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State of social









● Even though the idea of “blasting” or “shouting” wasn’t a 
good marketing practice, it was effective for a period of time

● As these examples show: every channel is adjusting
○ social, advertising and email 

Why are we faced with these changes? 



● Don’t force conversation or attempt to “shout”:  
be the topic of conversation instead  

● When engaging with travelers:  
have relevant conversations that span longer time periods

● Why social: Social is still one of the most cost effective  
ways to reach large audiences that are a good fit

How can travel brands shift their approach?



● Facilitate 
conversations where 
you at the center of 
the story

● Authenticity and 
emotional experiences 
are key

Be the topic of 
conversation

JAMIE B. 
“Happiness comes in waves 💙 .”



● The exchange of 
stories between 
family and friends is 
the only truly 
organic reach 
possible for brands 
on social media 
today.

KELLY H. 
“When I grew up my family and I went to 
Myrtle Beach every year for vacation and 
now I can share this wonderful place with 
my son. This was his first time in the 
Ocean and he enjoyed every minute!”

Be the topic of 
conversation



● Mobile first: People spend 5 hours a day on their phones—
half of which is spent on social apps. 

● Good practices: Schemes to game the system are short-
lived and can burn your brand. (And Facebook and other 
giants are actively working against them.)

Sanity checks



The idea of conversations between real people 
will continue to be the focus for social marketing. 

Enact future-proof marketing strategies like 
word of mouth at scale.

Use social in a way that you’re derisking for these changes 
plus other changes in privacy laws, 

cost for and how users engage with advertising.

Social: The Bottom Line



You must be in richer conversation—for 
every channel. 

A laser focus on purpose and quality is 
key moving forward.

Key Takeaways: 
The Big Picture
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