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UNIT 1: Online marketing and social media 
 

Get ready 
 

During the last 20 years the internet changed the way we communicate, advertise, shop, and even plan 

our holidays.  

In this unit, we will learn more about the various online tools and practices that can help us in promoting 

our products and services.   

 

Take up 
 

Online marketing 

In its essence, online marketing is a strategy that 

helps build the reputation and presentation of the 

company online using a variety of Internet tools and 

solutions. Both in classic marketing and in every 

online marketing, we need to build a brand to engage 

visitors and earn them as customers. 

Many companies are employing various strategies to 

reach their target groups, and online channels are 

providing means to achieve that with subtle and 

entertaining messages, instead of bland and direct 

advertisements. Unusual and sometimes eccentric 

online campaigns can add up to the brand awareness, which is a very important feature for every tourist 

destination.  

Some of the standard tools for promoting services (or goods) online include: 

- Website. No self-respecting business can exist without some form of online representation, and 

websites are usually the first step in this big world. They can provide a great amount of 

information, sorted and displayed in a convenient and attractive way.  

- Blogs can be a part of the usual online presence, as well as an addition to the website. Blogs are 

usually a more informal way to address your visitors and to present information in an 

entertaining way. 

- SEO and SEM. Search Engine Optimisation and Search Engine Marketing are complicated 

methods by which the content of a given website is “optimized” in a way to appear in top places 

in search engines.  
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- Online advertisement. Nowadays you can spend a small amount of money for promoting your 

website on various platforms. Google (via its Google Ads service), for example, gives you the 

opportunity to reach large target groups with great precision. 

- Email marketing. Also known as Spam, email marketing is not very popular nowadays, since it’s 

considered unwanted advertisement and many countries have passed legislation against such 

practices. However, you can create mailing lists people can voluntarily sign up for. 

You can find some helpful tips about online marketing in this video: 

https://www.youtube.com/watch?v=LUbqRwp8NXI 

 

Social media 

Social media platforms are websites and applications that enable 

users to create and share content or to participate in social 

networking. They were gaining traction from the beginning of the 

21st century, and in recent times are considered the most 

widespread means for communicating ideas among like-minded 

individuals and groups. 

Social networks (Facebook, Instagram, Snapchat, etc.) are also a 

powerful marketing tool, that can enable the development of a 

solid and professional reputation. You can also advertise your 

company, site, and services through your social networking pages. One of the main reasons why ads and 

content on social networks will help promote your business is the word-of-mouth method. This allows 

you to use reputation management strategies, engage with customers and answer questions. By 

engaging with your customers, you can encourage them to share their experience with those on their 

network of contacts. 

It is important to realize that different social media are more suited for different audiences and content. 

A short breakdown of social media can be summarized as following:  

● PINTEREST 

○ Virtual bulletin board that doesn’t entirely adhere to the set-up 

of conventional social networks 

○ Less emphasis on communication and interaction  

○ Largest opportunities on Pinterest are in the home, parenting, 

beauty, style, travel and food industries 

○ Pinterest has 250 million monthly active users 

○ Great tool for increasing customer loyalty and strengthening your brand 

https://www.youtube.com/watch?v=LUbqRwp8NXI
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● TWITTER 

○ Micro blogging social site that limits post to 280 characters 

○ Reliable marketing channel, with most major companies 

presiding over at least one account 

○ One of the biggest challenges in getting your message across 

the platform 

○ Twitter has 326 million monthly active users 

 

● FACEBOOK 

○ Still the most popular social network platform 

○ 93% of all marketing specialists will choose Facebook for at 

least one of their advertisement channels  

○ A services or a brand's page is often home to a constant 

exchange of praise, criticism, and reports of user experiences 

○ Facebook has 2.23 billion monthly active users 

 

● INSTAGRAM 

○ Social sharing app all around pictures and 60 second videos 

○ Unique dynamic that is cantered on pictures 

○ Many brands are participating through the use of hashtags 

and posting pictures consumers can relate to 

○ The most followed brand on Instagram (outside of the 

Instagram brand itself) is National Geographic 

○ Instagram has 1 billion monthly active users 

 

 

● SNAPCHAT 

○ App for sending videos and pictures that disappear after being 

viewed 

○ Exclusively for mobile devices 

○ Relatively new terrain for many companies and is still being 

experimented with 

○ Companies often work together with influencers in order to 

make potential customers more aware of their offerings 

○ Snapchat is the most used platform among 12-24-year olds 

○ Snapchat has 300+ million monthly active users 

 

● LINKEDIN 
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○ Business/professional oriented social networking site 

○ Brands that are participating are corporate brands giving 

potential and current associates a place to network and 

connect 

○ Little need for users to share personal information, they can 

instead focus exclusively on business-related matters 

○ LinkedIn has 260 million monthly active users 

 

 

Check it out 
 

1. Is this statement true or false? 

Traditional marketing is more effective than its online counterpart. 

a) True 

b) False 

2. Is this statement true or false? 

Social media can help us reach customers from all age groups. 

a) True 

b) False 

 

3. Is this statement true or false? 

Snapchat is well established and traditional channel, where we can expect reliable results. 

a) True 

b) False 

 

DIY – Do it yourself 
 

Activity: (reflection and practical application of the content of Unit 1) 

Try to find online examples for online marketing for tourist destinations in your region or country, 

including in social media (most platforms won’t require active registration for this purpose). Consider 

the following questions: 

1. What is the main message of the advertisement/promotion? 

2. Is the advertisement/promotion trying to maintain business narrative, or it is more 

entertaining, with engaging visual and sound elements? What works best for you? 

3. Would you be willing to show this advertisement to your friends or acquaintances, who live 

abroad, in order to promote your region or country? 
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UNIT 2: Use of social network in tourism 
 

 

Get ready 
 

Do you know if social network is used in tourism? Do you 

know how? In which way social media transformed 

tourism?   

In this unit, we will learn how social network shaped and 

renovate tourism. 

 

 

Take up 
 

The use of social network in different generation  

Over the years, social media have become a phenomenon. Today, 

they are no longer only used by Millennials (born between 1980-

1994) but also by Boomers (born between 1944-1964). As you may 

know, there are a lot of social media but Facebook and Twitter 

remain the most influential social media when promoting your 

touristic attraction, so never overlook the importance of social 

media in tourism. 

Some data about the use of social network 

Facebook is most popular social network with 1,55 billion monthly 
users and more than 450 million daily users. 89% of Facebook users 
are Millennials. 42% of Facebook users publish more travel related 
posts than any other topic. It is considered as the king of social 
media especially in the tourism industry. 
Twitter counts with almost 320 million users, 32% of them are 
Millennials. It is estimated that 37% of Twitter users will purchase 
from a brand they follow. 
Facebook and Twitter allow you to be on social platforms where 
there are a lot potential clients. Furthermore, it is very easy to use 
them and you can create an account very quickly. Through these two 
social media, hotels can easily provide relevant and consistent 
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information and they can also answer to the users’ requests. Facebook and Twitter are great tools 
to interact with users who are looking for a hotel and they consider your hotel as an option. 
 
Facebook and Twitter are your best opportunities to create relationships with your guests and create a 
community. Once you have created a community, you will easily find advocates who will share 
your content with they own friends or community and they will become your hotel’s promoters.  
Nowadays, people are more and more using social media on their phone. In fact, almost 38% of 
Europeans and 60% of Americans use social media on their phone. It allows them to be online all the 
time and it allows you, as a marketer to communicate with them whenever you want and wherever you 
want. 
 
5 ways social media has transformed tourism marketing 
 
Social media has fundamentally changed the way that 
many companies communicate with their target 
demographics. For the travel and hospitality sector, in 
particular, the rise of the Internet and the increased 
popularity of social channels has altered travel marketing. 
From the way that travellers research potential 
destinations to the activities that they participate in once 
they arrive, the new ways that consumers use social 
media to make purchasing decisions has influenced 
tourism marketing from start to finish. Here are five ways 
tourism has been impacted: 
 

1. Travel research transformed: Today’s travellers 
go online to research their future travel 
destinations and accommodations. When 
booking travel, 89% of millennials plan travel 
activities based on content posted by their friends 
online. People are browsing the internet for 
travel inspiration and validation from their 
friends. There, they can easily find other 
travellers’ photos, check-ins, ratings and 
more. Real guest feedback serves to preview the 
in-person experience that the destination has to 
offer, from a viewpoint different from the one of 
the brand. This social media content is 
tremendously accessible and influential, and it 
can serve to either put off potential guests or 
inspire them to book. 

2. Rise in social sharing: People love to share photos 
and videos taken of their travels. What social 
media has done is to facilitate and expand 
people’s ability to share travel experiences with a 
wider audience than ever before. Over 97% of 
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millennials share photos and videos of their travels online, building an influential material that 
serves to inspire potential guests. Many hotels and resorts decided to run social contests and 
campaigns to ensure that they get some credit for their guests’ social activity. 

3. Enhanced customer service: Customer service and satisfaction have also been transformed as a 
result of social media. The vast majority of brands have a social media presence that is being used 
to become aware of and, when necessary, to provide help to unsatisfied or confused customers. 
The companies that respond to complaints in a sincere and genuine manner develop a strong 
reputation among current and potential customers. When Twitter users contact a brand, more 
than half expect a response. If they are reaching out with a complaint, that number rises to 
almost 75%. Responding to complaints and questions helps to humanize your brand and to 
indicate to current and future customers that they are valued. Additionally, customer success 
representatives should be intentional with their company’s social media interactions. Social 
media can serve as a social listening tool to find out information about your guests. Listening to 
customers through social media can help your brand create an exceptional experience that is sure 
to delight your guests.  

4. Reshaping travel agencies: Social media has also had a major impact on the travel agency model. 
The availability of information and ease of self-service booking have forced travel agencies to 
adapt to a more digital approach. Travel agencies are not obsolete, they are still responsible for 
55% of all airline bookings, 77% of cruise bookings, and 73% of package bookings. But many 
agencies have shifted their focus from in-person to online experiences as they adapt to new 
technology and market trends. Agents working with millennial travellers should take into 
account the generation’s preference for “experiences 
over materials.” Instead of trying to upsell them on flight 
upgrades and lodging, consider presenting unique 
experiences guaranteed to create a lasting memory (and 
to inspire a great Instagram post.) While travel agencies 
may struggle to remain relevant as self-booking options 
increase, their advantage is that many travellers still prefer 
the personal touch. 

5. Changing loyalty programs: As most marketers know, 
acquiring new customers is far more expensive than 
retaining existing ones. Loyalty programs have become a 
core piece of the travel business model, and social media 
has had a massive impact on how hotel loyalty programs 
are constructed. Many customers understand that the 
opinions that they share with their individual networks 
have tremendous influence. As a result, these guests feel entitled to compensation for the 
positive word-of-mouth marketing that they are doing for a brand. More than 25% of millennials 
that participate in loyalty programs are very likely to post about a brand in exchange for loyalty 
points. With the availability of technologies that allow mention and hashtag tracking across social 
media channels, it is easier than ever for hotels to discover passionate guests and to reward them 
accordingly. Integrating social media sharing and posting can be transformed into loyalty 
programs to encourage brand promotion across social media platforms. When loyal guests share 
the benefits offered by a brand’s loyalty programs on social media, other guests see that the 
benefits are obtainable and they will be more incentivized to participate. 

 

https://www.entrepreneur.com/article/251539
https://www.entrepreneur.com/article/243862
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Check it out 
 

1. Is this statement true or false? 

Social media has fundamentally changed the way 

that many companies communicate with their 

target demographics. 

a) True 

b) False 

 

2. Is this statement true or false? 

Today’s travellers don’t usually go online to research their future travel destinations and 

accommodations. 

a) True 

b) False 

 

3. Is this statement true or false? 

Listening to customers through social media can help your brand. 

a) True 

b) False 

 
 

 

DIY – Do it yourself 
 

Organise your students in groups of three. Assign to each one of them a different social network 

between Facebook, Twitter and Instagram. Ask to each group to check online what are the strategies 

for each social network used, how tourism is advertise on the three platform and then ask them to 

present the results of their research to the other two groups.  
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UNIT 3: The growth of review mechanism in tourism 
 

Get ready 
 

Nowadays, the power of reviews in tourism sector is constantly 

increasing. More and more tourists trust online touristic reviews to 

plan their trips or to choose places where to stay. Reviews are, 

therefore, the new way to communicate and to make business in 

the tourism sector among clients and providers all over the world 

and their power of psychological conditioning can influence not 

only travellers’ choices but also tourism providers’ activities.  

In this unit, we will learn different types of review mechanisms in the new digital era, how tourism review 

mechanism can influence not only tourists’ planning but also providers’ choices and finally, how providers 

can face negative reviews. 

 

Take up  
 

Modern review mechanisms  

The content of a review generally refers to two aspects of service: the core service and relational service. 

What are then the perfect features of an effective review mechanism online? Today, the perfect 

influencing review system must answer three questions: 

 quantity and quality of reviews: how much reviews were posted and how they were presented? 

– the more the reviews are detailed, the more credible and influencing they become for the 

review reader;  

 freshness of review: what is the frequency of posting reviews? – the more recent the reviews 

are, the better reliable they are! 

 profile of the reviewer: what kind of reviewer is? – if the reviewer travels a lot, gives detailed 

information about the places he/she visited and has a great sponsor, he/she has more chances 

to be effective and trustable with the readers. 
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The easiness and practicality of sharing comments online through 
digital tools (like smartphones, tablet, etc), makes reviews faster and 
more involving for users. If in the past  time spent to give our opinion 
implied very long registration process with a lot of questions to 
answer, today modern reviews app like TripAdvisor, Foursquare and 
Booking.com, allows to speed the procedures by fast registration or by 
using credentials of the more common social networks like Facebook 
or Twitter.  

 

In fact, different review systems have been developed. These principally consist in “star rating”, i.e. 

indicating in a scale of one to five the quality of the place visited/ the hotel/ the restaurant chosen, or 

in comments directly expressed with tourist’s impression or 

suggestions about the service received, relationship cost-quality etc.  

A modern excellent example of more inclusive way to post reviews 

is Google Local Guide. This kind of new and innovative app, made by 

google, offers the possibility to add pictures about the place visited, 

to be part of a community forum and, above all, to acquire 

acknowledgements as much reviews are posted. 

 

 

 

How reviews mechanism can influence both users and providers’ activities in tourism sector 

What makes reviews so powerful in this new digital era? The answer is their power of psychological 

conditioning: travelers trust online reviews in the same way that they would a personal 

recommendation. In fact, according to Path to purchase, a research made by TripAdvisor, more than 

70% of tourists base their trip planning on other costumers’ reviews making decisions about where to 

purchase their hotel, where to eat and the places to visit. Reviews are not only important for users but 

also for providers, since the users’ reviews influence their profile visibility worldwide.  

Which benefits then are possible for both providers and users?  

Benefits for the providers:  

1. increase the possibility to make business: a more reviewed 

place is a more frequented place;  

2.  through reviews, providers can improve their services from 

the point of view of quality and profile; 

3. reviews reduce the likelihood of regret and foster 

acquirement of potential clients; 

4. understand user’s preferences and adapt the place to 

respond to costumer necessities. 
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Benefits for the users/ tourists: 

1. users can share their experience in an easy, inclusive and fast 

way; 

2. reviews can help users improve their methods of research for 

hotels/ restaurants and so on, avoiding possible bad 

experiences that other users have already gone through; 

3. they feel part of a worldwide community since their comments are public, visible and shared on 

the web; 

4. they are prone to use reviews as tools to trip planning: in this way they avoid spending a lot of 

time planning their trip since they quickly get to know about quality of the places they intend to 

visit.  

 

Reviews, therefore, are the key to visibility for providers that’s why 

they tend to insist in obtaining them. Principally, we can distinguish 

three kinds of providers’ activities: 

1.  e-mail: immediately after the visit, providers send emails to 

the costumer asking him/her to rate their experience; 

2. offering sales in order to make costumers return to the place 

where they stayed; 

3. making positive comments appear in a strategic position on the list of all comments expressed.  

 

What are the best options to face negative reviews?  

A great quantity of reviews implies also a great capacity to manage them, especially negative ones. It is 

important  

therefore, to understand how to face negative reviews in the correct 

way:   

1.  consider negative reviews: if provider leaves reviews without an 

answer, it means that he/she doesn’t pay attention to the client 

and so a sort of mistrust among clients and providers is created; 

2. answer professionally: if the answer given by the provider is not 

professional, the effect might be worse than the negative review 

itself. This means that it is important to answer in a polite and 

respectful way without excessive criticism, even if the comments received are bad or ridiculous; 

3. it is important not to delete negative reviews! Deleting negative reviews is spontaneous in terms of 

protecting reputation but providers need to think about the fact that negative reviews can help 

improving their service and profile.  
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Check it out 
 

Are those statements true or false? 

1- The more the reviews are detailed the more the traveller can trust the reviewer and book a 

touristic place were the reviewer stayed. 

a) True 

b) False 

 

2- The tone, style and criticism of unsatisfied clients are not so important for the provider: he/she 

can leave unanswered negative reviews. 

a) True 

b) False 

 

3- Reviews are essential to produce benefits only for Tourists. 

a) True 

b) False 

 

4- Most popular tools used to make tourists write reviews are emails, positive comments and sales 

offerings. 

a) True 

b) False 

 

DIY – Do it yourself 
 

Work in groups of six people. Three roles are going to be played:  two providers, two reviewers and two 

tourist who are planning a trip. Choose a travel destination (hotel/ restaurant) on internet. Now, by 

looking at the pictures and at the features of the place chosen, providers have to present their hotel/ 

restaurant in written form. Once they terminated presentation, two reviewers have to give their 

impressions about the two presentations of the providers, imagining they are writing reviews. After that, 

tourists have to express impressions about written reviews and have to communicate to the group why 

they would choose one or the other service offered by providers. At the end of the activity, the two 

providers, taking into account the positive and negative comments expressed both by reviewers and 

tourists, choose the best way according to them to obtain reviews and to respond to eventual negative 

reviews. 
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UNIT 4: The consumer engagement strategies 
 

 

Get ready 
 

We have already looked at different social media that you can 

utilise to drive engagement to your business; in this unit, we will 

show you some useful strategies to make your consumers more 

engaged and help you grow brand awareness and loyalty. 

Remember that the more engaged the consumers are with your 

brand the more likely they are to return!  

 

Take up  
 

Personalise your communication 

If you personalise your communication with your consumers, your business will be more relevant to 

them. Therefore, they will be more likely to listen to what you are saying. There are many ways to 

personalise the message to your consumers. One example is to send them emails based on their activity 

on your website and their purchase history. Also, if you are using social media ads you can build 

segments based on the audience’s interests, location, or demographics and create different ad copies 

for each segment.  

Additionally, you can even send them personalised emails on certain milestones such as their birthdays, 

anniversaries, etc.  

 

Reward your users 

You can make your followers keener to engage with your brand if they will be getting something they 

like in return. For example, if your costumers write a review, you can award them with points. 

Additionally, you can offer special discounts or coupons if they recommend you to a friend or if they 

create user-generated content that you can post on your media. Lastly, you can run photo contests 

where you encourage customers to post pictures of your business during their holidays and you will 

reward the best one.  

Share stories on social media 
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One interesting new feature of social media are stories and you can utilise it in favour of your business. 

Sharing candid, real-life shots of your business will make it look more appealing, more familiar to your 

costumers’ perspective. You will build trust and loyalty by showing your business in real life. Also, stories 

are a great tool to share positive testimonials and enthusiastic reviews or repost pictures of your 

business that a costumer has posted. 

 

Share user-generated content 

Your consumers are most probably already talking about 

you, whether you like it or not. Get in the conversation! Ask 

your costumers to write reviews, stories, short articles 

about your business and post them on your social media. 

As mentioned above, you can reward them with special 

offers or discounts when they give something to you. 

Sharing your costumers’ content will help you build the 

trust of other potential costumers by leveraging social proof. 

 

Keep the conversation going 

As we mentioned above costumers are already 

talking about you with their networks of 

influence, so make it easier for them to reach 

out directly to you. If your business is easy to 

reach, you will increase the engagement rate 

and improve your brand image. Another benefit 

is that you will have the chance to resolve any 

issues that a costumer could have with your 

brand and prevent them from spreading a bad 

word about you. The good thing is that social 

media makes it very easy to directly communicate with your followers. Apart from encouraging them to 

send you a private message, you can organise Q&A sessions on Facebook, or do live videos on Instagram 

and prompt them to ask you questions that you will be answering in real time.  
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Check it out 
 

1. Costumers are more likely to trust your brand if you post user-generated content. 

a. True 

b. False 

2. It is not professional to post candid, real-life pictures of your business. 

a. True 

b. False 

3. You shouldn’t encourage potential customers to reach out to you. 

a. True 

b. False 

 

 

 

DIY – Do it yourself 
 

Imagine that you are the owner of a hotel and you want to reach out to your costumers and increase 

engagement.  

Prepare a Q&A session for your business. Decide on the following issues in advance: channel, time, 

responsible person to facilitate the session, what topics you will tackle, how you will receive the 

questions (in advance or in real time). 

Then you carry out the Q&A session and have some of the learners be the hotel staff and the rest, the 

users asking questions.  
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UNIT 5: The Content Communities 

 

 

Get ready 
 

Content communities are essentially online databases of multimedia content that allow users to share 

online multimedia materials.  

In this unit, we will learn more about the various online content communities, and how can they be 

useful.   

 

Take up  
 

Content communities 

A content community is, in essence, a network of people who discuss a particular industry, topic, area 

of interest or key issues. Any business or brand that 

consistently curates and shares their own content becomes a 

member of a content community when it promotes 

engagement with content among customers. 

The key distinguishing feature of a content community is that 

there is a participatory experience for the customer and the 

company that publishes the content, whether in the form of comments on blog posts and videos, or 

active forums that promote discussion about key topics. The creation of multimedia content (e.g., 

videos, podcasts) requires effective communication skills. Authors learn to convey information through 

the effective use of images, video, music, and dialogue.  

 

Key Benefits of Content Communities 

Building a content community can be incorporated as part of your brand’s content marketing strategy. 

Implemented effectively, a content community brings a host of potential benefits to your marketing 

strategies and to your brand as a whole. The concept of market research revolves around businesses 

and brands attempting to gauge information about the needs and preferences of both existing and 

potential customers. A vital benefit that a content community can bring to your brand is the level of 

insights provided on customer needs.  

The main benefit of building a community revolves around customer engagement with your content, 

furthermore you get valuable insights on what your customers want without needing to conduct 
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additional research. For example, you can build a content community by posting regular content on 

your site or social media page, allowing customers to comment on the content, and interacting with 

customers in the comment sections. When you read through the comments left by participants in your 

content community, you get valuable insights on the needs of your customers, which helps generate 

ideas for new products or services and helps your brand refine your existing products. 

If a social network, supporting a community, were to shut down or become unavailable, content 

communities could easily rally on a different platform until the unavailable platform is restored or they 

can locate a new gathering point. This ubiquitous method of community interaction has allowed 

communities to even create sub communities within the larger group thus making social media 

communities closer represent real world arrangements. 

For example: There exists a large established community of Social Media Marketers. Within that 

community of marketers is a community of "bearded" Social Media Marketers known as the Social 

Beards. Having the ability to have a community within a community has expanded the way online 

communities work. 

 

Improved Brand Exposure and Trustworthiness 

A huge part of successfully marketing a product or service is building trust among potential customers. 

Content communities are helpful in building the necessary trust for effective marketing because they 

remove the conventional notion of a brand as a distinct entity separate from its customers.  

By regularly participating in discussions about your 

content, you start to strip away the typical boundary that 

exists between business and customer. Instead, the 

relationship between your brand and your customers 

becomes more of a “we” relationship, which makes your 

brand more trustworthy and allows you to better market 

your product or service. 

Additionally, a content community adds value to your brand because it improves brand visibility. 

Customers are simply more likely to remember the brands that interact with them regularly, and they 

are also more likely to recommend such brands to other people, including friends, colleagues, and 

partners. The interactive quality of a content community means that customers can create content 

such as detailed comments, videos, or forum posts, which amplify your brand’s voice. 

 

Examples of content communities: 

- Podcasts. A podcast is an episodic series of digital audio (rarely video) files which a user can 

download to listen. Notable platforms include: 

- Podbean 

- Buzzsprout 

- Spreaker 
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- Podiant 

- Anchor 

- Videos. At this point you are most probably familiar with the most popular video community of 

our time - YouTube. Google’s video platform hosts almost all kinds of conceivable content, and 

is great for visual advertisements. It has one notable competitor - Vimeo.  

- Photos. Although Instagram can also be described as a social media, it is nonetheless a great 

photo community, where users can interact, form groups and find common topics via hashtags. 

Other notable platforms include Flickr, Google Photos, PhotoBlog, Behance, 500x and many 

others.  

- Presentations. We are all familiar with Microsoft’s Powerpoint Presentation software. Many 

online platforms, however, provide similar services, with the added option of different forms of 

collaboration, community feedback. Good examples are: SlideShare, Google Slides, 

VoiceThread, Office Sway.  

- Specialized. There are several businesses, focused exclusively over community feedback 

regarding tourist destinations. In the recent years some of them started offering a wide variety 

of other services, but nevertheless preserving the community feeling. Most notable are: 

Booking.com, Trivago, Tripadvisor, WikiTravel. 

 

 

Check it out 
 

1. Is this statement true or false? 

Content communities and social media are interchangeable concepts. 

a) True 

b) False 

 

 

2. Is this statement true or false? 

Brand visibility can benefit from engagement with an online community. 

a) True 

b) False 

 

3. Is this statement true or false? 

A tourism destination can benefit from all of the aforementioned types of content communities. 

a) True 

b) False 
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DIY – Do it yourself 
 

Activity: (reflection and practical application of 

the content of Unit 5) 

Try to find a content community, discussing the 

tourism in your region or country. Follow the 

discussions to find what kind of feedback people 

are giving. Can you see yourself joining the 

discussion?  
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UNIT 6:  Customer care through social media 
 

Get ready 
 

Social media is a great channel to listen to your costumers, respond to 

their inquiries, and give them solutions. Nowadays, simply being on social 

media and posting from time to time is not enough; you must listen to 

your customers when they talk to you and when they talk to each other. 

Costumers are looking for help and they are looking for it in the quickest 

and most convenient way.  

In this unit, we will talk about customer care through social media and how it can positively impact sales 

and customer loyalty and retention.  

 

Take up  
 

Below, you will find some considerations to make when engaging in customer care through social media 

in order to provide your costumers great services:  

Respond timely 

Timing is very important. Your costumers probably turn to you on social media because they are looking 

for a fast, friendly response.  

Use chatbots for common requests 

No human can be available 24/7, especially, if your 

business doesn’t have enough human resources to 

cover continuous support. Instead, you can use 

chatbots for  common requests. They are a great way 

to provide basic costumer support non-stop: you can 

give automated responses to simple frequent 

questions without involving your customer service 

team.  
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Be friendly and approachable 

Sometimes, you might get feedback that you think is unfair, however, provoking a costumer that is 

complaining on social media is inadvisable as they are probably already frustrated. Even in this case, try 

to stay calm and respond in a friendly and polite manner. Always remember that other costumers are 

probably watching; when engaging in a public conversation with a costumer you are also interacting 

with anyone who is witnessing the discussion. 

Show that you care 

Showing to your costumers that you care can be a great way to win them for life. If they feel that you 

don’t care or that you don’t respect them, they won’t stay loyal. Even when their request is something 

out of your control, it is important to acknowledge their experience and feelings. Then you should 

explain that you cannot resolve their issue, while providing alternative solutions or redirecting them to 

the appropriate person to contact. 

Be where your costumers are 

Most probably you will not have the time, the people, or the resources to focus on 

all social media platforms, thus, it would be useful to identify the media that your 

target group prefers. Most companies focus primarily on Facebook and Twitter; 

however, other brands may find their costumers on Instagram, LinkedIn, Pinterest, 

etc.  

Find out what is being said about you 

Costumers don’t just talk to you on social media, they can also be talking about you on their personal 

accounts or in digital communities. Being aware of what is being said is a great opportunity to engage 

with costumers, build brand awareness, and manage potential crises.  You can use social media 

monitoring tools like Hootsuite, Keyhole, and Sprout Social to monitor and analyse mentions from 

different social media platforms. This will help you understand the kind of issues that are raised online 

and that have to do with you. Depending on the size of your company and your social media presence 

you may need to collect the mentions daily, weekly, or even monthly.  After collecting the information, 

take some time to think about the type of the feedback that you are getting and how to respond to it.  

https://hootsuite.com/
https://keyhole.co/
https://sproutsocial.com/
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Know when to take the issue offline 

Not all issues can be resolved over the chat or on the 

comments of a tweet. In some cases, you may need to provide 

at first a quick response over social media and then move the 

discussion to another channel, such as the phone, email, or 

even a face-to-face meeting if necessary and possible.  

 

 

Check it out 
 

1. If a costumer mentions your brand on their social media accounts, you do not have to respond. 

1. True 

2. False 

2. Using a chat bot can be a good solution to respond quickly to frequent inquires. 

1. True 

2. False 

3. Facebook messenger is the only channel that you can provide costumer care on.  

1. True 

2. False 

 

 

 

DIY – Do it yourself 
 

Divide the group into teams of 5 and discuss the scenarios below:  

1. You are the manager of a hotel and a disappointed costumer has posted on his/her twitter 

account a picture of one of your hotel rooms that was not properly cleaned. What will you do? 

2. You are the owner of a tourism agency and a costumer has sent you an angry message on 

Facebook telling you that the flight that they booked on your website had a 4-hour delay. What 

will you do? 
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Guidelines for a practical activity 
 

Planning and organising a social media/network plan for a 

tourism structure 

 

This practical activity can be: 

 done as a project-based activity organised in small groups after completion of Handbook 4 during 

the face-to-face training  

or: 

 distributed step-by-step within the Handbook 4 Units and intended for self-study/ autonomous 

work of learners with a final presentation (Step 6) at the face-to-face training  

The activity is carried out as follows:  

Step 1. Identification of the tourism structure 

Identify the tourism structure that better fits with your initial plan and the steps you are willing to 

develop the most (short introduction, ½ page max.) 

Step 2. Identification of the needs 

What do you need in terms of initial social media strategy in relation with your chosen tourism 

structure? 

 Think about the main needs in terms of physical device(s); 

 Think about the main needs in terms of software you may use for developing your social media 

strategy 

Step 3. Analysis of the existing demands  

What is the current status of the identified tourism structure?  

 Think about whether it should be open in n months, it is open since few months, it is quite old 

both as structure and advertisement strategy and it needs to be renewed, etc. 

 Act accordingly and write down an overall strategy to in bullet points; 
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 Prepare a (brief) introductory email addressed to the tourism structure owner you may refer to 

include your overall plan 

 

Step 4. Analysis of the legal framework of the country/ region  

What do you have to check before starting the actual development of the social media strategy for the 

identified tourism structure? 

 Check if there are any restrictions for the development of the full aspects included in the social 

media strategy you have in mind; 

 Adapt your idea to the current legalisation to avoid any issues 

     

Step 5. Analysis of the promotion channels 

Identify which – and how many – social networks should be active to carry on an adequate social media 

strategy: 

 Define how many social networks your identified tourism structure may actually need; 

 Point out how many among them should be active, and how many less active; 

 Briefly define the concept of active (e.g. how many posts/ day on Facebook, etc.) 

Step 6. Define your target group 

Decide on the main target groups according to the average guests of the chosen kind of tourism 

structure: 

 One or more target group/s; 

 Develop different sub-strategies according to the different target groups you may address to 

Step 7. Presentation of the plan 

Present a document that sums up all the points developed through the previous steps, adding up a step-

by-step strategy since the launch of it until the final phase.  
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Solutions to the exercises 
 

UNIT 1: Online marketing and social media 

Question 1: False  

Question 2: True 

Question 3: False  

UNIT 2: Use of social network in tourism 

Question 1: True 

Question 2: False 

Question 3: True 

UNIT 3: The growth of review mechanism in tourism 

Question 1: True 

Question 2: False 

Question 3: False 

Question 4: True 

UNIT 4:  The consumer engagement strategies  

Question 1: True    

Question 2: False 

Question 3: False 

UNIT 5: The Content Communities 

Question 1: False 

Question 2:  True 

Question 3: True  

UNIT 6: Customer care through social media 

Question 1: False  

Question 2: True  

Question 3: False  

 



 


