrate some of the points 
made above, and demonstrate how social media strategies 
can improve and enhance customer relations.

Of the three subsectors reviewed, none has had to make as dramatic an adjustment  
as travel agencies have had to.

     Travel Agencies3

http://www.prweek.com/article/1102042/reputation-survey-travel-agents---thomas-cook-wins-travel-turf-war
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Last winter, Expedia released an advertisement in Canada calling for viewers to  
“escape winter” through traveling. 

Travel & Hospitality/
     Travel Agencies3

;OV\NO�H[�ÄYZ[�the advert did not 
NLULYH[L�ZPNUPÄJHU[�KPZJ\ZZPVU�VUSPUL��
it was poorly received by some a few 
weeks later, thanks to an apparently 
annoying violin noise during the 
commercial and repetitive showings. 

Negative sentiment soon rippled 
throughout the social media space. Referring to the 
particularly abrasive violin featured, hundreds of watchers 
took to Twitter to voice their unhappiness.

Thankfully Expedia’s creative agency, Grip Limited, 
were listening carefully.
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https://www.youtube.com/watch?v=qRI4NSLDtok
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The brand responded promptly. Grip replaced the original with three new, specially 
created TV spots, and a potentially damaging campaign was cleverly adjusted. 

Travel & Hospitality/
     Travel Agencies3

In the ÄYZ[�YLWSHJLTLU[�]PKLV, the violin is thrown out of 
the house, a direct response to the complaints about 
its unpleasant noise online. After isolating the scores of 
commenters that had grumbled about the original advert 
¶�L]LU�[OVZL�UV[�\ZPUN�[OL�VMÄJPHS�,_WLKPH�JH�JOHUULSZ�¶��
another, more aggressive, advert was created. 

This video was then sent by the Expedia Canada Twitter and 
Facebook accounts directly to those dissenters, complete 
^P[O�H�QVRPUN�HWVSVN`�MVY�[OL�ÄYZ[�JVTTLYJPHS��

This third video takes the viewer directly to Cam 
*OHYYVU»Z�OV\ZL��^OV�^HZ�VUL�VM�[OL�THU`�
[OH[�[VVR�[V�;̂ P[[LY�[V�JVTWSHPU���^OLYL�OL�PZ�
personally given the opportunity  
to destroy the violin. 
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https://www.youtube.com/watch?v=EBoNFvZeaO8
https://www.youtube.com/watch?v=smsrnWO16F0
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Expedia’s self-effacing and daring response let customers 
truly know “we’re listening.”

Analysis of social data indicates 
the brand successfully managed to 
eradicate negative conversation 
without also eliminating overall buzz. 

This example from Expedia Canada 
demonstrates the power of agile, 
responsive and customer-centric 
marketing and throws down the 
gauntlet to more traditional, rigid 
approaches to marketing. 

The case is not an uncommon one. 
Indeed, many brands use social media 
monitoring and analytics to gain a 
KLLWLY�\UKLYZ[HUKPUN�VM�H�JHTWHPNU»Z�
HJ[\HS�LɈLJ[ on the target audience. 

Travel & Hospitality/
     Travel Agencies3

Vo
lu

m
e 

of
 M

en
tio

ns

Date

25/1
1/1

3

02/1
2/1

3

09/1
2/1

3

16/1
2/1

3

23/1
2/1

3

30/1
2/1

3

06/0
1/1

4

13/0
1/1

4

20/0
1/1

4

27/0
1/1

4

03/0
2/1

4

10/0
2//1

4

17/0
2//1

4

24/0
2//1

4
03/

25/1
1/1

3

Conversation Concerning the Expedia Advertisement

350

300

250

200

150

100

50

0

Fig. 12 data from Brandwatch Analytics/ Jan 1st - Mar 15th, 2014
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For another example of using social data to optimize 
campaigns, consider the following data from three 
different tourist boards’ marketing campaigns.

By tracking the online conversation 
around the three campaigns, here 
labelled as A, B and C, we can see that 
although Campaign A made the biggest 
instant impact with a huge surge in 
volume of mentions, Campaign B and 
*»Z�I\aa�OHK�H�TVYL�Z\Z[HPULK�LMMLJ[��

:V��^OPSL�*HTWHPNU�(»Z�PTWHJ[�\WVU�
conversation was short-lived, the 
other two managed to inspire online 
discussion for longer. 

This means that both generated 
more buzz than Campaign A over 
the studied time period of seven 
months.

Travel & Hospitality/
     Travel Agencies3

Fig. 13 data from Brandwatch Analytics/ 2013-2014
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It’s also important to acknowledge that the effectiveness 
of a campaign should not be measured in quantity of 
mentions alone. 

Rather than aiming for solely 
breadth of conversation, we must 
also look for richness of reaction. 

A closer examination of the data 
reveals that most of the conversation 
generated by campaigns A and B  
is irrelevant. 

;OLZL�^LYL�PKLU[PÄLK�I`�SPZ[LUPUN�[V�
the elements of the conversation that 
KPK�UV[�YLSH[L�[V�[OL�[V\YPZ[�IVHYK»Z�
THPU�VMMLYPUN��P�L���]HJH[PVUZ���I\[�
were merely comments on trivial or 
obscure aspects of the campaign.

Further analysis of the data allows 
us to investigate the proportion of 
the conversation that was not only 
brand-relevant, but also the comments 
that implied a certain degree of 
purchase intent. 

Travel & Hospitality/
     Travel Agencies3

Fig. 14 data from Brandwatch Analytics/ Jan 1st - Mar 15th, 2014

3000

2500

2000

1500

1000

500

0

̽ Intent to Purchase  ̽ Relevant Tweets  ̽ Irrelevant Tweets

To
ta

l V
ol

um
e

Conversation Analysis for Three Tourism Campaigns

A B C

Re
po

rt
/ T

ra
ve

l &
 H

os
pi

ta
lit

y/
 2

01
4



Book a demo with us brandwatch.com/demo30

Travel & Hospitality/

;OL�ºPU[LU[�[V�W\YJOHZL»�SHUN\HNL��P�L���[OVZL�Z[H[PUN�H�^PZO�
VY�JVTTP[TLU[�[V�]PZP[�[OH[�WHY[PJ\SHY�YLNPVU��PKLU[PÄLK�PU�
the example campaigns is particularly relevant. The process 
shows that Campaign C, despite general buzz volume of 
mentions lower than of Campaign B, produced the most 
YLSL]HU[�JVU]LYZH[PVUZ�HUK�PU[LU[�[V�W\YJOHZL��ÄN�������THRPUN�
it generally a more successful campaign that either A or B. 

This data underlines how, when it comes to understanding the 
LɈLJ[P]LULZZ�VM�THYRL[PUN�JHTWHPNUZ, it is crucial to dig 
ILSV^�[OL�Z\YMHJL�HUK�LUZ\YL�[OH[�P[»Z�UV[�Q\Z[�IHZPJ�TL[YPJZ�

and quantities that are being tracked. If the tourist boards 
examined had based their marketing and investment decisions 
solely on measurements such as the volume of mentions 
generated, a false conclusion would have been drawn. 

Advanced listening tools like Brandwatch grant 
marketers the means to slice and dice the data, 
meaning a much more accurate understanding of ROI 
can be obtained.

%\�SD\LQJ�FORVH�DWWHQWLRQ�WR�FXVWRPHU�FRQYHUVDWLRQV��DQG�OLVWHQLQJ�VSHFLͤFDOO\�IRU�WKH�
language customers use, brands can determine the quality of the buzz generated. 
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Intelligent marketers are using emerging technologies 
and innovative techniques to enhance their ability to 
measure performance, but also to respond and adapt 
quickly to metrics.

Those able to pioneer and successfully adopt these processes are securing an 
advantage over those unwilling to evolve, and will be alone in remaining relevant 
to a fast-changing marketplace. 

Current challenges:

��7YV]PUN�[OL�V]LYHSS�960�VM�PU[LNYH[LK�THYRL[PUN�JHTWHPNUZ��VU��HUK�VMÅPUL�

��+PMMLYLU[PH[PUN�IL[^LLU�LUNHNLTLU[�HUK�WYVÄ[HISL�I\ZPULZZ�PTWHJ[

��+LJPWOLYPUN�[OL�YLHJ[PVU�[V�`V\Y�JHTWHPNUZ�HZ�[OL`�HYL�OHWWLUPUN

Recommendations for Social Listening

1. Listen to the response to your 
campaign in real-time, allowing your 
organization to adjust accordingly

2. Categorize your social data to 
gain deeper understanding of the 
performance of each marketing 
initiative in context

3. Use advanced Boolean operators 
to intricately dissect the meaning, 
relevance and buying power behind 
the response to your campaigns

Travel & Hospitality/
     Travel Agencies3
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�� Obtain the cleanest, most accurate data from 
conversations happening across the web, instantly and 
with reams of additional, valuable information about the 
authors, websites and networks behind them.  

�� Establish a robust customer service presence and 
adapt your offering by using rich insights about what your 
customers are talking about, as well as the where, when 
and why. 

�� <ZL�)YHUK^H[JO»Z�ZVJPHS�KH[H�PU�TVYL�WSHJLZ��MVY�TVYL�
purposes, by taking advantage of our partnerships and 
integrations with leading technologies like HootSuite, 
Spredfast and Clarabridge.

�� 4VUP[VY�`V\Y�IYHUK»Z�YLW\[H[PVU�HUK�YLTHPU�HSLY[�[V�JYPZLZ�
with rich, real-time data, automatic sentiment analysis and 
a potent suite of email alerting tools 

�� Slice and dice your data automatically or manually, in bulk 
or individually, taking advantage of the most sophisticated 
data manipulation features available in any listening 
software.

�� Understand your marketing initiatives in unprecedented 
KLW[O��\UJV]LYPUN�UV[�VUS`�L_HJ[S`�OV^�T\JO�[OL`»YL� 
talked about and when, but also the deeper meaning 
behind the conversation, helping you measure the ROI 
on your efforts. 
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Listening platforms like Brandwatch are engineered to allow organizations to harness  
the power of online conversation data to enhance their business functions.

Implementing the Right Technology
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Thank you
What should hopefully be clear having read this report is that for those  
operating anywhere in the travel and hospitality sector, there is a gargantuan 
opportunity for capitalizing upon the changes in consumer behavior that the  
21st century has brought. 

Please do get in touch or request a demo for more detailed, custom advice  
on advancing your listening program. You can also jump directly to our demo  
page at www.brandwatch.com/demo

About Brandwatch
)YHUK^H[JO�PZ�VUL�VM�[OL�^VYSK»Z�SLHKPUN�ZVJPHS�TLKPH�monitoring and analytics platforms. 
Its technology gathers millions of online conversations every day and provides clients 
with the tools to analyze them, enabling brands and agencies to make smarter,  
data-driven business decisions. 

The company has won awards for its technology and renowned corporate culture, and 
regularly wins accolades for its impressive growth. The Brandwatch platform is used by  
over 900 brands and agencies, including organizations such as Dell, PepsiCo,  
>OPYSWVVS��2LSSVNN»Z�HUK�)YP[PZO�(PY^H`Z�

Contact Us
 
contact@brandwatch.com 
twitter.com/brandwatch 
facebook.com/brandwatch 
linkedin.com/brandwatch

US: +1 212 229 2240 
UK!������������������� � 
Germany!��� ��������� �������� 
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