
The role of  social (and mobile) 
 

 
Nick Stafford, WTM 
London, November 2012 



Changing customers 



A	
  Digital	
  Genera-on	
  

Source Marta Kagan	



More	
  than
	
  ½	
  of	
  the

	
  human	
  

race	
  is	
  u
nder	
  30

	
  and	
  the
y’ve	
  

never	
  kn
own	
  life

	
  without
	
  the	
  

internet
	
  



The mobile internet is growing at an 
unprecedented rate 



Well constructed social commerce should: 
 

–  Generate	
  new	
  demand	
  (when	
  you	
  want	
  it)	
  	
  
	
  

–  Tell	
  your	
  story	
  and	
  strengthen	
  your	
  brand	
  &	
  loyalty	
  

–  Provide	
  measurable	
  results	
  

–  Protect	
  total	
  revenue	
  

–  Work	
  for	
  all	
  brands	
  
 
 

 

But	
  are	
  we	
  less	
  social?	
  
Always online; 
discovering and sharing 



Social players are becoming major 
source of  online and mobile traffic  



All industries are being  
‘re-imagined’ 



The Re-imagination of  Music  

Then 
 
Buy albums and CD’s in stores 
 
Playback via dedicated players 

Now 
 
Discovery of music through 
friends and experts 
 
Instant streaming on  
internet-enabled devices Source  – Mary Meeker KPCB  

 



The Re-imagination of  Recruitment 

Then 
 

Job Fairs 
Campus recruitment 

Paper Resumes 
 

Now 
 

Online Resumes 
Searchable skillsets 

Endorsements 



The Re-imagination of  Shopping 

Then 
 

Personal Visits 
In-store Returns 

Seasonal Collections  
 

Now 
 

Web & Social Inspiration 
Postal Returns 

Customised Collections 



How will this impact travel? 



1. A new ecosystem for travel 

Then 
 

Brochures 
Magazines 

High street agencies 

1.0 
 

OTA’s 
Search 

Review Sites 



1. A new ecosystem for travel 

Social	
  Sharing	
   Check-­‐ins	
  &	
  Driving	
  
Foot	
  Traffic	
  

=	
  Inspira-on	
  &	
  
Demand	
  

Social	
  Commerce	
  



2. The social graph 



Airbnb has found that 85% of users are more likely to book when 
they check out a recommendation via a friend on Facebook. 

2. The social graph 



3. Mobile 

Planning	
  

	
  
	
  
	
  

Inspira-on	
  

Commerce	
  

	
  
	
  
	
  

Geo-­‐loca-on	
  

Commerce	
  

	
  
	
  
	
  



4. Social & mobile – the experience 



5. Storytelling & images 



Every industry and vertical is going to be 
rethought in a social way.  The real 

opportunity is about people identifying and 
redesigning these spaces and then 

marketing through them.  
 



Thank you 
@njstafford 


