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Last year ….

� In-depth look at social media
�Facebook
�Twitter
�YouTube

� Touched on mobile
� Brief review of maximising your website’s 

conversion capability



www.genesys.netwww.genesys.net

What’s been happening since then

� Social media is working well for many travel 
companies

� Popularity of mobile snowballing
� Consumer power continues to increase
� Some new buzzwords

� SoLoMo
� Integrated marketing
� Loyalty loop

� Your website is still where you do your selling
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So Today’s Topics

� The buzz
�SoLoMo
� Integrated marketing
�Loyalty loop

� Addressing consumer power
� Converting visitors to customers
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SoLoMo

� Social
� Local
� Mobile

�Acronym coined by venture capitalist John 
Doerr of Kleiner Perkins Caufield & Byers to 
sum up this convergence of 3 major powers
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SoLoMo

� Social media interaction is now Martini 
�Anytime, Anyplace, Anywhere

� Smartphones are de rigueur
� Everyone feels the urge to share

�Right here, right now. 
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SoLoMo

� Location, location, location
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Google +
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Social Media is here to stay
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What are the implications?

� If your customers check-in, all their friends 
here about your business
�Great for restaurants, hotels, attractions

� Your customers provide instant comment 
� If they are happy all their friends will know
� If they are unhappy all their friends will know

� Instant comments
�But they stick
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Get Involved
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Mobile
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What do you do?

� App or Web?
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Integrated Marketing

� Here’s part of the problem

See it, then buy it Buy it, then see it
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Integrated Marketing
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Integrated Marketing

The holy grail is:

-Consistent branding 
across all channels

-Properly configured 
and displayed for the 
channel

-Accessing the same 
pricing, availability 
and customer 
databases
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Loyalty Loop
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Loyalty Loop
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Addressing consumer power

� Remember “United Breaks Guitars?”
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This is how it should be done
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Monitor your reputation

� Lots of tools
�Google Alerts
�Yahoo Alerts
�SocialMention Alerts
�TweetBeep
�MonitorThis
�BoardTracker

� … or just search for yourself
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Respond
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Converting customers to 
visitors
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Basics – the five point plan

1. At the start – match the expectation
2. Provide all the information needed to 

make the sale
3. Clearly signpost the information journey
4. Give the customer confidence to do the 

deal
5. Make sure the booking process is as 

simple and clear as possible
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Match the expectation







Click
straight

back
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Provide all the 
information needed to 
make the sale
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Clearly signpost the 
information journey
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information journey
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Clearly signpost the 
information journey
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Give the customer 
confidence to do the deal
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Give the customer 
confidence to do the deal
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Give the customer 
confidence to do the deal
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Make sure the booking 
process is as simple and 
clear as possible
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Booking Exit Funnel
Google Analytics Analysis

Booking process exits

Data for 29 Nov to 29 Dec 2010

Total Exits = 32,460

First availability check exits = 
1,649 (5.1%)

Room selection exits = 1,038 
(3.2%)

Party names exits = 187 (0.06%)

Final booking confirmation exits = 
122 (0.4%)

Booking process exit funnel

2,996 visitors enter the booking 
process (9.2%)

Of those 55% leave after checking 
availability.

Of those who continue, 77% leave 
at room selection

Of those who continue, 60% leave 
at party entry

122 booked

1,649 leave after checking availability

1,038 leave, thwarted by room selection

187 leave, thwarted by party names page

1,347

309

2,996

122

2,996entered booking funnel

Addressing the above two 
points could have lifted online 
bookings from 122 to 1347, 
increasing online booking 
eleven-fold
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Video is still on the rise …

1. Justin Bieber - Baby ft. Ludacris;
655,485,369 views

2. Lady Gaga - Bad Romance; 
425,960,982 views

3. Jennifer Lopez - On The Floor ft. Pitbull; 
424,166,254 views



www.genesys.netwww.genesys.net

… but let’s look at this

� Monty Python - Travel Agent Sketch
�Broadcast November 1972



Thank you for 
listening
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