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WHATIS:
-un motore di ricerca prezzi Hotel

«una Community di viaggiatori internazionale
«una guida di viaggio che si plasma con UCG

o un tool per alberghi/destinazioni
o« Social Media & Meta Content . .
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The world map of social networks
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Why have you become a fan/friend of, or followed a brand on
Facebook or Twitter?

To show other
peaple that | like the brand

| have not become a fan or
followed a brand.

To receive promotions.

To get access to exclusive
information.

To be among the first to get
info about the company.

Because I'm a customer of
the company

To be part of a group of
peaple with similar interests.

Because itis entertaining.

| ' work: for the company. 7%
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Domanda: Quanto spesso utilizai | tual secizl network preferiti per compiers una delle seguenti azioni? eCircle 14
BUSINESS SCIENCE
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Ecommerce Italia

Figura 15 - L’e-commerce in Italia - dal 2004 al 2010 Figura 2 - Distribuzione dei fatturati nel 2010
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In italia Turismo occupa quasi un terzo dell'e-commerce




Ecommerce status 2010 - (by Forrester Research for USA & Eurpean market)
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.Ecommerce is an important player for Europe (top countries: GB, DE, FR...)
« 2009-2010 +18% Ecommerce growth in Europe (expected +13% in 2011)
«42% of retall sales were “web-influenced” in USA
. Travel in the ecommerce play a big role
« USA & Eu represents 3 /4 of the global online travel market
« By the end of 2012 1/3™ of the travel sales will be driven online



OKI!I SONO CONVINTO, MI BUTTO
NEI SOCIAL NETWORK!




#5 good reasons ...

Per non investire nei SM:
#1 CARENZE

#2 PRODOTTO

#3 CULTURA 5
#4 LIMITAZIONI
#5 FRETTA
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Per investire nei SM:

#1 PRESENZA ONLINE
#2 PRODOTTO

#3 CULTURA

#4 INTEGRAZIONE

#5 PIANO STRATEGICO

Lrivago
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Twitter
EtWItter san Francisco, CA

Always wondering what's happening.
http:/itwitter. com
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#4 considera nel media mix newsletter + FB fans page.
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La fedelta' si conquista nel tempo
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Misurare il ROI e' possibile, dipende dagli obiettivi

Social Strategists struggle with relying on engagement
data

We asked 140 Corporate Social Strategists: What measurements are

most important to evaluating the success of your program?
Engagement dala:

Retweets, comments, fans, likes, followers, m..

Sentiment: Overall opinion of what people say
Website Traffic

Conversions or leads

Custamer satisfaction rates: Net
pramoler, survay satisfaction

Share of voice or total mentions

Actual product revenue

Other (please specify)

00%  20.0%  400%  60.0% BO.0%:  100.0%

Source: Survey of Corporate Social Strategisls, Allimeler Graup, November 2010

_

In External ‘Go to market' a focus will be on integrating
social onto the corporate website

We asked 140 Corporate Social Strategists: “What external social
strategy objectives will you focus most on 2011?”

Website Integration 7%
Develaping Ongoeing Dialog with Custamers
Listening/Learning about Customers
Fostering Word of Mouth

Formalizing an Advocacy Program

Social Commerce

Mobile/Location

Collabarating with Cuslomers

Providing Diract Customer Support

Enabling Peer-to-Peer Support

0.0%  10.0%  20.0% 30.0%  40.0%  50.0%
Source: Survey of Corporate Social Stralegisls, Allimeter Group, November 2010
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Social career networking sites

e Aiutano a posizionarsi sul mercato

eCostruirsi un proprio network professionale
eTrovare contatti utili

eScambiare opinioni e punti di vista sul proprio
business

eScoprire le ultime novita' del settore

eCostruire la propria storia lavorativa e il proprio personal Career Networking on Facebook

brand See where your friends work
See where friends of friends work
Expand your career network

Get Started!

PERSONAL
BRANDING
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