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What your home page 
needs to make an 

impression 



4 Second Rule! 

Worldwide studies on website usability, say  

visitors to your site take 4 seconds to decide if  

they will stay on your website.  So donõté 

 

- Confuse them with too many messages 

- Annoy them with fancy graphics 

- Slow down the website with heavy images/flash 

graphics 

 













Homepage Improvements 

ÅUse landing pages carefully  

ÅMake sure you are running bespoke campaigns with 

Google (ie: send to Spa page if ôspaõ is part of the 

search term) 

ÅAllow me to get to the offers I want quickly (filter)  

ÅTell me why I should book with you (give me 

guarantees, assurances etc) 

ÅImagery is important ð no stock photos!   



Exercise 

 

Come up with 3 changes you should 

make to your websites homepage to 

increase bookings 
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Mobile 



M Commerce 

Å 86% year on year growth 

Å $3 billion annual business in 2010  

Å $30 expected by 2016 

Å This is a compounded annual growth rate of 39% from 

2011 to 2016  

Å This is 7% of overall e-commerce sales by 2016  

 

*Forrester Research Inc.  



M Commerce 

Although smartphone adoption is growing quickly, most online 

consumers have not used mobile phones to buy a product main reasons:  

Åsecurity concerns  

Åmobile traffic speed 

Other Challenges:  

Å low spending by businesses in optimizing their sites 

Å confusion about the best mobile business strategies  

Å difficult-to-measure return on investment 

*Forrester Research Inc.  



M Commerce 



Mobile Sites 



Mobile Sites 

Currently, 1.5 to 2% of hotel bookings originate from mobile sources. 

Hotels with mobile websites are experiencing doubling and tripling of 

mobile generated revenues. (Tnooz, April 2011)  
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Social Media & Social 
Networking 



Social Media Tools 

Blogging 

Micro-blogging 

Social networking 

Video sharing 

Photo sharing 

Podcasts 



Social Media Wheel 

19 



Social Media  

ÅThe average person spends 66% more time on social sites than 

a year ago, almost 6 hours vs. 3 hours, 31 minutes last year. 

(Nielsen, 2011) 

Å64%  of people say they use social media to make their travel 

plans ( this is higher in the 25-34 age group) 

Å76% look to popular social media sites to plan their next 

getaway. (Shearaton Survey, Nov 2010) 

Å35% of social media users changed their hotel choice after 

browsing a social platform (Tnooz, World Travel Market, 2010) 

 



Social Media  

Å1 out of every 8 minutes online is spent on Facebook  
(Comscore, February 2011) 

Å96% of online Americans use Facebook 

Å55% of Facebook users use the site to get travel advice  
(Bank Of America Merrill Lynch, May 2011) 

ÅFacebook fans are more likely to buy from the brands they are a 

fan of 

Å79% of Twitter followers are more likely recommend the brands 

they follow (Imoderate Research Technologies, 2010) 

 

 



Social Commerce 

Source: Socialmdeiainfluence.com 



F-Commerce 

Source: 

Socialmdeiainfluence.

com 



F-Commerce 

Source: 

Socialmdeiainfluence.com 



Global Users  

724 

million 

users 

200 

million 

users 

120 

 million 

users 



Irish Users 

2.025 

million 

users 

 400k 

users 
500k 

users 



Mainly 

Leisure 

Customers 

Mainly 

Leisure 

Customers 

 

Business 

Customers 

& 

Contacts 



Selling via Facebook 

 



Facebook Apps 

ÅUser Stays within Facebook 

ÅSafe and secure 

ÅAllows you to run Facebook only offers 

ÅAll content controlled from your Booking Engine 

ÅGet tracking and conversion stats through Google Analytics 

 

òThe conversion rate on direct referrals from traveler review sites to  

hotel supplier websites ranged from 4%-6%, while conversion from Facebook to 

booking engine was 8%.ó  

(HotelNewsNow) 

 

  



Twitter Topics 



Twitter for hotels 

òCreating brand awareness and maintaining guest 

loyalty are the platforms most important 

purposes. Its not about return on investment ð 

its about return on engagementó 

 

John Wolf, Senior Director of PR, 

Marriott Hotels  
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Effective Social Media 

Å Understand  

 of what you are doing and why 

 

Å Be enthusiastic  

 to make your campaign interesting 

 

Å Have a plan  

 to ensure you keep on track! 

 



Key Questions to Ask 

ÅWhat are you trying to achieve? 

ÅWhat do you want to say? 

ÅWho do you want to say it to? 

ÅWho is going to say it?  

ÅWho is leading the strategy/plan? 

ÅHow often will you review your plan? 

 



Before you start 

1. Decide which site(s) you are going to focus on  (know 

why you are picking them) 

2. For each site, decide in advance what the key 

objectives are (be specific!) 

3. Pick your discussion topics and allocate a % of time to 

each 

4. Decide who on your team is going to help you with 

each campaign  



1. What sites and why 

Å Refer to your checklist 

Å Consider your target audience and the siteõs audience  

Å Consider specific aspects of your business that the site activity 

might focus on (ie: corporate business via linked in)  

Å Allocate how much time will need to be dedicated to each site 

Å Speak to someone who is already using these sites and get 

some practical tips from them    

 

 



2. Key objectives 

Å Make them specific 

Å Donõt forget itõs quality not quantity 

Å Do not expect them to be sales related in the short term 

 

 

 

 



2. Key objectives 

Some objectives you might have: 

Å To get 20% of all customers to become a ôfanõ on Facebook 

(over next 6-12 months) 

Å To convert 30% of current database to ôfollowersõ on Twitter 

Å To get 500 Fanõs on Facebook  

Å To get an average of 10 interactions with a comment/post on 

FB  

 



3. Discussion topics 

Å What are you going to talk about? And NOT talk 

about! 
 

Å Decide on your ôTopic Areasõ and allocate a % of 

mentions to each 
  

 15% - Promoting events happening at the hotel 

 10% - Staff news and achievements (profile key personel etc) 

 10% - Exclusive FB special offers (rooms) 

 30% - Whats going on today! 

 15% - Spa & Leisure offers 

 20% - local: events, festivals, concerts, sponsorships 

 



4. Implementation 

Å The most important thing you can do it include 1 or 2 staff 

members in the campaign ð do not try to run these campaigns 

yourself 

 

Å Pick team members who occasionally have quiet times during 

their day and who have a personal interest in Social 

Networking 

 

Å Ideally these staff will have easy access to a computer 



4. Implementation 

Å Social Networking should take no more than 20 mins per day 

(once there is a clear plan in place) 

 

Å Never out source your Social Networking 

 

Å Agree how you will handle complaints 

 

Å Keep an eye on the activity   



Donõt forget! 

ÅItõs quality not quantity when it comes to social networking 

ÅMake sure you are getting a reaction from your activity  

ÅMake sure the campaigns are getting enough time and attention 

from your and your staff 



Exercise 

 

 

Complete a Discussion Topic Plan 

for your Social Media campaign  

See course Workbook ï Part32 
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Getting Started 

Å Make sure your page is set up as a Business Page 

Å Start to build your ôfansõ via your email newsletters, your 

website and via other channels within the hotel  

Å Focus on quality ôfansõ rather than quality 

Å Start putting up posts immediately 

Å Add photos regularly 

Å If selling only focus on ôexclusiveõ FB only offers  



Targets & Measurement 

When you set clear targets it makes it easier to  

Measure results. Areas that you might like to set  

targets around include:  

Å Number of fans your page has  

Å Ave. number of ôreactionsõ to a post (ie: a ôlikeõ or a comment) 

Å Sign ups to your newsletter/loyalty programme 

Å Visits to your website 

Å RSVPõs to events (eg: wedding fair, parties etc) 

Å Direct sales in room nights (donõt expect these to be huge!) 










