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Chapter 1: Introduction
1.1. Research Rationale
The design and business consultant Clement Mok said: “Five years ago, we thought of the
Web as a new medium, not a new economy.” (Think Exist, 2011). Perceiving the web as a
new economy doesn’t mean a change in the rules of the game for a company. For
working successfully in an economy they need to attain profits, either by selling their
products and services to customers or by producing their products and services in the
most efficient and effective way. However, the customers are an important variable for
companies to generate profits; therefore they should play a key role in a company’s
strategy. This is where marketing takes place, because it is, according to Philip Kotler,
“satisfying needs and wants through an exchange process” (Porwal, 2010). The core of
the marketing activities of companies is the customer research, the analysis of their needs
and wants as well as the management of their demand by company communication and
customer relationship management (CRM) (Kotler and Armstrong, 1987).
Marketing has changed during the last years by the appearance of web 2.0 and social
networks. This is “…causing remarkable changes in the ways in which companies and
customers communicate with each other. …. The new communication technologies give
companies … new media for interacting with … customers. At the same time, they give
consumers more control over the nature and timing of messages ...” (Kotler, Bowen and
Makens, 2010, 359). Additional to the traditional offline marketing, many companies start
to use online marketing to gain competitive advantage. In the widest sense of the word,
online

marketing

means

“Marketing efforts

done

solely

over

the Internet.”

(businessdictionary.com). Especially the tourism1 industry had apprehended the
importance of the internet, web 2.0 and the social networks because tourism is an
intangible product (Amersdorffer et al., 2010, 3). The development of the social web and
its success affected the flow of revenue in the tourism industry. The previously linear
supply chains changed to a complex supply net (Longhi, 2008). People decide according to
the available digital information and communication (especially user generated content

1

Tourism: “A stay of one or more nights away from home for holidays, visits to friends or relatives, business
conferences, or any other purpose, except such things as boarding, education, or semi-permanent employment.” (Kotler,
Bowen and Makens, 2010, 532).
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(UGC)) to which destination2, hotel or resort they travel (Amersdorffer et al., 2010, 7).
Social Media transformed the role of people from the passive consumer into the active
designer of communication, the critical factor for the efficient communication of
corporate claims (Amersdorffer et al., 2010). In Europe internet users in 2011, “…used
services related to travel or travel related accommodation (54%).…more than half of
internet users (53%) participated in social networks…One in ten internet users took part in
online consultations or voting.” (Eurostat, 2011, 5). These numbers show how important
the Social Media Marketing (SMM) is for tourism in terms of the travel decision making
process of the people.

Communicating in the right way and applying customer

relationship management (CRM) can lead to an increase in the level of trust and higher
customer loyalty (Raab and Werner, 2009, 13).

1.2. Research Objective and Questions
The objective of this master thesis is to analyze, how SMM is used in the region of Ticino,
and the three chosen destinations, to illustrate the existing potential for optimization
under consideration of the SMM trends and to give recommendations how they can
exploit the full potential of SMM. To accomplish the above described objective the
following four research questions have been developed:
1) How can a destination benefit from the use of SMM?
2) With the use of which tools is it possible to measure the success and evaluate the
quality of SMM?
3) Which trends are important in the long-run and affect the success of SMM of
destinations?
4) Which potential for optimization does exist in the chosen destinations in relation to
the use of SMM, especially under consideration of the actual SMM trends?

2

Destination: “Destinations consist of distinct and interrelated products and services under a brand name and generally
are considered a geographical area….Tourism destinations as a geographical region are a combination of products,
services and experiences.” (Kozak and Baloglu, 2011, 154-155).
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1.3. Research Methodology
The chosen research methodology is a qualitative research approach by applying first of
all qualitative methods. The following methods have been chosen to accomplish the
formulated objective above (1.2.) and answering the research questions. For the whole
analysis and observation of the development of the SMM in the different channels a
timeframe of six months is set. The chosen social media channels which will be observed
are: Facebook, Twitter, Google+, YouTube and Flickr.
•

Structured observation

The first chosen method is the structured observation due to the fact, that there is a need
for the observation of the individual and social behavior in the by the Destination
Management Organizations (DMO’s) of Ticino Turismo, Ascona-Locarno Turismo and
Lugano Turismo used social media channels. The structured observation of the online
consumer behavior will be done by applying the engagement pyramid which is introduced
in chapter 2.4.. Furthermore the overall data (hard facts) of the social media channels and
their development over a period of six month are observed.
•

Qualitative analysis

The second chosen method is the qualitative content analysis because it is important to
not only measure that something is said, it is even more important what is said. Not only
in terms of quality, also in view of the audience engagement. Selected and adjusted Key
Performance Indicators (KPI’s) (based on the ones developed by Owyang and Lovett
introduced in chapter 2.3.), which are of most interest for the analysis, are measured and
calculated for the social media pages which are managed by Ascona-Locarno Turismo,
Lugano Turismo and Ticino Turismo. First the overall social media activity for all three
destinations is measured. In this context as well the social CRM on behalf of the three
DMO’s and the level of consumer engagement is analyzed.
The second part of the analysis is the content analysis according to previously set topic
categories. This categorization is done for each social media channel and each
destination. At the end of the content analysis the results are compared among each
other with regard to the content, topics of the published posts and the audience
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engagement. The third part of the analysis is focused on the actual trends in SMM and it
is analyzed whether the DMO’s need to adjust their SMM activities toward these trends
or if they already adapted their activities according to the trends. At the end of the
chapter the most important results of the analyses are presented.

1.4.

Structure of the Thesis

This thesis consists of five chapters. The first chapter comprises the introduction of the
topic and the second chapter contains the literature review. In this chapter the, for the
analysis and the understanding of this thesis, necessary theoretical background
foundations will be introduced. In detail the topics: online marketing, SMM, online
consumer behavior, SMM trends, destination marketing and SMM for destinations will be
discussed.
At the beginning of the third chapter, where the analyses are conducted, the chosen
destinations Ascona-Locarno, Lugano and the region Ticino are presented. The
introduction of these destinations is done by presenting their economy concerning their
role for the tourism. In the fourth chapter the recommendations for optimization with
reference to the previously explained results of the analyses are presented. In the last
chapter, number five, the conclusions are drawn by presenting the most important
insights with respect to the four research questions. In addition a personal assessment
and an outlook for the SMM environment are presented.
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Chapter 2: Literature Review
To converse about SMM implies the introduction of online marketing as a whole. For this
reason the chapter of literature review begins with the introduction of online marketing
by first defining the term itself and secondly by explaining how it affects companies
today. Subsequent ‘SMM’ will be defined to ensure a common understanding because it
is the central term in this thesis. Furthermore the channels which can be used for SMM
become introduced and also the strengths and weaknesses of SMM. Additionally the
measuring and monitoring of SMM activities is presented and the measuring of online
consumer behavior and their engagement will be introduced. Ongoing the trends in the
fields of SMM are discussed. Afterwards the peculiarities of destination marketing are
presented and the contemporary concept of social customer relationship management is
introduced. To conclude the literature review the use of SMM especially for destinations
is discussed.

2.1. Online Marketing
At the beginning of this chapter it is necessary to define online marketing because there
exists a variety of terms which are used to describe this form of marketing although they
doesn’t mean the same. Online marketing is defined as: “Company efforts to market
products and services and build customer relationships over the Internet” (Kotler, Bowen
and Makens, 2010, 493).
A huge amount of business takes place online today. The internet connected the people
all over the world and companies as well as customers started to interact with each other
by the use of the internet. These days a huge number and variety of companies market
online and there are even companies which solely market online as for example Expedia
(Kotler, Bowen and Makens, 2010). The number of people who have internet access has
“doubled during the last 5 years” and will continuously increase over the next years
(itu.int, 2010). During the “next five years the worldwide number of Internet users is
forecasted

to

grow

by

less

than

8%

per

year”

(etforecasts.com).

NewMediaTrendWatch.com published that: “There were an estimated 2,267,233,742
internet users worldwide at year-end 2011, according to Internet World Stats. This
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represented about 32.7% of the population worldwide and a 528.1% growth compared to
2000.” (2012). The graph below displays the worldwide distribution of internet users by
regions. The three regions with the highest numbers of internet users are: Asia (44,8 %),
Europe (22,1 %) and North America (12 %) (NewMediaTrendWatch.com, 2012).

Percentage of Internet Users by Regions Worldwide
6,2 3,4 1,1
10,4

Asia

44,8

Europe
North America

12

Latin America/ Caribbean
Africa
Middle East

22,1

Oceania/ Australia

Graph 1: Percentage of Internet Users by Regions Worldwide
Source: NewMediaTrendWatch.com, 2012.

Nowadays customers initiate the contact and control it because it takes place online.
Offline Marketing only addresses passive customers. Online marketing instead targets
people who actively decide which websites they visit and what kind of information,
marketing or advertising they want to receive (e.g. newsletter3) (Kotler, Bowen and
Makens, 2010, 485). Besides just selling products online to the customer, companies can
strengthen their relationships with the customers by using online marketing. Kotler,
Bowen and Makens determined “three basic principles” for a successful online marketing
strategy (in view of the strengthening of the customer relationship) which are: “Build and
actively manage a customer database, develop a clear concept on how the company
should take advantage of the Internet and be easily accessible and quick in responding to
customer calls” (2010, 486).

3

Newsletter: “Shortened form of newspaper and informational letter. Generally used to describe a periodic publication
and distributed by e-mail to an opt-in list of subscribers. Newsletters are normally used by organizations or owners of a
Web site to communicate with their readers. Some companies may sell targeted ads within their newsletters.”
(Webopedia.com).
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2.2. Social Media Marketing – Its Strengths and Weaknesses
Zimmerman and Sahlin define SMM as the following: “Social media marketing is a new
technique, not a new world.” (2010, 11) whereas the online dictionary TechTerms.com in
its definition explains how SMM is done: “SMM refers to marketing done through social
media or social networking websites.” (2010) And Brickmarketing.com defines SMM as
nothing else than using “marketing with other technological concepts and techniques to
achieve specific goals…” (2012).
The essence of the three above presented definitions can be summarized as follows:
SMM is a new marketing technique which uses social media channels and networking
sites to build up relationships and market products and services of a company to a
broad community.
In the World Wide Web (www) different types of social media channels can be found.
These can be categorized in four different groups: communication, collaboration,
multimedia and entertainment. It is required to make a distinction between these groups
and channels although the boundaries are affluent. In the following table the four groups
are presented with the corresponding channels.
Groups
1) Communication

2) Collaboration

3) Multimedia
4) Entertainment

o
o
o
o
o
o
o
o
o
o
o
o
o

Channels & Tools
Blogs (e.g. WordPress)
Microblogs (e.g. Twitter)
Social networks (e.g. Facebook)
Business networks (e.g. LinkedIn)
Podcasts (e.g. Podster)
Consumer portals and forums
(e.g. TripAdvisor)
Instant Messengers (e.g. Skype)
Wikis (e.g. Wikipedia)
Social bookmarking services
(e.g. StumbleUpon)
Picture and video sharing (e.g. Flickr)
Music sharing (e.g. Simfy)
Virtual Worlds (e.g. SecondLife)
Online Games (e.g. World of Warcraft)

Table 1: Groups of Social Media Channels and Tools
Source: Heymann-Reder, 2011; Laughton, R. et al., 2011.
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Not all of the, in table one presented, social media channels should be used for each
marketing campaign in every industry. Some of the channels have a larger impact in one
industry than they have in another. The selection of the right channels depends on the
marketing strategy and the definition of the target group (Heymann-Reder, 2011).
Additionally it needs to be mentioned, that not all social media channels take place on the
same online marketing domains. Most of the social media activities occur on the
Consumer-to-Consumer (C2C) and Consumer-to-Business (C2B) online marketing domains
(Kotler, Bowen and Makens, 2010, 485-487).
Table number two below displays the strength and weaknesses of SMM. With the
distinction between the strength and weaknesses of SMM, strategic advantages from
which a company can benefit, can be determined. In general one can say that it is a waste
of resources if someone tries to apply SMM as part of a short-term strategy (Sahlin and
Zimmerman, 2010).
Strengths

Weaknesses

1. Saving money on advertising
2. Concurrently targeting huge number of
possible customers
3. Supports sale activities
4. Channels assist in building and increasing
brand recognition
5. Business processes could be improved
6. Profitable relationship building
7. Improves search engine ranking

1. Not every target group is using social
media channels
2. Time consuming to initiate and maintain
3. More employees needed
4. Discipline necessary
5. Difficult to gather visibility
6. Unsuitable for short-term usage

Table 2: Strengths and Weaknesses of SMM
Source: Sahlin and Zimmerman, 2010.

The strengths SMM implicates are more known than the weaknesses but it is important
to weigh up both before initiating and starting a SMM campaign. Otherwise resources
could be wasted to an unprofitable and unnecessary marketing initiative. Whether the
strengths outweigh the weaknesses depends on the objectives, the strategy a company
has developed, the needs and the target group. The definition of the target group is very
important because for example the elderly part of the population is not as present in the
social media channels as younger generations are (Sahlin and Zimmerman, 2010).
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Illustration one on the right displays the
age distribution across the social web. It is
visible that only 32% of the users in the
social web are in the age range of 45 to
65+. The average social network user is
37 years old. One of the biggest strength
of SMM is that the company can save

Illustration 1: Age Distribution across the Social Web
Source: community102.com.

money regarding their advertising because the use of social media channels is cost-free.
But although a company can save money, there is a need of a high investment of human
effort and time because the development of a profile in a social media channel is only the
starting point. The page needs to be maintained by reviewing, responding and providing
new content to the users. (Sahlin and Zimmerman, 2010). The study “social media
marketing report 2011”, developed by the social media examiner, contains a study about
the user habits of 3300 media marketer regarding the maintenance of their company
online presence. This study shows that more than 58% invest six or more hours per week.
One third (34%) of the sample even invests eleven or more hours and 15% devote more
than twenty hours per week to the maintenance work. The devotion of time for the
maintenance of the online presence coheres with the years of experience. Michael
Stelzner says: “Those with more years of social media experience spend more time each
week conducting social media activities. For example, 63% of people with 3 or more years
of experience spend more than 10 hours a week doing social media activities. Only 41% of
those with 1 to 3 years’ experience spend that much time.” (Stelzner, 2011, 13). As a result
of this time consuming effort it could be that it becomes necessary to hire a new
employee or outsource these activities and this in turn is an expensive investment and
could outweigh the cost-free usage of the channels. And even if one of the existing
employees will be responsible for these activities he needs to be disciplined and should
have a strong schedule to avoid socially overbooking which can lead to undone other
tasks.
On the other hand a huge number of potential customers can be targeted and the sales
activities can be supported by initiating the process through promotional codes, posting
the link to one’s own online shop or by offering the possibility to subscribe for the
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newsletter. Additionally SMM increases brand recognition and thereby simplifies and
supports the branding process of the company. Also other business processes can be
improved or optimized (Sahlin and Zimmerman, 2010).
With the assistance of SMM, customers can be integrated into the production process
more simply, market intelligence can be executed easier or technical support can be done
online and that implies the that the employee not only helps one customer but rather
also others who may have the same question or problem. Nevertheless it is difficult to
gather visibility in the social media channels due to the increasing number of users as well
as companies (Sahlin and Zimmerman, 2010). The study of M. Stelzner and
SocialMediaExaminer.com displays that 93% of the 3300 polled marketers use social
media for marketing purposes. Out of these, 62% strongly agreed on the question
whether SMM is important for their business (Stelzner, 2011, 11). This proves how
difficult it is to gain visibility in such a high competitive market. But if a company
succeeded in gaining visibility they can exploit the advantage of long-term relationships
which lead to profit either by a direct sale or positive word-of-mouth4 (WOM)
recommendations which in turn can lead to someone else who will buy (Sahlin and
Zimmerman, 2010). WOM recommendations are important because: “WOM has a
greater impact on product judgments, attitude formation, and decision making than
formal marketing communications.” (Brown, Broderick and Lee, 2007). WOM is a doubleedged sword; on the one hand it is the most cost-effective tool for advertising but if
WOM is negative it has a huge negative impact. A study done in 1990 by TARP research
says the following about WOM: first people who have had a negative experience tell
twice as many friends than if they would have had a positive experience, secondly in
general an unhappy consumer tells ten other people about his bad experience and each
of this ten people tells another five people about that incident which means that in total
60 people hear about the bad experience of one person, fourthly 13% unsatisfied
customers tell another 20 people (at least) about his experience. As another result of
positive WOM recommendation the search engine ranking for the company will improve
in the long-run. As mentioned above, the benefits of SMM are only worth the effort if
they are designed for the long-term.
4

WOM: “…peer-to-peer recommendations and referrals.” (Sahlin and Zimmerman, 2010, 697).
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2.3. Measuring and Monitoring Social Media
These days’ social media monitoring and social media measuring aren’t mature. Until now
there exist various tools and technologies of measuring and monitoring social media but
none of it can measure and provide insights for all social marketing activities (Owyang and
Lovett, 2010). Particularly difficult is the measuring of the penetration and effect of social
media activities as well as the impact of social media on the primary metrics as turnover,
conversion events and customer satisfaction (Fiege, 2010 c, 2). Because of that the
measuring and monitoring of social media will change during the next years towards a
more comparable analysis as well as results in view of other performance indicators of a
company. Before starting with presenting the ways of monitoring which are important for
this thesis, it need to be noticed that monitoring social media is not the same as
measuring social media (Fiege, 2010 a).
Illustration two on the left
shows the objectives of social
media monitoring. Monitoring
and measuring of the social
media activities of a company is
important because one can’t
manage

what

one

can’t

measure. This leads directly to
the first objective which is the
evaluation of social media
Illustration 2: Objectives of Social Media Monitoring
Source: E-Commerce Center Handel, 2011, 5.

activities. Who undertakes

social media actions needs to monitor them because one needs to know whether the
customers react on these social media actions or not. Otherwise it can happen that the
company gets lost in activities, which don’t include any benefit. The Market research is a
critical success factor for a company, to know the needs and wishes of customers is the
key to success. By monitoring the social media activities and thereby the discussions
between customers about the brands of a company or their services can lead to
important insights from the target group without additional costs or investment of time.
Furthermore the company can interact with the customer for example for inquiries.
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Another objective is the contemporary crisis detection because the internet never forgets
and the online reputation of a company is strategically important. This is why the
reactions and opinions about products and services of a company need to be monitored
on a constant basis. As a matter of course there are customers who are not satisfied with
the product or service of a company but this is not the problem. Moreover this can imply
a positive effect if the company can react on these complaints shortly after they have
been published. By this they can de-escalate the situation and communicate to the
customer that they take his complaint seriously.
This leads to the objective of service improvement. Customer satisfaction and customer
loyalty are central company objectives which are strongly influenced by the customer
service (E-Commerce Center Handel, 2011, 5). A study of the company “Detecon
International” says, that 70% of the polled customer relationship experts perceive social
media as very important service channel in the future (2010, 17). The monitoring of social
media activities supports the service improvement because the company can approach
the customer proactive and strengthen the customer loyalty by direct communication.
The last objective of monitoring social media is the customer acquisition. Where
consumers communicate with each other they also talk about their needs. With the
assistance of monitoring, the company can search specifically for potential customers. If
the company can successful convince the consumer of their competences they can win
their trust and there exists a realistic probability that these consumers turn into
customers (E-Commerce Center Handel, 2011, 6).
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2.3.1.

Social Marketing Analytics

“Social Marketing Analytics is the discipline that helps companies measure, assess and
explain the performance of social media initiatives in the context of specific business
objectives.” (Owyang and Lovetts, 2010, 5). On the basis of their client work Owyang and
Lovett have created the “…Social Media Measurement Framework to establish a baseline
for … businesses…” which “participate in social media” (Owyang and Lovett, 2010, 25).
They identified four strategy objectives which should be perceived as the basis for
measuring social marketing effectively. The four strategy objectives are: “Foster Dialog,
Promote Advocacy, Facilitate Support and Spur Innovation” (Owyang and Lovett, 2010,
25). By the use of KPI’s the success of these four objectives can be measured. The
illustration number three below displays the social media measurement framework with
its four objectives and the appropriate KPI’s whereas the details about their calculation
can be found in the annex (Owyang and Lovett, 2010).

Illustration 3: Altimeter Group’s Complete Social Media Measurement Framework
Source: Own development based on Owyang and Lovett, 2010, 9.

In the following the four strategy objectives and the actions required will be presented in
detail with the corresponding KPI. The four strategy objectives relate to the above
presented strengths of SMM (2.2.). Fostering the dialog is connected to exploiting the
advantage of the WOM activities, promoting advocacy can be associated with the
profitable relationship building, facilitate support bears on the opportunity to target a
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huge amount of customers simultaneously and spur innovation relates to gaining
competitive advantage through supporting sales activities.
1. Foster Dialog
Means starting a dialog and offering the customers something they can talk about,
something they can share across different networks and platforms. Initiate a discussion
means building awareness (increase visibility) and cause WOM activity by promoting
these conversations. Participating in these discussions implies detecting the perception
and thoughts the consumers have about the product or service of the company. Acting
(as a company) at eye level with the customer gives him a positive feeling because this
means for him that he has a voice which is heard and that he has the power to influence
the product or service with his feedback. The important KPI’s are: the audience
engagement, the share of voice and the conversation reach (Owyang and Lovett, 2010).
2. Promote Advocacy
Some customers are to the point attached to a product, service, a brand or an
organization that they are ambassadors for these products, services etc. although there
exists no official connection between the customer and the company. Beside the
ambassadors who raise their voice in a positive way for a company there exist also
detractors. Because of that, “The business objective of consumer advocacy enlists the
support and dedication of individuals that are ambassadors…” (Owyang and Lovett, 2010,
14). This leads back to the advantages of WOM and viral marketing for the reason that
ambassadors talk about the service, product etc. in their environment. This in turn
increases the media penetration of the company’s messages. To maximize the outcome
of advocacy the conversations which are shared by individuals need to be promoted. This
leads to the encouragement of the WOM activities. Establishing relationships with
ambassadors is important because these people often are influencer and have a high
power in regard to the decisions of their followers. The best way to catch their attention
and establish a successful relationship is an advocacy programs. Furthermore the
company can build ambassadors themselves by maintaining the existing relationships to
their customers in the best possible way for example by regularly measuring the
satisfaction of the customers and if necessary take action. The KPI’s are: active advocates,
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advocacy impact and advocate influence (Owyang and Lovett, 2010).
3. Facilitate Support
Through the web 2.0 and social media the customer became empowered. Today the
customer uses social media to talk about the support issues of a company. However, in
these social media channels the reactions or answers are posted by other customers or
the company which uses these channels to support their customers. The audience in this
channel gets a specific impression of the support of a company by observing how much
time it takes until the answer is posted and how high the quality of this answer is. The
focus is set on two competencies of the company: listening and answering. Today, service
and support via social media channels is not only essential because it can decrease the
call center costs, in fact it is necessary because the support via social media has the
potential to lead to a faster resolution. The importance of support will be discussed more
in detail in part 2.7. The relevant KPI’s for the measurement are: the issue resolution rate,
the resolution time and the satisfaction score (Owyang and Lovett, 2010).
4. Spur Innovation
Spur innovation is a secondary product of well managed activity in social media. In the
center is the ability of a company to listen to their customers, listen to the masses which
can be more creative than maybe a few employees can. The point is that the company
needs to listen to the customer’s feedback. Then they can identify product needs,
recommendations and the general requirements from the demand side (customer). If the
company uses these insights and opportunities in the right way they can increase their
innovation and gain a competitive advantage. Through the involvement of the customer
in the production process or the decision about the product characteristics the loyalty
and devotion of the customers will be high which leads back to the brand ambassadors
and promoting advocacy. The important KPI’s for measuring innovation are: topic trends,
sentiment ratio and idea impact (Owyang and Lovett, 2010).
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2.4. Online Consumer Behavior and their Engagement
The consumers adapt the social technologies fast and the participation in social networks
has developed into a mainstream activity due to the fact that nearly everybody can be
online everywhere. Therefore it is necessary to know how consumers behave online. Not
everyone who is online acts in the same way, some people participate more than others
in online communities, and social networks etc. (Li, C. and Owyang, J., 2010, 6).
The 90-9-1 Rule describes best the different online behavior (Antseyeview.com). Only 1%
of the consumers create content, 9% of the consumers edit content whereas 90% of the
consumers represent the audience. In reality the distribution is not exactly 90-9-1, blogs
for example have rather a distribution of ”95-5-0.1” (Nielsen, 2006). Another perspective
of the “90-9-1” participation inequality theory is: “90 percent of site visitors are lurkers, 9
percent participate occasionally, and only 1 percent are truly, deeply engaged.” (Li, 2010,
58). On the first look this doesn’t seem to be a problem but Jakob Nielsen identified
negative side effects from this behavior which can be reduced to the following main
problem: if only 10% out of 90% participate in the online environment, then the sample is
not representative (Nielsen, 2006).
This leads to the engagement pyramid which structure is presented in the illustration four
below (Li, C. and Owyang, J., 2010,). The Engagement Pyramid includes five different
levels; each level represents a different degree of engagement. The activities and the
behavior of consumers in each of these levels can be observed (Li). For the use of the
engagement pyramid it is necessary to group and prioritize the types of engagement
according to the different levels in the pyramid (Li, 2010).
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Illustration 4: The Engagement Pyramid
Source: Li, C. and Owyang, J., 2010, 8.

The observation can be made easily because there are specific activities and behaviors set
for each level of the pyramid which can be observed (Li, 2010). The Altimeter Group
developed a framework which provides an insight into the today’s online behavior of
consumers and gives recommendations how passive engagement can be shifted into
engagement on a more active level in the engagement pyramid.
The table three which is presented over the next pages comprises the activity of the
consumer online, why he is acting in the different levels of the engagement pyramid and
how for example a company could engage this customer to increase the engagement of
the respective online activity (Li, C. and Owyang, J., 2010, 7). The explanations of each
column in the table are done at the example of “Hawaii vacation” more concrete the
“Happy Days Resort” (Li, 2010, 59).
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Online Activity
WATCHING

SHARING

What?
“Lowest
level
of
engagement. They may
even book a vacation, but
there
is
minimal
interaction…”

Where?
“Passively read blogs, listen to
podcasts, or watch video
content
about
Hawaiian
vacations. May also visit …sites,
like … official tourist site…, Trip
Advisor to read reviews…, or the
resorts web site to see picture.”

Why?
“Their goal is to get the job
done,
and
typically
the
information they find is
sufficient and they have no need
or desire to engage any
further.” Another possibility can
be that the person only is:
“Seeking social-created content
to make a decision, to learn or
E.g. “watch video, listen to to entertain.”
podcast, read a blog, visit
consumer review site, visit
forums, message boards etc.”
“…updating a Twitter account “…a person may be in the midst
with ‘Researching where to stay of deciding which resort to stay
in Hawaii.’ A friend who is also in ....”
planning a vacation sees the
update and follows the link.”

“...can make up 5 to 10
percent of a site’s overall
traffic, and it drives up to
50 percent more page
views per person than
search.”
• “Update status on social E.g. “share videos online, share
photos, update social network
sites, blogs”
etc. “
• “Upload/forward
pictures,
videos,
articles”

How to engage?
“…until a watcher interacts directly
with the resort, Happy Days generally
doesn’t realize that a particular
person was even interested in a
Hawaii vacation.”

• “Understand the content they
consume”
• “What do they want to read, hear,
or watch? (be relevant)”
“It doesn’t have to be complex or
‘sales-like’ in this interaction.”

Wants to…:
• “Simplify sharing by special tools”
• “…share their information, • “Implement
recognition
and
experience”
reward systems”
• “…support others”
• “Allow major social media sites to
• “…demonstrate knowledge”
connect”

COMMENTING

“After a visit to Happy
Days Resort, a returning
vacationer may post a
review on a travel
discussion
site
like
TripAdvisor or comment
about the visit on the
resort’s own blog.
“Respond
content”

PRODUCING

to

“This person is just adding her
comment to the many voices
already chiming in about
Happy Days-…”

others’ E.g. “Comment on blogs or
news stories, Review or
comment
on
a
price
comparison site, retail site,
consumer review site etc.”
“…amount of effort…to “Happy Days Resort may be a
attract and engage an producer of a blog…to
audience. Producing differs engage…travel
bloggers…
from Commenting in that write about Hawaii vacations.”
involves creating and
producing content for a
specific audience over
time, rather than engaging
intermittently.”

“…her level of engagement is now
higher because she’s actively
sharing her opinion and doing so
in the context of an existing
conversation about the resort.”

“Depending on the nature of the
comment, the resort could either
thank the commenter for a glowing
review or probe for more details
about why the vacation stay didn’t
meet expectations.”

“Actively participate, support, • “Allow commenting feature”
contribute ideas/opinions.“
• “Develop Community policy”
• “Foster
open
and
friendly
environment
(discourage
spammers)”
“… but the resort may also want Not “…engaging intermittently…”
to engage prominent travel rather engage them on a regular basis
bloggers in a dialog…”

“Create and publish their E.g. “write a blog or news Want to …:
own content”
story, upload video etc.“
• “…express identity”
• “…create own content”
• “…be heard”
• “…be recognized”
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• “Become platform for the voice of
one’s customer”
• “Provide public recognition for
most helpful community members”
• “Sponsored discussions”

CURATING

“As individuals, people
who engage in curating set
themselves apart, because
they become highly and
personally engaged in a
community…. not only
helping make sure that the
content is well organized
for the site’s users, but
also making sure that
people are participating
well in the community.”

“They spend countless hours
as community and decision
board moderators or wiki
editors…”

“…it
may
be
a
highly
knowledgeable and dedicated
volunteer who simply enjoys
helping people. For Happy Days,
having a relationship with the
curator of a travel community
board may come in handy if there
are problems that arise later.”

“…they are more likely to listen to
people like themselves, with whom
they can engage in a dialog that leads
to a meaningful relationship…
Marketing and communications are
being transformed-it’s no longer
about creating and delivering
messages, but about the open
expression of customer and employee
concerns…”

“Moderate or are heavily E.g. “Wikipedia, fan pages, “Invested in success of a product, • “Rely on them as trusted advisors
involved
in
online discussion boar etc..”
service or community, want to
and consider them non-paid
communities.”
give back and be recognized.”
partners”
• “Identify influencers or community
builders and recognize them in
public”
Table 3: Engagement Pyramid Framework
Source: Cited from: Li, 2010, 59-64 and Li, C. and Owyang, J., 2010, 10-32.

P a g e | 27

In the engagement pyramid there is not fixed which technology belongs to which level
because the technology is constantly changing (Li, 2010). However, it is more important
to analyze what actions increase the engagement of the consumers. The following graph
shows exemplarily the engagement levels in Italy, Germany and the USA on a monthly
basis observed in January 2010 (Li).
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Engagement levels in Italy, Germany and the USA on a monthly basis
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Graph 2: Engagement levels in Italy, Germany and the USA on a monthly basis
Source: Li.

This graph displays that USA has the highest number of watchers and the lowest number
of producers compared to Italy and Germany. Whereas Italy has the highest number of
producers and is in the middle for the numbers of people who are watchers. Overall for
the right use of the engagement pyramid there are three facts one needs to be aware of.
First it is necessary to be aware of the fact that people engage with a brand as well as
with a company whether they want them to engage or not! And a huge amount of them
doesn’t do it on the company’s website but rather on sites where the company has no
direct control. This means that the company has to go to the websites where the people
really engage (Li, 2010).
Secondly the dialogue should take place between the company and the person directly.
Although executives sometimes are insecure what they should tell them. If they
understand the people’s topic preferences and on which level of the engagement
pyramid they act they have a good starting point (Li, 2010).
Thirdly there exists the danger that the executive focuses too much on the highest level
of the engagement pyramid (most engaged people). Of course this level is important but
it is necessary to have a strong foundation on the bottom-line of the pyramid and to
move these people from being passive to an active level of the pyramid (Li, 2010).
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2.5. Social Media Marketing Trends
In the following the most important trends in SMM are presented. The trends need to be
considered due to their high influence on consumers’ actions and online behaviors. SMM
trends are important for answering the research question (whether there is potential for
optimization of the SMM activities of the destinations under consideration of the SMM
trends). “Every 60 seconds, over 600 000 Facebook statuses are updated, over 98 000
tweets are sent and over 600 videos are uploaded on YouTube….Businesses will focus on
creating more relevant content that cannot only be shared but also add value to the
brand…Lack of relevance will simply drive…away.” (Maseko, 2012). In 2011 companies
recognized the danger of non-strategic uncontrolled online activity, which is the reason
for the overall trend in 2012 to have a more strategic approach toward online activities
(affectstrategies.com, 2011). Various opinions and voices shared their predictions of what
the social media trends in 2012 will be; in the following the most important 15 trends will
be shortly presented.
The first one is ‘C-Suite5 as content’ which means that the C-Suite will become part of
social media. A good example for C-Suite content is Richard Branson at Virgin. Many
companies will adopt this strategy or at least create a better social media strategy with
the assistance of an internal team (Green, 2011). Another trend which is one step before
“C-Suite as content” is the ‘corporate blogging’. Companies need to start to tell the story
of the brand and introduce the people who are working behind this brand to highlight the
human factor (Maseko, 2012). The third prediction is the ‘Gamification Overload’; this
means that the number of e.g. badges will increase to flood the consumer. As an example
Green presents Ford Motors, which started in 2011 with a huge variety of badges which
had no benefit for the customers beside the psychological effect of getting the feeling to
be an insider, to compete with others – being the one with the most badges. Ford even
asked their customers which other badges they would like to have to include them into
the production process. Another example for this sort of gamification would be also
Foursquare (Green, 2011). Today already 70% of all downloads are games and in 2012
companies will increase the connection between the virtual and the real world with the

5

C-Suite: “the most important people in world business; the chief executives and heads of finance and information at
the 10,000 most successful companies in the world.” (lexicon.ft.com).
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support of social media (Maseko, 2012 and Coomans 2011). ‘A return to inside/out social
Media’ is the prediction number four, in 2011. Companies recognized the gap in planning
social media activities, the lack of strategy and trained employees. In 2012 in the center is
the involvement of employees into the social media strategy of the companies to avoid
that customers just talk to each other and to prevent the overload of “social media
practitioners” and create internal advocates (Green, 2011).
Fifthly ‘External Collaboration Grows Up’: the advocates importance increases in 2012
due to the experiences in 2011 that people come together for one topic if one voice takes
the lead (e.g. Occupy) (Green, 2011). In 2012 digital influence is an important topic and
companies will start, if they didn’t until now, to implement reward programs for influence
authorities. This leads back to the trend of ‘gamification’ (Armano, 2011) and is also done
by hotels and airlines (Travelandleisure.com, 2012).
‘Location-based marketing’ is another increasing trend in 2012; companies need to take
advantage of the actual and ongoing trend to check in everywhere and anytime. In 2012
companies will start rewarding positive recommendations and reviews from the users by
special discounts, loyalty programs etc. The need of consumers for real time information
e.g. about a restaurant, bar or hotel, is increasing constantly and this need pushes this
service ahead (Maseko, 2012 and Kallas 2011). This trend goes hand in hand with the
trend of ‘real life experiences’ and ‘gamification’ as companies started already to use this
type of social media for events (Coomans, 2011). Location-based marketing enables the
company to put their customers in the context of time and place and through reward
systems they can influence the purchases (Savar, 2011). Also social television belongs to
this trend connected with ‘gamification’. In 2012 consumers will have increasing
possibilities to vote via Twitter what they want to see or check in via Foursquare to their
favorite TV show (Armano, 2011 and Kallas, 2011). Several companies offer already the
possibility to the consumer to book the holiday via television (FVW Magazin, 2012). In
2011 22% of mobile phone users stated that they use location-based services (Chaloner,
2011).
In 2012 will be again the ‘year of the smartphone’ due to real-time interaction and the
possibility to connect and communicate while being on the go (Butler, 2011). Until now
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49% of people who actively participate in social networking do it on their smartphone and
52% of today’s smartphone users play games on their smartphone which is important due
to the trend of ‘gamification’ (Coomans, 2011). In 2012 the expectation about mobile
phones penetration lies at 4.5 billion people (Chaloner, 2011). The ‘social commerce on
mobile phones’ will increase because in 2012 consumers will be able to purchase from
their Facebook account (Kallas, 2011).
The eighth trend is the ‘increasing video sharing’ which is predicted by Cisco: “80 % of all
internet traffic will be video by 2015.” Companies need to adjust to this trend by sharing
more brand experiences and product launches via video channels (Maseko, 2012).
Sharing videos is faster, more entertaining and the easiest way to consume content
(Coomans, 2011). “Branded content” will increase due to the fact that it is more
successful than competitions and promotions. The best media for branding content are
videos, photos, graphics and audios. A successful example is “Red Bull’s Art of flight
movie” where the audience nowhere perceives the intention that Red Bull wants to sell
them something but their brand logo is constantly visible, this establishes a very strong
connection (Leslie, 2011). The key is to not develop another commercial but rather create
content which invites consumer to communicate about it (Coomans, 2011). Along with
that ‘Brand presence’ is increasing in 2012 because “Brands will begin to assign different
functions to different channels, allowing consumers to share a more positive and rich
experience with them across a wide variety of sites Twitter for customer service, Facebook
for community, Crowd-sourcing via a niche network, branding via Flickr etc.” (Charlton,
2012). More companies will for example separate their customer service in Twitter from
the other Twitter activity (Pearson, 2011). The communication will change from peer-topeer toward audience-to-brand (Maseko, 2012). The brands themselves transform into
publishers and circumvent the traditional media to target their audience directly via social
media (affectstrategies.com, 2011 and Savar, 2011).
Another trend goes toward the ‘social customer retention’. This means that companies
increase their activities regarding the customer service and use social media as a tool for
customer retention by highlighting their service and increase thereby the customer
loyalty (Maseko, 2012). Companies will translate the online profiles of their customers
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back to the people behind it (Coomans, 2011 and Moyano 2011). A study of Socialbakers
in 2011 about customer interaction on Facebook uncovered that 95% of wall posts are
not answered by the brands. This is an incentive for brands to do it better in 2012 by
implementing social customer retention strategies (Pearson, 2011). The main questions
will be how companies engage with customers in an effective way with social media and
increase their loyalty (Hosny, 2011). In the following “…three to five years 81% plan to
focus on customer analytics and …CRM solutions” this is presented based on findings of
IBM (Kallas, 2011).
‘Analytics and Measurement’ will be a very important topic in 2012. The social
intelligence increases and there will be a better use of analytics as well as an overall
higher focus on the measurement due to the fact that social media is now an accepted
strategy and no longer perceived as experiment (Falkow, 2011). The executives of the
industry will demand strongly more measurement and metrics to proof the success
because one still can’t measure the true ROI from SMM (Golesworthy, 2012). The
Econsultancy report showed that “…41% of marketers surveyed had no return on
investment figure for any of the money they had spent on social channels...”
(emarketer.com, 2011). Although the executives know that the real ROI can only be seen
in the long-term but they will do higher investments in SMM and there is no “…place for
brand equity on the balance sheet!” (Gunelius, 2011).
Something new which will also be an important topic in 2012 is the ‘Social Search’. The
idea is not new it is basically the same what Google does but it just searches for results on
social media platforms. This is an important topic for 2012 because these sites are filled
with opinions, recommendations, and reviews from consumers (UGC) and have therefore
by nature a higher trust-level than company advertising (Leslie, 2011). The organic
content has more value but in 2012 advertising in social media will increase which will
influence the voice of people (affectstrategies.com, 2011). The advertising on social
media is forecasted to increase up to 5 Billion Dollars and 25% of this is advertising which
targets locally (Kallas, 2011). Social WOM is still an accelerator for consumers to make
decision about what to consume and buy and this will not change even if the advertising
increases in social media (Knight, 2011 and Moyano 2011). Companies will start to
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inbound information which gives value to the customer by the use of social search and
content curation (Kallas, 2011).
This leads to the important trend of ‘content marketing’. It is not more important than
last year but companies will start to realize its importance for long-term, sustainable
growth of the business and for strengthening relationships with their customers
(Gunelius, 2011). Connected to this trend is the prediction that in 2012 ‘automated
content tools’ will enter the market which are able to analyze a huge amount of data to
advice the companies in their strategy (Hosny, 2011). In 2012 the content will start or
further develop to be interactive. The advantage of interactive content has proven on
YouTube by its success. Interactive content will be shared more often and is more
interesting to consumers and the key for long-term success (gaming industry and mobile
apps exploited this advantage already). This trend is connected to the trends of content
branding and increased video uploads (Mitchell, 2011).
The ‘rising of Google+’ is guaranteed due to the increasing number of users who sign up
(McMillan, 2011). Catching up on Facebook’s success will be hard for Google+ and
Facebook will not go down because it is the largest website for social networking by
reaching more than half of the global audience (Butler, 2011). Based on the fact that
Google makes use of its “…Google+ membership activities and behaviors to influence its
search algorithm.” it is absolutely necessary that companies create their own company
page on Google+ in 2012 (Gunelius, 2011 and Moyano 2011).
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2.6. Peculiarities of Destination Marketing
According to the different nature of tourism products and services, the marketing of
destinations includes many peculiarities which do not appear in the marketing of a
company in another industry. These peculiarities will be explained in detail in the below.
The service chain in a special geographic area can be defined as the product which needs
to be marketed. Depending on the market segment this product-related area is bigger or
smaller. For a tourist from another continent who is doing a tour through different
countries it represents a chain of tourism centers whereas a tourist who is spending is
skiing holidays in that destination perceives it as one small location (Bieger, 2008). This
destination has competing destinations, therefore it needs to be managed and marketed
as one independent, strategic business unit. With the help of cooperation’s, continuous
service chains should be secured as well as the comprehensive marketing, independent
from political or operational borders. With these cooperation’s it becomes possible to
concentrate the marketing budget and finance an effective brand development (Bieger,
2008). If the offers from one destination are managed at one hand it is possible to
optimize the processes and share of knowledge and competences which leads to cost
reductions (Bieger, 2008). The following illustration number five displays the peculiarities
of tourism marketing according to the nature of the products, the demand and the
industry structure (Bieger, 2008).

Illustration 5: Peculiarities of Tourism Marketing
Source: Bieger, 2008, 158.
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• Peculiarities of the service product character
In contrast to physical products a service product can’t be tested before it is bought due
to its non-transparency. The customer needs to decide according to the information he
has, this bears a risk for him. The decision making process is influenced by images.
Because of that, all actions which reduce the risk for the customer (e.g. right to return) or
reduce the costs for the search of information have a major importance in marketing as
well as the development of brands a consumer can trust. Due to the fact that the
acquisition of new customers represents a high investment, the development of longterm customer relationships (high customer loyalty) is one of the major objectives of a
company. Loyal customers are also important for the acquisition of new customers and
for the entrance in new markets. Due to the competences which have been recognized by
the customers it is easier to build up trust for new products or in new market segments.
That implies the, in the following illustration number six, presented demand cycle (Bieger,
2008). The importance of customer loyalty and customer relationship management will
be discussed in detail in chapter 2.7.

Illustration 6: Demand Cycle
Source: Bieger, 2008, 159.

• Uno actu principle
In contrast to abstract goods and services (e.g. consulting) personal services are produced
and consumed concurrently. Services can’t be stored in a warehouse and because of that
the equilibrium between demand and supply is a critical success factor. The destination
marketing serves here as an instrument for the demand management through pricing,
usage of flexible distribution channels and short-term launch of packages. These actions
sometimes are in conflict to the overall objectives in view of positioning (Bieger, 2008).
• Importance of the factor human
The personal contact is very important in view of personal service and has several
functions. First of all an intermediary function for culture to give the customer insight in
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the local culture, second a problem solving function, third the function as an advisor
because new experiences often demand the attendance of a person in charge for support
and fourth the function as being the social contact for the customer. Because the service
providers are involved to a huge amount in the quality of the service there exists a
correlation between the marketing to the inside and the marketing to the outside. This
correlation is displayed in the following illustration (7) (Bieger, 2008).

Illustration 7: Correlation between Marketing to the Inside and to the Outside
Source: Bieger, 2008, 161.

For the outside marketing the targeted positioning needs to correspond with the service
culture, the quality standards of the employees and the performance possibilities. This is
what demands marketing to the inside. It comprises the development of a service culture
on the normative level, a guarantee of the attractiveness on the labor market for the
organization on the strategic level (e.g. through positive WOM, communication of
dynamic image as employer etc.) and the information and motivation of the employees
on the operative level to ensure sufficient productivity and quality as well as to effective
communication (e.g. through employee magazines, intranet etc.). These marketing
activities to the inside lead in the course of the cycle (Illustration 6) during the marketing
to the outside to customer satisfaction which in turn initiates satisfaction and selfconfidence of the employees (Bieger, 2008).
• Peculiarities based on the nature of the tourism product
Tourism products are intangible products and consist of different determinants as the
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natural conditions like climate, topography, culture and mentality. In the past it was the
objective of marketing to determine in which market segments the respective offer is
appropriate. Today, due to the increased worldwide standardization of the infrastructures
the marketing of the soft factors as: the service, the image and the ability to develop
myths and holiday worlds becomes more important. This means that first the most
promising market segment is chosen and then the offer and targeting strategy are
developed (Bieger, 2008).
• Peculiarities of the SME structure in the mid-European tourism
In mid-Europe especially in countries with a long tradition in tourism, the tourism industry
shows a compartmentalized structure. In contrast to the Anglo-Saxon and the Asian
countries, are well-known international hotel chains especially in the touristic
destinations under-represented. The destinations are dominated by small and medium
hotels which are often family-run. This represents a problem because in addition to the
tourism industry related difficulties the following typical problems of SME’s arise which
are relevant to the destination marketing. There are three major difficulties of SME which
can be identified: first, the single hotels are strongly shaped by the respective owner and
it dominates a handmade way of production which leads to quality inconsistency and
decreasing productivity. Second, the owner often has no time for his further education or
no financial means for investing in expensive information concepts and it comes to a
weak knowledge development in the whole organization. The third difficulty, which result
from the other two, is that the owner starts orientating at industry standards and this
leads to a similar gastronomy and hotel industry throughout the region or even country.
The results in a positioning problem due to the difficulty that the marketing of tourism
organizations is characterized by the presented invariable circumstances and is only to a
limited point modifiable (Bieger, 2008).
• Peculiarities of tourism organizations
Tourism products and services often consist of different subservices which are, due to the
European branch structure, provided by different (from each other) independent
operating organizations. The result of this is the need of the following (Bieger, 2008):
• Coordinative coordination about the particular subservices in the service chain
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• Guarantee of single service elements which are not provided private due to their
insufficient rate of return (e.g. information office)
• The overall product needs to be marketed comprehensively what needs an overall
service chain strategic planning
From these peculiarities of tourism organizations the following, in illustration eight
displayed, ‘magical pentagon’ which shows the challenges of tourism marketing for a
tourism organization has emerged (Bieger, 2008, 163).

Illustration 8: Challenges of Tourism Marketing
Source: Bieger, 2008, 163.

Destination marketing has external effects on every organization and company which is
operating in that area because they profit without paying for it. The above presented
‘magical pentagon’, which displays the challenges of tourism marketing, consists of the
following elements: the increase of security through the reduction of non-transparency
for the customer, the guarantee of a sufficient coordination between demand and supply,
outer legitimacy in form of enough support through policy and cooperation in the branch,
sovereignty to achieve profiling on the basis of the design flexibility of the offer and an
inner legitimacy for securing the acceptance and the support of the employees and the
inhabitants. It is called a magical pentagon because the single elements have target
conflicts with each other. If for example in the short-term the prices decrease it can
develop a price competition under which the willingness to cooperate decreases (Bieger,
2008, 163).
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2.7. Social Customer Relationship Management
Nowadays the classical relationship between a company and its customers is
supplemented by a wide information basis out of different communication flows between
customers and interested people in the social media environment. The result is a well
informed and organized number of customers. The control over the communication has
shifted; today the customers have the control over the communication from companies,
products and services. “Social CRM is a strategy which says that the participation of a
company in collaborative conversations of customers and interested people in social
media channels is necessary to realize advantages for both sides out of this collective
knowledge creation” (Bauer, Greve and Hopf, 2011, 268).
Social CRM is an attempt of the company to regain control about the communication
topics, sites on which it takes place and the time it occurs. The overall objective of social
CRM is similar to the overall objective of the classical CRM. It should intensify the
relationships with the customers and the interested people by using social media
channels. On one side they use public social media channels (e.g. social networks, blogs,
communities etc.) and alternatively internal social media channels (e.g. blogs and forums
on the website of the company) (Bauer, Greve and Hopf, 2011). A study from eMarketer
in 2010 where 369 companies have been surveyed showed that 19 percent use social
media for customer acquisition and 25 percent for customer retention (eMarketer.com).
In general there can be five objectives identified for the social CRM. The first objective is
to ‘communicate’: the company has to participate in the interactive conversations online,
secondly they need to ‘incite’ what means they need to initiate WOM, the third objective
is the ‘support’ this means help from customer for self-help, fourthly ‘participating’-the
improvement of products and services through the involvement of the customers in the
production process and the fifth objective is ‘observe’ what means that the collection of
insights and knowledge about customers and users (Bauer, Greve and Hopf, 2011, 268).
Measuring the success of social CRM according to the objectives can be executed through
translating them into KPI’s and by using classification schemes for the relationships
phases and the relationship strength is possible.
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The whole process of a customer relationship (illustration 9) can be divided into the
following three phases: customer acquisition, customer retention and customer
recovery. In the first place social media is used for the first two phases (customer
acquisition and customer retention) because for customer recovery the classical CRM
with its traditional instruments is more applicable but this doesn’t mean that social media
can’t have an effect on migrated customers (Bauer, Greve and Hopf, 2011).

Illustration 9: Steps of Relationship Strength from Customer Perspective
Source: Bauer, Greve and Hopf, 2011, 270.

Congruent to the development of the customer relationship the building of the customer
retention proceeds. By applying this model, the categorization of the users into the
different steps of customer retention and the respective phase of customer relationship,
can be done. According to the step of the relationship strength and the phase the actions
which need to be taken can be determined. ‘Prospective customers’ and ‘aspirants’ in
some circumstances have to be contacted with different measures than ‘customers’ who
announce themselves as sympathizer or enthusiast in social media channels. Again other
measures need to be taken if the company encounters primarily candidates as ‘uncertain
prospects’ or even ‘terrorists’ who spread negative WOM (Bauer, Greve and Hopf, 2011).
The phase of Customer Acquisition includes all actions which act towards the initiation of
new business relationships with people, who did not have the demand for the product or
service of the company or whose demand has been satisfied form the competitors
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(Bauer, Greve and Hopf, 2011). In the illustration these persons are represented as
‘prospective customers’ and ‘aspirants’. About these two types of customers the
company has at best, vague knowledge but they could contact this target group with
social CRM services to activate them. These two types of customers can be broken down
to four different groups of persons: the ‘ignoramus’ people who have no knowledge
about the company and its products and services, the ‘uninterested’ persons who have
knowledge about the company but have no active interest, the ‘unspoiled’ people who
have interest but no positive attitude toward the company or its service and the
‘uninitiated’ persons who have a positive attitude but no concrete intention to act
(Bauer, Greve and Hopf, 2011).
All these target groups can be contacted with social media; the following table number
four presents the target group, the field of action and the corresponding social media tool
(Bauer, Greve and Hopf, 2011).
Target Group
Ignoramus
Uninterested
Unspoiled
Uninitiated

Field of Action
Attention
Awaken information and
performance interest
Develop positive sentiments
and image
Finalize

Social Media
Banner advertising, WOM
Banner advertising, WOM
Forums, blogs, WOM
Promoted tweets, Facebook
fan pages

Table 4: Contact of Potential Target Group with Social Media
Source: Bauer, Greve and Hopf, 2011, 273.

Micro blogging services as Twitter and social services as Facebook are a very important
medium today for customer acquisition. For example airlines as Jet-Blue, Lufthansa and
United Airlines initiate successful sales promotions on Twitter for cheaper tickets (Bauer,
Greve and Hopf, 2011). In 2009 Razorfish conducted a digital brand experience study
which showed that 25,5% of the 1000 U.S. consumers polled followed a brand on Twitter.
These 25,5% followed the brand because of the in the graph number three below
displayed reasons (Razorfish, 2009). The main reasons are: exclusive deals or offers, being
a current customer and interesting entertaining content. From those polled, 40,1% are
‘friends’ with a brand on Facebook. The three most frequent given answers have been
again exclusive deals or offers, being a current customer and interesting entertaining
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content. The only difference is that between the reasons: ‘being a current customer’ and
‘exclusive deals and offers’ there is only a 4% difference compared to the 20% difference
in the case of Twitter. Overall 64,1% of those polled have made their first purchase of a
brand based on a positive digital experience (e.g. web site, micro site etc.) (Razorfish,
2009).

Graph 3: Primary Reason to Follow a Brand on Twitter (%)
Source: Razorfish, 2009.

The second phase in social CRM, customer retention, divides into the real behavior and
the intentional behavior. The real behavior includes the behavior of repeating purchases
and the behavior of recommendation. Customer retention comprises also customer
engagement and the complaint management. Also in this phase the social media channel
e.g. Facebook can support the intention for customer retention. As an example: The
‘Deutsche Bahn6’ announced in October 2010 to sell over a fixed timeframe the train
ticket for 25 Euro (which is bound to a special train) for all over Germany. Due to this the
‘Deutsche Bahn’ could double the amount of their Facebook fans during a few days. But
this quantitative success was decreases by some critical comments on their Facebook
page. This example clarifies that Social CRM cannot rely on pure push-marketing.
Companies need to observe the communication in social media to adjust their social
media communication. Also the location based services are useful for customer retention.
Location based services as Foursquare or Facebook places locate persons and enable the
users to check in at different localities. Additionally the user can see whether his friends
are at the same place and whether the locality offers discounts for users etc. (Bauer,
Greve and Hopf, 2011). The previous mentioned customer engagement includes the
integration of the customer into the production process or brainstorming for new

6

Deutsche Bahn: “…is the German national railway company, a private joint stock company (AG).” (Wikipedia.org,
2012c).
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products. This leads to a positive perception of the company and its brand as well as to a
positive WOM. Customers could for example test the product and service in advance to
give feedback before the product or service is launched to the market (Bauer, Greve and
Hopf, 2011). Another part of customer retention is the complaint management to ensure
customer satisfaction. Complaint management is online very important because in that
environment users are extremely willing to share their positive as well as their negative
experiences with products and services. Through the contact with the customer,
potentials for optimizations in view of the product or service can be found and the
perception of the company can be adjusted according to the perception of the consumer.
Social media can be an inexpensive company-client complaint dialogue and by that
disburden the call center (Bauer, Greve and Hopf, 2011).
The implementation of social CRM can have a high financial and personnel impact.
Employees need training for practicing social CRM, they need guidelines for the customer
communication to be able to react appropriate in the social networks. With the
implementing of social CRM the adjustment of current CRM systems is necessary in terms
of data collection, saving and evaluation. The illustration 10 below displays the different
possible social media activities of a company during a customer lifecycle (Bauer, Greve.
and Hopf, 2011).

Illustration 10: Social CRM Activities during the Customer Lifecycle
Source: Based on Bauer, Greve and Hopf, 2011, 269-277.
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2.8. Social Media Marketing for Destinations
People think the key to successful SMM for destinations is to select the online
technologies which have the highest number of users. This assumption is wrong! As
mentioned in the strengths and weaknesses analysis of SMM (2.2.), it is crucial for the
success of the online presence to well define the objectives and target groups, only then
the utilization of SMM will be useful and promising. It is necessary to choose the right
online channels for the specified target group. The SMM activities should be adapted to
the objectives of the DMO (Amersdorffer et al., 2010). In consequence of the usage of
SMM and the social web, the below in illustration 11 displayed three new activities arise
for the DMO’s (Amersdorffer et al., 2010).

Illustration 11: Key Measures for Social Web Activity
Source: Amersdorffer et al., 2010, 91.

First DMO’s need to listen and monitor what is said about their destination online. Many
companies spend a lot of time and money on research to analyze the consumers taste,
what he thinks about the company’s products and services and what overall image the
destination has (Amersdorffer et al., 2010). These days with social media, the experiences
and thoughts of the guests can be found costless online. In the tourism industry many
blogs, photos, videos, experiences, recommendations etc. are published. Furthermore
these contents are generated by users and that implies an authentic and reliable
impression about the destination because their recommendations have no commercial
background (Amersdorffer et al., 2010, 94). The table number five below confirms this
statement by showing that 78% of the sample of the Nielsen survey (which is done by
interviewing 26,486 internet users in 47 markets) trust the recommendations from
consumers more than they trust any other form of advertising (MarketingCharts.com,
2007). Although several cases came public in which the recommendations have been
falsified e.g. by the employees of a hotel (Amersdorffer et al., 2010, 64).
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Table 5: Trust in Advertising
Source: MarketingCharts.com, 2007.

Listening or in other words web monitoring is an essential aspect and its importance will
increase in 2012 (see 2.3.) because by monitoring SMM it is possible to identify where,
when and who is communicating about the destination (Amersdorffer et al., 2010, 94).
The second task is the participation in these conversations to reach the objective of
becoming part of the community. Discussions between employees, guests and other
active users contribute positive to the image of a destination because they represent
individual experiences of inhabitants and visitors. With social media instruments the
human is in the foreground and replaces anonymous one-to-many advertising messages.
The key aspect in social media for destinations is therefore the dialogue, which means
communicating further the provision of information. All these conversations are one
process and not a single activity because they are important for the networking inside the
communities and the credibility of the destination. Credibility is significant inside the
social web because if a message seems to be incredible it will not be shared
(Amersdorffer et al., 2010, 95).
Support is the third new task; it can increase the level of trust and customer loyalty. An
increasing number of platforms like blogs, photo communities, bookmark services etc.
assist DMO’s in supporting guests by choosing the right destination and find the required
information. There exist two different ways of support for a DMO, first providing support
to the customer by answering the questions of the guests which have been posted in
communities or second enhancing the self-support of guests through providing own
communities or forums where guests can advise each other (the second option reduces
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the costs for the support in terms of time devoted of the employee for the maintenance).
These support conversations can be found in search engines for a long time and
contribute positive to the search engine ranking of the destination and increase the
visibility. It can be seen in the table number six below, that both forms of support can
take place at all three phases of the tourism experience (Amersdorffer et al., 2010, 96).
Experience
Phase:
Description:

Support
activities
(DMO):

“Get there”

“Stay there”

Holiday
start
up
activities,
such
as
information gathering
(virtual get there) and
transportation (real get
there)
Providing
information
about
tourism
infrastructure

Satisfaction of basic
needs,
such
as
accommodation and
food

“Live there”

Secondary
holiday
needs, including all
activities of tourists at
the destination – the
main reason of getting
and staying there
Assistance
for Detailed information
accommodation
about activities (ski
booking
schools, calendar of
events,
travel
information)

Table 6: Support Activities during Tourism Experience Phases
Source: Maggi 2009, 3; Amersdorffer et al. 2010.
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Chapter 3: Qualitative Analysis of the Tourism Destinations
3.1. Methodology
In the following the methodology is presented and explained. First the structured
observation is carried out. The objective of this observation is to find out which social
media channels are used by which destination as well as the maintenance of these
channels and the online consumer behavior. For the observation a timeframe of six
month is set, from October 2011 until and including March 2012. The observation is done
in five different social media channels: Facebook, Twitter, Flickr, YouTube and Google+.
These channels are chosen due to their coverage and suitability for SMM of DMO’s.
The observation is followed by the analysis starting with the calculation of the KPI’s for
measuring social media activities according to the four strategy objectives formulated by
Owyang and Lovett (Foster Dialog, Promote Advocacy, Facilitate Support and Spur
Innovation). The calculation of the KPI’s is done for each channel of each destination as
far as it is beneficial. Due to restricted access to online monitoring tools and the fact that
the analyses are conducted from the inside perspective of the DMO’s, the calculation
differs from the calculation formulae of Owyang and Lovett, but the modification is done
on the basis of their KPI’s. The following KPI’s will be calculated: audience engagement,
conversation reach, active advocates, resolution rate, resolution time and sentiment
ratio. In a third step the social CRM is measured. This measuring is as well done for each
social media channel of each destination. Over the course of the structured observation,
the observed consumer behavior is assigned to the different levels of the engagement
pyramid as suggested by Charlene Li and presented in Chapter 2.4..
The next step in the analysis is the analysis of the content of the published posts. For this
part of the analysis the published posts are first divided into videos, pictures and posts. In
a second step the content of the posts is determined according to different topic
categories which are chosen. The content analysis is conducted for the social media
channels Facebook, Twitter and Google+ for each of the three DMO’s. At the end of this
content analysis the results of the destinations are compared among each other in view
of the topics which are published and the audience engagement which is thereby
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achieved. Subsequent to the analysis of the content it is analyzed whether the DMO’s
adapted already toward the trends in SMM or whether they still need to adapt their SMM
activities to them. This is done by comparing the trends in SMM with the current SMM
activities of the DMO’s. A table displays the adaptation of the trends divided by
destination and channel to illustrate the differences between the destinations clearer.
Concluding, all findings of the analyses are summarized and presented in chapter 3.5..
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3.2. Introduction of the chosen Destinations
In the following the destinations Ticino, Ascona-Locarno and Lugano, which have been
chosen for the analysis, are presented. In the center of their presentation is the economy
especially in view of their role for tourism. These destinations are chosen because of their
high attractiveness for tourists from all over the world. The region of Ticino is online
marketed with the brand name ‘Ticino SWITZERLAND’ by Ticino Turismo, the village
Ascona and the city Locarno are marketed on- and offline as one brand which is named
‘Ascona-Locarno Lago Maggiore e Valli’ by Ascona-Locarno Turismo and Lugano is
marketed under the brand name ‘Lugano swiss mediterranean style’ by Lugano Turismo.
Ticino is situated in Switzerland and its capital is the city Bellinzona. A mild climate, the
landscape which is shaped by mountains, hills and lakes ranging from the Mediterranean
vegetation

to

the

Alpine vegetation, being

the

third-largest

financial

in Switzerland, tradition, architectural and cultural richness, picturesque villages

hub
and

major urban centers, are what characterizes the region Ticino (ch.ch). Ticino is by a big
part surrounded by Italy only in the north it borders to the Swiss cantons Graubünden,
Wallis and Uri. The official language is Italian but there exist also local dialects like
Ticinées. Regarding the accessibility Ticino has been isolated geographically before the
region has been accessible throughout the year by the opening of the Gotthard rail tunnel
in 1882. Before that the people have been dependent on the weather because of the
mountain passes which have been closed as soon as bad weather conditions aroused. In
1967 the first road tunnel, the San Bernardino which ensured a snowless road link, has
been opened. Later in 1980 the second road tunnel which is named Gotthard has been
opened. For the year 2016 the completion of the Gotthard base tunnel which connects
Zürich and Mailand is planned. With its completion it should relieve the Gotthard road
and rail tunnel (Wikipedia.org, 2012a). Furthermore in the region of Ticino the small
Lugano airport is located. This airport connects the region of Ticino to 24 destinations
(Wikipedia.org, 2011b). In 2012 a new flight connection between Lugano and Bern
operated by Skywork will be established (DerBund.ch, 2011). All flights which take off at
Lugano airport are operated by the airlines SWISS or Darwin, some of them in codeshare
with Alitalia (Lugano-airport.ch, 2011).
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The national GDP of Switzerland has been 551 billion swiss francs in the year 2010 which
represents a growth rate of 3,3% during the last 20 years (ti.ch, 2012b). The GDP broken
down on the single cantons will first be published in autumn 2012. The last available
numbers from 2005 say that the region of Ticino had generated an income about 13
billion swiss francs. In a national comparison the revenues in the region Ticino are the
lowest of all citizens in Switzerland. The revenue is 41.335 swiss francs per capita
compared to the national average of 54.031 swiss francs per capita (ti.ch, 2012a).
The tourism sector in the region Ticino is compounded as follows: 494 Hotels (19 987
beds), five health resorts with 523 beds and 37 camping sites with in total 6.331 places
and four youth hostels with 596 sleeping accommodations (ti.ch, 2012d, 2). Tourism is
from the economical perspective an important industry because the region is dependent
on the tourism. With the cities Ascona, Locarno and Lugano the region attracts the most
visitors (Wikipedia.org, 2012b). The city Locarno and the village Ascona are divided only
by a few kilometers. Both are situated at the Lake Maggiore and offer the visitors a wide
portfolio of culture, art and gastronomy. In Locarno many worldwide well-known events
take place e.g. Moon & Stars and the film festival Locarno. On the opposite riverside the
village Ascona is located (Ticino.ch). In Ascona the famous mountain which is called
‘Monte verità’ is situated. Today Ascona is synonymous for luxury and wealth, expensive
gastronomy, expensive hotels, for its galleries, antique and luxury shops. (Reisefuehrerlagomaggiore.de). Locarno and Ascona are connected by a walkway from which one can
see the botanic garden and the Brissago isles which are reachable by ship (Ticino.ch).
The city Lugano is surrounded by mountains and the lake Lugano, it comprises the
characteristics and advantages of a cultural center as well as the, of a small village
(Luganoturismo.ch, a). The local mountains ‘Monte Brè and ‘Monte San Salvatore’ allow a
beautiful panorama view over the city and the Monte Brè invites for a walk down to the
village Brè which represents the typical traditional village centers in the Ticino region
(Luganoturismo.ch, c). The city has a wide pedestrian area throughout the historical
center (Luganoturismo.ch, a). Lugano is the biggest city of Ticino and the third most
important financial center of Switzerland. Beside the banks and business centers Lugano
is the city of parks with beautiful flowers and has a great architecture which is displayed
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in the whole city (e.g. Luigi Snozzi and Mario Botta) (Luganoturismo.ch, b). Also Lugano is
famous for the artworks which are exhibited in its museums. Famous artists like Klee,
Jawlensky and Renoir are displayed for example in the Museo Cantonale d’Arte. Due to
the mild climate Lugano attracts many tourists during spring time (Luganoturismo.ch, c).
In 2011 the region of Ticino listed in total 2,37 million hotel overnight stays. Nine out of
ten of these overnight stays have been at the regions lake Maggiore and lake Lugano and
their valleys (Gambarogno, Lago Maggiore, Lugano, Malcantone, Verzasca, and Maggia)
(ti.ch, 2012c). During the year 2010 the region listed overall 40,4 million overnight stays.
These overnight stays have been allocated to hotels (with and without medical
equipment), camping facilities and youth hostels as displayed in the following graph
number four (ti.ch, 2012d).

Graph 4: Overnight Stays in Percentage in 2010
Source: ti.ch, 2012d, 2.

The graph number four shows that nine out of ten overnight stays took place in a hotel.
And these hotel overnight stays divided in the following on the different cities and
regions. At lake Maggiore 49,4% and at lake Lugano 37,8% of the overnight stays have
been listed. The remaining overnight stays can be divided to nearly the same amount to
Mendrisio as well as to Bellinzona with 6,2% and the rest of Ticino with 6,7% (ti.ch, 2012d,
2). The tourists who visit Ticino come from: Switzerland (56,1%), Germany (16,4%), Italy
(7,7%) and to a smaller amount from the Netherlands (2,6%), the USA (1,9%), France
(1,9%) as well as from England (1,7%) (ti.ch, 2012d, 3).
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The following graph displays the distribution of the overnight stays according to the
Hotels star’s rating.

Graph 5: Overnight Stays according to the Hotels Star’s Rating in Percentage
Source: ti.ch, 2012d, 3.

The highest number of hotels stays beside the unrated accommodation facilities could be
listed for the 3 Star (31,1%) and 4 Star Hotels (20%) followed by the 5 Star Hotels with
10% (ti.ch, 2012 d, 3).
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3.3. Structured Observation of the Social Media Marketing Activities
As explained at the beginning of the chapter the structured observation is done from
October 2011 until and including March 2012 on a monthly basis. The objective of this
observation is to examine which social media channels are used by which DMO and how
they maintain their social media pages. Additionally the focus is set on the consumer
behavior. The channels which are observed are Facebook, Twitter, Flickr, YouTube and
Google+. As mentioned previously the channels are chosen due to the fact that they are
the ones with the widest coverage and are the most suitable ones for DMO’s. It is
necessary to say, that the settings for the observed channels have been German. Based
on this observation the analyses are conducted.
First the social media pages of all three DMO’s in the social media channel Facebook are
observed according to the number of posts, number of posted links, number of posted
pictures, number of posted videos and number of comments on behalf of the DMO and
on behalf of the fans. As well the number of shares, likes and the likes of other pages on
behalf of the DMO are observed. Afterwards the pages of the DMO’s in the social media
channel Twitter are observed with regard to the number of tweets, number of posted
links, number of posted pictures and videos on the part of the DMO and the followers.
Additionally the numbers of retweets are observed. Following on this the pages of the
DMO’s in the social media channel YouTube is observed regarding the number of videos
divided into the number of videos created by the DMO and the number of videos created
by other users, the number of views, the number of likes and dislikes and the number of
comments. The fourth observed channel is Flickr. The pages of the DMO’s are observed in
view of the number of pictures, number of views, number of tagged favorites and the
number of comments. For the observation the Photostream on the Flickr pages is chosen.
The last observed pages of the DMO’s are the ones in the social media channel Google+
with reference to the number of posts, number of posted links, number of posted
pictures, number of posted videos, number of comments, number of reshares and
number of plus ones7.

7

+1: means plus 1 which is the same as ‘like’ on Facebook.
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Below basic information and general first observation results of the social media pages
managed by Ascona-Locarno Turismo, Lugano Turismo and Ticino Turismo is presented.
The detailed results from the channel observation and the observation of the levels of
consumer engagement are presented in tables in the annex.
The first channel is Facebook. Facebook is a social network in which users can connect
with each other, interact, exchange news and are updated automatically with the latest
news of their friends and fans (Laughton, R. et al., 2011). Ascona-Locarno Turismo has
347 ‘like’ statements (fans) in Facebook and 88 people are talking about it, Lugano
Turismo (‘Discover Lugano – Ticino, Switzerland’) has 3.304 ‘like’ statements (fans) and 55
people are talking about it and Ticino Turismo has 4.048 ‘like’ statements (fans) and 312
are talking about it (Facebook.com, 2012a, b, c). The posts from ‘Ascona-Locarno
Turismo’ are in the three languages Italian, English and German as does ‘Ticino Turismo’
on the Facebook page of Ticino and the posts of ‘Discover Lugano – Ticino, Switzerland’
are in Italian and English.
The second channel is Twitter. Twitter is a Microblog and in contrast to Blogs; users can
only submit short messages (tweets) with a maximum of 140 signs (Laughton, R. et al.,
2011). Ascona-Locarno Turismo has 924 followers on Twitter and is following 1,997
people and Ticino Turismo has 1.444 followers and is following 108 people. Lugano is
missing in this part of the observation because Lugano has not created a Twitter account
until now. On the page of Ascona-Locarno Turismo is tweeted in the three languages
German, English and Italian whereas the tweets on the page of Ticino Turismo are in
English (Twitter.com, 2012a, b, c).
The third presented channel is YouTube. YouTube is a video sharing service where people
can upload their videos which then can be commented, recommended and linked to each
other (Laughton, R. et al., 2011). In general the number of users exceeds the number of
producers many times over because the viral distribution is very high (Heymann-Reder,
2011). In the social media channel YouTube, Ascona-Locarno Turismo has five subscribers
and in total 1.786 video views, Lugano Turismo has 155 subscribers and the total amount
of 165.475 video views, Ticino Turismo has 99 subscribers and 188.110 total video views
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(YouTube.com, 2012a, b, c).
The fourth channel which is presented is the photo sharing service Flickr. People can
upload their photos and other users can comment, rate, and recommend them
(Laughton, R. et al., 2011). As well as with the YouTube channel the number of consumers
of Flickr is higher than the number of producers due to the viral distribution (HeymannReder, 2011). Ascona-Locarno Turismo acceded Flickr in August 2011 and until now they
have 14 contacts, are a member of four groups, have four favorite pictures and zero
recommendations. One can find 14 photo albums which have all been updated between
the 26th and the 29th January 2012. Seven out of these albums include photos which can
be downloaded what means they have a creative common license. In these albums an email address can be found in case one needs different pictures of the region (Flickr.com,
2011a and Flickr.com, 2012a). The city of Lugano is not present in this photo sharing
service. Ticino Turismo accessed Flickr in April 2009 and has until now 1.123 contacts, is
member in 50 groups and has as well zero recommendations. One can find 33 photo
albums and most of them have a detailed description. The last update of these photo
albums varies from April 2009 until October 2011 (Flickr.com, 2011b and Flickr.com,
2012b).
The fifth and last channel which is observed is Google+. Google+ is also a social network
which is compared to Facebook young because it was launched in June 2011. Users can as
well connect with each other and share information in their circles (groups which are
defined by the user) or use the video chat function (hangouts) with up to 10 people. Since
7th November 2011 Google+ was launched to all people and as well open for
organizations. For the observation the wall of the pages of the destinations, where the
latest news are published, is observed. Due to the fact that Google+ was first-time
accessible for organizations in November, the observation starts in November 2011 and is
done until and including March 2012. Ascona-Locarno Turismo has set up its page at 11th
November 2011 and 51 people in their circles while 55 have Ascona-Locarno Turismo in
their circles (plus.google.com, 2011a, c and plus.google.com 2012a). Ticino Turismo set up
its page at 8th November 2011 and is in the circle of 274 people. Lugano Turismo set up a
page but did not post anything during the observation period and one person has Lugano
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Turismo in its circle plus.google.com, 2011b).
Secondly the online consumer behavior is observed in the, for the observation chosen,
social media channels for each DMO to identify the levels where the consumer
engagement takes place. The applied theory of different degrees and levels of
engagement of consumers is based on the concept of C. Li and J. Owyang which is
presented in chapter 2.4. The consumer behavior is directly assigned to a level of the
engagement pyramid during the structured observation. In the annex one can find a table
which contains on the left the different levels of consumer engagement and in the five
other columns the different social media channels and by which criteria the classification
of the consumer engagement is done. During the whole six month of observation no
curating content is taken into consideration because curating content is not applicable on
the observed social media channels. Curating content means, that one person is deeply
engaged in a community and often moderates the respective community. People who
curate content can be rather found in blogs or discussion boards. This is the reason why
the engagement pyramid of Li and Owyang is adjusted by excluding the level of curating
content.
The distribution of the consumer engagement to the different levels of the engagement
pyramid is more balanced on the social media pages which are managed by AsconaLocarno Turismo compared to the pages which are maintained by Ticino Turismo. Also it
is visible that an increase in the number of fans and followers does not have a direct
impact on the distribution of the consumer engagement on the different levels of the
engagement pyramid. The results of the observation of the social media channels even
displays that the content of the postings is determining the level of consumer
engagement. Above all an increase in the number of fans and followers leads to an
increase in the engagement of watching.
The observation of the consumer behavior in terms of engagement confirms the 90-9-1
Rule which is introduced in chapter 2.4..
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The distribution among the people who create content, edit content and only watch is
different between the three destinations:
-

for Ascona-Locarno Turismo the distribution is: 86,59% watch, 10,45% edit
content and 2,95% create content,

-

for Lugano Turismo the distribution is: 96,19% watch, 3,55% edit and 0,27% create
content,

-

for Ticino Turismo the distribution is: 98,05% watch, 1,85% edit content and only
0,10% create content.

This calculation of the online behavior of the consumers in all observed social media
channels shows, that the pages of Ticino Turismo have the highest amount of watchers of
all three destinations, the lowest number of people who create and edit content. AsconaLocarno Turismo has the lowest amount of followers and fans who watch, the highest
number of people who edit and create content.
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3.4. Analysis of the of the Social Media Activities
In the following chapter selected KPI’s, which are of most interest for the further analysis,
are calculated for the social media pages which are managed by Ascona-Locarno Turismo,
Lugano Turismo and Ticino Turismo. In the first part of this chapter the measurement of
the overall social media activities in the observed channels is presented. The
measurement is done according to the KPI’s developed by Owyang and Lovett which are
introduced in chapter 2.3.. These KPI’s have been adjusted for the following analysis. The
whole calculation is based on the observation results which are shortly presented above.
In the course of the first part also the social CRM on behalf of the three destinations and
the consumer engagement is discussed. The table which describes the adjusted
calculation formulae as well as the detailed calculations can be found in the annex. In the
second part of this chapter the content of the observed social media channels is analyzed.
The content of each social media channel of each destination is categorized and
subsequently the results are compared among each other to determine possible
optimization potentials. In the third part of this chapter it is analyzed in which way the
DMO’s need to adjust their SMM activities toward actual and upcoming trends or
respectively have already adapted toward the trends.
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3.1.1.

Social Media Activity and Consumer Engagement

As described at the beginning of this chapter below the social media activity of each
destination, the consumer engagement in each social media channel and the social CRM
is analyzed. In the course of this chapter each table represents the KPI’s for one social
media channel over the course of the six months of the observation period. The KPI’s for
each social media page in one social media channel managed by one DMO are presented
in one table followed by the KPI’s for the social media pages managed by the other
DMO’s in same social media channel. The detailed calculation can be found in the annex.
The first two KPI’s, audience engagement and conversation reach, both reflect the dialog
and WOM activity which should take place in the social media channel. Audience
engagement focuses in its calculation on the comments and shares of the fans whereas
for the calculation of the conversation reach the overall fan activity is considered. The
third KPI, active advocates is important because advocates are ambassadors who raise
their voice in favour of the destination what results in the advantages of WOM. The
amount of active advocates is accounted by the number of shares per month divided
through the total amount of shares during the whole six month of observation.
Resolution rate and the resolution time (hour) are the next two KPI’s which are explained.
These two represent the support of the consumer on the social media page. Positive
resolution rate and resolution times are very important because of the disadvantages of
negative WOM (e.g. bad reputation). If the KPI for the resolution rate is zero that means
that the service issue has not been solved positive form the customer’s perspective and if
it is 1,00 all service issues have been solved positive.
The last KPI calculated is the sentiment ratio which is calculated with the positive, neutral
and negative comments of the fans. For the valuation one needs to know that the higher
the number of positive comments compared to the neutral comments and the total
number of comments the higher the sentiment ratio.
It is started with table number seven below which presents the KPI’s of Ascona-Locarno
Turismo for the social media channel Facebook.
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Audience
Engagement
Conversation
Reach
Active
Advocates
Resolution Rate
Resolution Time
(hours)
Sentiment Ratio

October
2011

November
2011

December
2011

January
2012

February
2012

March
2012

7,03

12,03

2,02

8,01

10,05

24,17

16,43

19,39

7,24

14,29

31,38

87,35

0,05
-

0,05
-

0,05
1,00

0,02
-

0,16
-

0,65
1,00

0,19

0,02

153,13
1,00

0,08

0,10

7,53
0,07

Table 7: Social Media Activities of Ascona-Locarno Turismo on Facebook
Source: Facebook.com, 2011a and Facebook.com, 2012a.

Visible from the table above the audience engagement (calculated out of the comments,
shares and overall number of fans) varies highly. During October 2011 the audience
engagement lies at 7,03 and in November 2011 it increases up to 12,03. The reason for
this is the increase in comments of fans. From October 2011 where fans posted 7
comments up to 12 comments in November 2011. In December 2011 the engagement
again decreased down to 2,02 before it increased again during January 2012 up to 8,01.
The reason for this increase is again the increasing number of comments in January 2012.
The audience engagement is higher in January 2012 although the number of shares
decreased. From January 2012 on the audience engagement increases up to 24,17 in
March 2012.
The reason is again the increase in comments and shares. During March 2012 the highest
number of comments from fans and the highest number of shares is observed. The
increase of the audience engagement in February 2012 and March 2012 is supposable
based on the fact, that in February 2012 the highest number of pictures and in March
2012 the highest number of videos is uploaded. In terms of the distribution of the
audience engagement to the different levels of the engagement pyramid as well February
2012 and March 2012 have been the best month because in February 2012 the highest
number of engagement on the ‘producing’ level is observed and during March 2012 the
highest numbers of engagement on the levels ‘sharing’ and ‘commenting’ are observed.
That February 2012 and March 2012 are the strongest months in terms of audience
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engagement is as well reflected in the KPI conversation reach (calculated out of posts,
comments, shares and likes of fans and the overall number of fans). The number for the
conversation reach is the highest in March 2012 with 87,35. In February 2012 it is 31,38
which is the doubled amount of January 2012. During December 2011 and January 2012
the conversation reach is the lowest with 7,24 in December 2011 and 14,29 in January
2012. This is not congruent with the numbers of audience engagement where October
2011 and December 2011 have been the months with the lowest number. The reason for
this is that for the calculation of the conversation reach also the ‘likes’ of fans are
considered and in October 2011 the third highest amount for ‘likes’ during the six months
of observation is observed.
From October 2011 until and including December 2011 the number of active advocates
remains unchanged with 0,05 because during all these months the number of shares
doesn’t change. In January 2012 it decreases down to 0,02 due to the decrease in shares.
Again in February 2012 and March 2012 the number increases from 0,16 in February 2012
up to 0,65 in March 2012. This is because the amount of shares increased fourfold from
15 shares in February 2012 up to 59 in March 2012. This is also confirmed by the fact, that
in March 2012 the consumer engagement on the ‘sharing’ level was the highest during
the whole observation.
Table seven only displays service issues in December 2011 and March 2012 and in both
months the resolution rate is 1,00 what means the service issues are solved satisfying. For
the KPI resolution time, it is important that it is as low as possible to be positive for the
social CRM of the destination. As visible in the table the resolution time for the service
issues in December 2011 is extremely high with 153,13 hours compared with the
resolution time for the service issues in March 2012 which was 7,53 hours. This shows
that the social CRM is satisfying at the end but the waiting time is long. The last measured
KPI is the sentiment ratio which represents the overall satisfaction of the consumer.
The sentiment ratio for the Facebook page of Ascona-Locarno is 0,29 in October 2011 and
this means that more positive than neutral comments are observed. In November 2011
the sentiment ratio is 0,02 which shows that the amount of neutral comments is higher
than the amount of positive comments whereas in December 2011 the sentiment ratio of
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1,00 shows that all observed comments are positive. This is the highest sentiment ratio
throughout the whole period of observation although the highest number of positive
comments is observed in March 2012. The fact, that all written comments are positive,
weights more than if the amount of positive comments is higher than the amount of
neutral comments.
Concluding for the Facebook channel of Ascona-Locarno it can be said that in view of
consumer engagement and advocates the months February 2012 and March 2012 are the
most successful whereas in terms of sentiment ratio October 2011 and December 2011
have been the most successful. During these months the engagement on the
‘commenting’ level is the lowest during the whole period of observation.
The next analyzed Facebook page is the one managed by Lugano Turismo. The results are
displayed below in table number eight.

Audience
Engagement
Conversation
Reach
Active
Advocates
Resolution Rate
Resolution Time
(hours)
Sentiment Ratio

October
2011

November
2011

December
2011

January
2012

February
2012

March
2012

11,00

6,00

43,03

11,01

1,00

1,00

15,00

14,01

145,09

44,02

4,02

24,01

0,00
0,00

0,00
1,00

0,73
1,00

0,16
1,00

0,00
-

0,11
0,00

0,00
0,00

35,75
0,08

0,24
0,10

37,60
0,16

0,00

0,00
0,00

Table 8: Social Media Activities of Lugano Turismo on Facebook
Source: Facebook.com, 2011b and Facebook.com, 2012b.

The audience engagement reached its peak in December 2011 based on the highest
number of comments and shares. This is also supported by the observation of the
consumer engagement which shows that the engagement on the ‘sharing’ and
‘commenting’ level is the highest in December 2011 followed by October 2011 and
January 2012. The engagement on the ‘sharing’ level is higher in January 2012 while the
engagement on the level of ‘commenting’ is equal in both months with 12 comments of
fans. The high consumer engagement during these months can be explained with the
facts that in December 2011 Lugano Turismo published the most posts and pictures
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during the whole time of observation and the consumers posted the most comments in
regard to the published pictures of the Christmas market. In January 2012 a fan posted
some pictures and Lugano Turismo uploaded a video which set up the, for the Lugano
Turismo page, high number of 11 comments. The 11 comments which are observed in
October 2011 are achieved without the activity of Lugano Turismo. Four postings and the
upload of one video by fans are observed in October 2011. The lowest audience
engagements are observed in February 2012 and March 2012 because Lugano Turismo
did not post something or upload a video during February 2012. In March 2012 Lugano
Turismo uploaded one new picture which is their whole activity during this month.
In contrast to this the conversation reach during March 2012 is the third highest during
the whole time of observation with 24,01. The reason for this is that the one picture
which is uploaded in this month is shared by 14 persons and liked by 16 persons. Overall
regarded the highest conversation reach is observed in December 2011 (145,09) and
January 2012 (44,02) similar to the audience engagement. As mentioned above the
engagement on the levels ‘sharing’ and ‘commenting’ is the highest in December 2011
followed by January 2012 but in January 2012 the engagement on the level of
‘production’ is the highest of the whole observation period.
The next calculated number is the activity of the advocates. During the months October
2011, November 2011 and February 2012 no active advocates could be recognized in
contrast to the months December 2011 (0,73), January 2012 (0,16) and March 2012
(0,11). Out of these three months the highest advocate activity is observed in December
2011 followed by January 2012 as well as for audience engagement and conversation
reach.
The overall amount of service issues is higher for the page of Lugano Turismo than for
Ascona-Locarno Turismo. During the period of observation six service issues are
recognized out of which two could not be solved positively. These are indicated with zero
in the table number eight above during the months October 2011 and March 2012. The
service issues are not resolved positively due to the fact that Lugano Turismo did not
answer. During November 2011 two service issues aroused and both have been solved
positively as well as the one service issue during December 2011 and the one in January
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2012. The resolution time which is displayed in the table shows that it varies from 37,06
in January 2012 down to 0,24 hours in December 2011. The resolution time in November
2011 is 35,75 (which is the average total response time of two service issues). February
2012 is the only month in which no service issue on behalf of the fans is observed. This is
also the month in which the lowest engagement on the level ‘producing’ is observed.
The KPI sentiment ratio indicates with the result of zero that during October 2011,
February 2012 and March 2012 no positive comment has been published on behalf of the
fans. From November 2011 (0,08) until January 2012 (0,16) the sentiment ratio increases.
Although the overall amount of positive comments (35) reaches its peak in December
2011 (sentiment ratio 0,10) the sentiment ratio is higher in January 2012 due to the
relation of positive and neutral comments.
Summarizing it can be said that the months December 2011 and January 2011 have been
the strongest months in terms of audience engagement, conversation reach, active
advocates and sentiment ratio. With regard to the resolution rate of service issue
improvement is necessary due to the two unanswered ones. This shows that the social
CRM is not optimal executed. Compared to the resolution time of Ascona-Locarno on
Facebook for the service issue in December 2011 the resolution time of Lugano Turismo is
lower and therefore more satisfying.
Ticino Turismo’s Facebook page is the next which is analyzed and displayed in table
number nine on the following page. For the Facebook page of Ticino Turismo the months
with the highest audience engagement are February 2012 with 8,00 and March 2012 with
12,01. During these two months the consumer engagement on the levels ‘sharing’ and
‘commenting’ is the highest. In January 2012 the lowest number of audience engagement
is observed due to the lowest consumer engagement on the levels of ‘sharing’ and
‘commenting’. As well as the audience engagement, the conversation reach is the highest
in February 2012 (32,03) and March 2012 (50,07). This is based on the facts that from
January 2012 until February 2012 the number of comments increased eightfold, the
number of shares increased around 450% and the number of likes increased from 16 up
to 123. From February 2012 until March 2012 the number of comments increased from
eight to twelve, the number of shares from 18 to 26 and the amount of likes more than
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doubled because it increased about 216%. The consumer engagement is this high during
these two months because in February 2012 Ticino Turismo published 15 posts and six
pictures and in March 2012 they published 28 posts and 11 pictures. In these two months
the activity and interaction on behalf of Ticino Turismo with the fans is the highest during
the whole time of observation.

Audience
Engagement
Conversation
Reach
Active
Advocates
Resolution Rate
Resolution Time
(hours)
Sentiment Ratio

October
2011

November
2011

December
2011

January
2012

February
2012

March
2012

4,00

2,00

2,00

1,00

8,00

12,01

7,01

7,01

5,01

8,00

32,03

50,07

0,02
1,00

0,04
-

0,02
-

0,08
-

0,35
1,00

0,50
-

31,15
0,13

0,12

0,10
0,08

0,50

0,00

1,00

Table 9: Social Media Activities of Ticino Turismo on Facebook
Source: Facebook.com, 2011c and Facebook.com, 2012c.

In contrast to the audience engagement the conversation reach is the lowest in
December 2011 with 5,01 due to the fact that less posts of fans and shares are observed
in this month compared to January 2012.
The overview of the active advocates in table nine attracts attention because compared
with the Facebook page of Lugano Turismo in each month of the observation advocate
activity is observed alike the advocate activity on the Facebook page of Ascona-Locarno.
The highest activity of advocates is as well recognized in February 2012 and March 2012
similar to the audience engagement and the conversation reach. As mentioned already
above, this is confirmed also by the observation of the consumer engagement on the
level of ‘sharing’ during February 2012 and March 2012.
Next the resolution rate and the resolution time are discussed. During the six months of
observation three service issues arise which are all positively solved. One issue arises in
October 2011 and this one is solved very fast in ten minutes and the two other service
issues rise during February 2012 and in average they are solved after 31,15 hours.
Compared to the resolution time in October 2011 this is a huge increase in time and is
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similar to the average resolution time of Lugano Turismo. The last important KPI is the
sentiment ratio which reaches its peak in January 2012 because all published comments
are positive. The second highest sentiment ratio is observed in November 2011 with 0,50
which is attributable to the fact that out of the two observed comments one is positive
and one neutral. An equal distribution of positive and neutral comments is as well
observed in February 2012 but the sentiment ratio is lower due to the overall number of
comments. The lowest sentiment ratio is observed in December 2011 because during this
month no positive comment was published all comments have a neutral character.
Conclusively one can say that the months February 2012 and March 2012 are the most
successful months in view of audience engagement, conversation reach and active
advocates whereas from the perspective of the KPI sentiment ratio the most successful
months are January 2012 and November 2012. The social CRM compared to Lugano
Turismo fulfills the basic approach that the service issue of a consumer is answered. The
average resolution time shows potential for optimization.
Below the social media channel Twitter is analyzed for each destination in view of the
activity of the consumers and the DMO’s. The activity of Lugano Turismo in the Twitter
channel could not be observed due to the fact that they are not present there. Two pages
are analyzed, the one managed by Ascona-Locarno Turismo and the one managed by
Ticino Turismo.
The KPI’s which are calculated are the same as for the social media channel Facebook.
The audience engagement is calculated in regard of the retweets by the destination, the
retweets by the followers and the amount of followers during one month. The
conversation rate is calculated by taking into account the retweets by the destination and
the followers, the favorites and the followers during one month. Thirdly the number of
active advocates is accounted by the retweets of the followers during one month and the
total amount of retweets by followers during the six months of observation. For the
resolution rate and the resolution time the same calculation as for the channel Facebook
is applied. The sentiment ratio is accounted by having regard to the retweets by the
destination.
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First the Twitter channel of Ascona-Locarno Turismo is analyzed in the following; the
KPI’s are displayed in table number ten below.

Audience
Engagement
Conversation
Reach
Active
Advocates
Resolution Rate
Resolution Time
(hours)
Sentiment Ratio

October
2011

November
2011

December
2011

January
2012

February
2012

March
2012

11,00

3,00

9,01

55,02

73,02

43,01

15,00

7,00

16,00

71,01

89,00

55,00

0,02
-

0,02
-

0,03
-

0,06
-

0,06
1,00

0,05
0,00

0,03

0,00

0,09

0,01

0,13
0,00

0,00
0,02

Table 10: Social Media Activities of Ascona-Locarno Turismo on Twitter
Source: Twitter.com, 2011a and Twitter.com, 2012a.

The audience engagement reaches its peak in February 2012 with 73,02 followed by
January 2012 with 55,02. This is attributable to the highest number of reshares by
Ascona-Locarno Turismo during January 2012 (55,02) and February 2012 (73,02). During
these two months the consumer engagement on the levels ‘sharing’ and ‘producing’ is
the highest. While during January 2012 the engagement on the level of ‘commenting’ (28)
is higher the engagement on the level ‘producing’ is higher during February 2012 (73). In
January 2012 Ascona-Locarno Turismo published the most tweets (139), the most videos
(9) and the most pictures (49) of the whole six months of observation. The lowest amount
of audience engagement is observed in November 2011 (3,00) where the consumer
engagement on the levels ‘sharing’ and ‘producing’ is the lowest. November 2011 is also
the only month in which Ascona-Locarno Turismo did not publish one video.
The conversation reach achieves its peak as well in February 2012 with 89,00 and is
followed as well by January 2012 with 71,01. The conversation reach is this high during
these months because the engagement on the level of ‘commenting’ is the highest during
the whole time of observation. During the months of January 2012 and February 2012 the
overall engagement on all levels beside of watching is equal and the highest out of the six
months of observation. This is the reason why also the amount of active advocates is the
highest during January 2012 and February 2012 and furthermore is equal with 0,06. The
lowest number of active advocates is observed in October 2011 and November 2011
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where the engagement on the level ‘sharing’ is the lowest observed. The next interesting
KPI’s which represent the social CRM are the resolution rate and time. Overall three
service issues, two in February 2012 and one in March 2012 are recognized. Two out of
three are solved successfully through the redirection to the customer service and one is
not solved satisfactorily. As visible in table number ten above the satisfying solved service
issues take place in February (indicated by 1,00) and the not satisfactory in March 2012
which is indicated by a zero. The resolution time needed in February 2012 amounts to
average 13 minutes which is much faster than they solve service issues on their Facebook
page.
The sentiment ratio is zero during November 2011 and February 2012 because in
November 2011 no positive comment is observed and in February 2012 the third highest
number of positive comments is observed (15) but this nullifies due to the high amount of
neutral comments (58) and overall comments (73) which are the highest out of the whole
time period of observation. The highest sentiment ratio exists in December 2011 with
0,09 due to the amount of positive comments (4) proportional to the neutral comments
(5) and the overall comments (9).
Concluding one can say the Twitter channel of Ascona-Locarno is most successful during
the months January 2012 and February 2012 in view if the audience engagement, the
conversations reach and the active advocates while the sentiment ratio determines
December 2011 as the most successful month. In terms of social CRM two out of three
service issues have been solved exemplary in a good time but one is by-passed by them
what gives the person a bad feeling and possibly in the worst case results in negative
WOM.
The next analyzed channel is the Twitter page of Ticino Turismo, the table number 11
below displays the KPI’s.

P a g e | 68

Audience
Engagement
Conversation
Reach
Active
Advocates
Resolution Rate
Resolution Time
(hours)
Sentiment Ratio

October
2011

November
2011

December
2011

January
2012

February
2012

March
2012

0,00

0,00

0,00

0,00

5,01

2,01

0,00

2,00

1,00

0,00

22,00

12,00

0,00
-

0,05
-

0,03
-

0,00
-

0,46

0,27

-

-

-

-

-

0,30

0,00

Table 11: Social Media Activities of Ticino Turismo on Twitter
Source: Twitter.com, 2011b and Twitter.com, 2012b.

The audience engagement for the months from October 2011 until and including January
2011 is zero because the consumer engagement on the level of ‘producing’ is zero. Only
during the months November 2011 and December 2011 minor consumer engagement is
observed on the level of ‘sharing’. This doesn’t reflect here due to the fact that the
proportion of the engagement on the level ‘watching’ is extremely high with more than
1.000 fans. This minor engagement can be referred to the 40 published tweets during
November 2011 and the 32 published tweets and the three published videos during
December 2011. The highest audience engagement is observed during February 2012
where the consumer engagement on the levels of ‘sharing’ and ‘producing’ is the highest.
At this point it needs to be said that February 2012 has not been the month with the
highest number of tweets, pictures or videos. The month with the highest amount of
published tweets and pictures is March 2012 whereas the most videos are uploaded
during December 2011 and January 2012.
The KPI for the conversation reach is by far the highest during February 2012 because also
the consumer engagement on the level of ‘commenting’ is the highest during this month.
The second highest conversation reach can be observed during March 2012 which
corresponds with the fact that the engagement on all levels except the level of ‘watching’
is the second highest.
As well the highest number of active advocates is observed during February 2012 (0,46)
followed by March 2012 (0,27). This is again based on the fact that during all other
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months the consumer engagement on the level of ‘sharing’ is very low or respectively
zero during January 2012.
Due to the fact that no service issue rises during the six month of observation no
statement can be made according to the social CRM on the Twitter page of Ticino
Turismo. The KPI which represents the sentiment ratio is the highest during February
2012 because during this month the only three positive comments are recognized. During
March 2012 the comments are neutral which is represented in the table with a zero. In
terms of the sentiment ratio no data is analyzed for the months from October 2011 until
and including January 2012 because no consumer engagement on the level of ‘producing’
takes place during these months.
Conclusively one can say that the page of Ticino Turismo exhibits, compared to the other
Twitter page managed by Ascona-Locarno Turismo, the lowest consumer engagement.
The most successful month in terms of all measured KPI’s is February 2012 followed by
March 2012. The calculated KPI’s show that during February 2012 the overall consumer
engagement is the highest on all levels except the level of ‘watching’ although March
2012 is the month with the highest activity on behalf of Ticino Turismo.
Below the most important KPI’s for the social media channel YouTube are discussed for
the pages of Ascona-Locarno Turismo and Ticino Turismo. Due to the inactivity of Lugano
Turismo on its YouTube page during the six months of the structured observation no data
is ascertained and therefore no calculation of the KPI’s takes place. Because of the
different nature of a YouTube channel (video sharing service where one can comment,
recommend and link videos) compared to Facebook and Twitter only two KPI’s are
analyzed, the audience engagement and the conversation reach. For the KPI consumer
engagement the number of comments and the views during one month are taken into
consideration and for the KPI conversation reach the comments, likes, dislikes and views
during one month are taken into account.
The first analyzed YouTube page is the one of Ascona-Locarno Turismo; the KPI’s are
displayed in the table number 12 below.
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Audience
Engagement
Conversation
Reach

October
2011

November
2011

December
2011

January
2012

February
2012

March
2012

0,01

0,00

0,00

0,00

0,00

0,00

4,18

1,03

2,05

1,02

3,00

0,02

Table 12: Social Media Activities of Ascona-Locarno Turismo on YouTube
Source: YouTube.com, 2011a and YouTube.com, 2012a.

The highest audience engagement is observed during October 2011 based on one
comment which is posted. During February 2012 another comment is published but this
does not appear in the table because proportionally seen the one comment is not valued
due to the 218 views during that month. During all other months no comment is
published. The conversation reach achieves its peak in October 2011 followed by
February 2012. During October 2011 Ascona-Locarno Turismo published four new videos
out of which three are produced by others and one is created by them. As well in October
2011 the consumer engagement on the levels of ‘sharing’ and ‘producing’ are the highest
compared with all other months. Although February 2012 is not the month with the
second highest consumer engagement on the level ‘sharing’, has not the most views and
not more videos are published than during January 2012 and March 2012, it is the month
with the second highest conversation reach. The reason for this is the one comment
which is already mentioned above. In the calculation of the KPI this one comment weights
more than the number of likes, dislikes and views.
The in the following analyzed YouTube channel is the one managed by Ticino Turismo.
The results are shown in table 13 below.

Audience
Engagement
Conversation
Reach

October
2011

November
2011

December
2011

January
2012

February
2012

March
2012

0,00

0,00

0,00

0,00

0,00

0,00

6,04

5,01

1,03

2,01

0,00

4,03

Table 13: Social Media Activities of Ticino Turismo on YouTube
Source: YouTube.com, 2011c and YouTube.com, 2012c.

What attracts attention in table 13 is that the audience engagement is zero over the
whole period of observation. The reason for this is that no comment is published during
the six months. The conversation reach shows, that audience engagement takes place but
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not on level of ‘commenting’. The highest numbers for the conversation reach are
observed during October 2011 with 6,04 and November 2011 with 5,01. Due to the fact
that during October 2011 the consumer engagement on the level of ‘sharing’ is the
highest with 12 and during November 2011 the engagement on the same level is the
second highest with 10 the conversation reach is the highest during these months.
Although during November 2011 422 views are observed and two videos are uploaded
the conversation reach during October 2011 is higher with only 143 views and one new
uploaded video. This can be explained by the fact that for the calculation the engagement
on the level of ‘sharing’ is more important than the amount of views. Proportionally
viewed, consumer engagement on the level of ‘sharing’ (which is 12 here) weights more
with only 143 views than engagement on the level of ‘sharing’ with 10 shares and 422
views.
Summarized one can say that the overall consumer engagement in the channel YouTube
for both destinations is not as high as it is on their Facebook or Twitter pages. Both
destinations have many views during the six months of observation (Ascona-Locarno
Turismo in total 868 views, Ticino Turismo in total 1011 views) but the engagement on
the other levels besides ‘watching’ is very low.
Subsequently the pages of Ascona-Locarno Turismo and Ticino Turismo in the social
media channel Flickr are analyzed. Lugano Turismo maintains no page in the social media
channel and therefore no data could be observed. Due to the very low consumer
engagement on the levels of ‘sharing’, ‘commenting’ and ‘producing’ only one month in
which observable consumer engagement takes place is presented for Ascona-Locarno
Turismo and Ticino Turismo.
The KPI’s which are used in the following are audience engagement, conversation reach,
active advocates and sentiment ratio. For the calculation of the KPI audience engagement
the use of the amount of published comments, the number of added pictures in galleries
of other users and the views during one month are taken into account. The conversation
reach is accounted by the same data as the audience engagement and by adding the
tagged favorites of fans during one month. For the number of active advocates the
number of pictures which are added to the galleries of other users per month and the
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overall number of pictures added to other galleries of six months are taken into account.
The KPI sentiment ratio is calculated in the same way as for Facebook, by taking the
comments into consideration.
First the Flickr page of Ascona-Locarno Turismo is analyzed (table 14 below) and only
during January 2012 active consumer engagement is observed. The audience engagement
in January 2012 is 1,00 due to the one comment which is published. This one comment is
positive which is indicated by the sentiment ratio of 1,00. During January 2012 585 views
are observed and 22 new pictures are uploaded by Ascona-Locarno Turismo. The
conversation reach is as well one because only the one published comment is counted, no
other active consumer engagement could be observed.
Audience Engagement
Conversation Reach
Active Advocates
Sentiment Ratio

January 2012
1,00
1,00
1,00

Table 14: Social Media Activities of Ascona-Locarno Turismo on Flickr
Source: Flickr.com, 2011a and Flickr.com, 2012a.

During January 2012 the highest amount of views and highest number of uploaded
pictures during the whole time of observation is watched. March 2012 is the only month
during which no new pictures are uploaded, during October 2011, November 2011 and
February 2012 one new picture is uploaded by the DMO.
In the following the Flickr page of Ticino Turismo is analyzed and the results are displayed
in table 15 below.
Audience Engagement
Conversation Reach
Active Advocates
Sentiment Ratio

October 2011
5,00
9,00
1,00
1,00

Table 15: Social Media Activities of Ticino Turismo on Flickr
Source: Flickr.com, 2011b and Flickr.com, 2012b.

Compared to the Flickr page of Ascona-Locarno the consumer engagement in October
2011 is very high. The audience engagement is 5,00 because five comments are published
which are all positive as indicated by the sentiment ratio of 1,00. The conversation reach
is 9,00 because of the five published comments, four pictures which were added to the
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galleries of other users and one picture which is tagged as a favorite by one user. The
result for the KPI active advocates is 1,00. This is due to the fact that four pictures are
added to the galleries of other users during October 2011 but this is as well the total
amount of pictures added to the galleries of other users during the whole six months.
During October 2011 Ticino Turismo uploaded 97 new pictures and created 4.519 views
with these pictures and five comments. But compared to the activity of Ascona-Locarno
Turismo on their Flickr page this was the only activity of Ticino Turismo over six months
on their page.
Concluding one can say that the consumer engagement on the pages of both presented
destinations is very low. Whereas Ascona-Locarno Turismo at least updates their Flickr
page compared to Ticino Turismo who seems to ignore this social media channel during
five out of six months of the observation.
The last social media channel which is now analyzed is Google+ and as mentioned above
all DMO’s set up a page on Google+ during November 2011. Ticino Turismo uploaded also
79 pictures, four videos and published seven posts during November 2011. After
November 2011 no activity is observed on their Google+ page. Lugano Turismo as
mentioned at the beginning of the observation set up a Google+ page but did not even fill
in the basic information. Due to the fact that only the Google+ page of Ascona-Locarno
Turismo is maintained over the five month of observation (table 16). The Google+ page,
which is maintained by Ticino Turismo, is analyzed for the month November 2011.
The used KPI’s are audience engagement measured by comments and reshares,
conversation reach calculated with the use of the amount of plus ones, comments,
reshares and fans (people in their circle) and as last KPI the active advocates by taking
into account the number of reshares in one month and the amount of reshares during the
six months of observation.
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Audience
Engagement
Conversation
Reach
Active
Advocates

November
2011

December
2011

January
2012

February
2012

March
2012

0,06

0,00

0,00

0,00

0,06

1,06

0,00

0,00

10,00

6,06

0,25

0,00

0,00

0,00

0,75

Table 16: Social Media Activities of Ascona-Locarno Turismo on Google+
Source: plus.google.com, 2011a and plus.google.com, 2012a.

For the audience engagement the highest results of 0,06 are achieved during November
2011 and March 2012. During the months December 2011, January 2012 and February
2012 the value is zero due to the fact that no fan reshared a post. Ascona-Locarno
Turismo published one post during January 2012 and 12 during February 2012 out of
these posts 10 are pictures and two are videos. In December Ascona-Locarno Turismo did
not publish anything on their Google+ page. During November 2011, the one of the two
most successful months, the DMO published eight posts and 57 pictures when they set up
their fan page.
Although November 2011 is the second successful month in view of the audience
engagement, in terms of the conversation reach it is the third successful month. In terms
of conversation reach February 2012 with the result 10,00 is the most successful month
followed by March 2012 with the value 6,06. The reason for this is the increase in the
amount of fans who plused one posts. Over the time of observation the amount increases
from one plus 1 in November 2011 up to 10 in February 2012. The second highest
conversation reach is as already mentioned March 2012 where the amount of plus 1
decreased from 10 to six while the amount of reshares increased from one during
November 2011 up to three during March 2012. The observation of the consumer
engagement over five months shows that during February 2012 the consumer
engagement on the level of ‘watching’ is higher as well as during March 2012 the
consumer engagement on the level of ‘sharing’. The increase in the number of reshares
by fans is reflected in the KPI active advocates which is the highest during March 2012
with a value of 0,75 and on the second place ranks November 2011 with a result of 0,25.
During the time of observation no service issues rise up and therefore it is not possible to
evaluate the social CRM of the Google+ page of Ascona-Locarno Turismo.
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Audience Engagement
Conversation Reach
Active Advocates

November 2011
0,05
4,05
1,00

Table 17: Social Media Activities of Ticino Turismo on Google+
Source: plus.google.com, 2011c.

As mentioned above for the Google+ page of Ticino Turismo only the KPI’s for November
2011 are presented because during all other months no activity on behalf of the
destination is observed. The audience engagement is 0,05 which is only 0,01 less than
Ascona-Locarno Turismo’s page has. Compared to this page the conversation reach (4,05)
is much higher due to the high consumer engagement on the level of ‘sharing’. The
amount of active advocates (1,00) is significantly higher than the amount of active
advocates on the page of Ascona-Locarno Turismo during the same month.
Concluding for this chapter it can be summarized that during the time of observation of
the social media channels in view of the comments not one negative comment is
detected. The comments are either positive or neutral.
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3.1.2.

Content Analysis

In the course of this chapter the content of the social media channels Facebook, Twitter
and Google+ on the pages managed by Ascona-Locarno Turismo, Lugano Turismo and
Ticino Turismo is analyzed on a monthly basis according to the content which is published
on behalf of the DMO’s. The social media channels YouTube and Flickr are not analyzed in
regard of their content because the nature of these social media channels is that only
videos and pictures are uploaded and shared as content.
The analysis below is executed as follows. As a first step the nature of the published
content is determined. This means a categorization into: posts, pictures and videos. In a
second step the content of the posts is determined and categorized according to previous
determined topics. The result is presented in graphs below. In the course of the content
analysis the data of the KPI audience engagement are compared with the results of the
content analysis to reveal whether the content of a post coheres with the engagement of
the audience and on which level the consumer engagement takes place. Following on the
analysis the results of the content analysis are compared among the social media pages of
the three observed DMO’s to highlight optimization potential for each destination.
First the content of the posts published in the social media channel Facebook is analyzed
for Ascona-Locarno Turismo.
Content published by Ascona-Locarno Turismo on Facebook and Audience Engagement
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Graph 6: Content Ascona-Locarno Turismo Facebook and Audience Engagement
Source: Own development.

Graph number six above displays the published content over the course of six months
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divided between posts, pictures and videos as well as the audience engagement during
these months. During October 2011, January 2012, February 2012 and March 2012 the
most published content are pictures. In these months the audience engagement is high
and ranges between seven in October 2011 and 24 in March 2012. The overall highest
number of pictures is uploaded in February 2012. During November 2011 posts are the
most published content whereas in December 2011 videos represent the most published
content. November 2011 is the month during which the audience engagement reaches its
second highest amount after its peak during March 2012. On the third place in terms of
audience engagement ranks February 2012. Due to the fact that during March 2012
either the highest number of posts is published or the highest number of pictures and
videos is uploaded the high audience engagement seems to be related to the content of
the posts.
The content of the posts is distributed as showed below in graph seven according to the
following different categories of topics: events and festivals, weather, destination news,
special offers for tourists, quiz, newsletter and other social media channels trip
suggestions, activity proposals, recipes and special deals.
Content Distribution according to Categories Facebook Ascona-Locarno Turismo
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Graph 7: Content Distribution Facebook Ascona-Locarno Turismo
Source: Own development.

In October 2011 the most published posts include information about events and festivals
in the region (4) and the other published content divides into one quiz, one suggestion for
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a trip and one recipe. The highest number of posts regarding information about events
and festivals (5) is published during November 2011 as well as the most posts which
include activity proposals (5) as content. As November 2011 is the month with the highest
number of posts the content is most diverse during this month. Published contents are,
beside the already mentioned: destination news (2), promotion of other social media
channels and the newsletter (2), trip suggestions to the Ascona-Locarno region (1) and
special deals (2) in form of railway tickets and rooms. During December 2011 the most
frequent published content is the one about special deals in terms of train tickets and
rooms (2). Beside this Ascona-Locarno Turismo publish one suggestion for a trip and one
proposal for an activity.
January 2012 is the month with the lowest amount of posts, one is published concerning
the weather and the other one deals with special offers for tourists (a radio app which
informs about the best tourist tips). During February 2012 the published content deals
with the weather (2), upcoming events and festivals (1) and news about the destination
(1). In February 2012 the focus regarding the posts is set on: weather information (2),
news about the destination (1) and information about events and festivals (1). During
March 2012 all published four posts have the same content which is the recommendation
of different activities.
During the months with the highest audience engagement the published content is
different. The months with the highest (March 2012) and third highest (February 2012)
audience engagement are months during which the amount of uploaded pictures is
considerably higher than the amount of published posts. In both months only four posts
are published, the posts published in March 2012 deal only with one topic (activity
proposals) while during February 2012 three different topics are covered (events and
festivals, weather and destination news). Only during the month with the second highest
audience engagement, November 2011, the number of published posts exceeds the
number of uploaded pictures and the posted content covers a range of six different topics
(events and festivals, activity proposals, destination news, promotion of other social
media channels and the newsletter, trip suggestions and special deals).
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Below the content of the posts published on the social media page Facebook managed by
Lugano Turismo is analyzed.
Content published by Lugano Turismo on Facebook and Audience Engagement
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Graph 8: Content Lugano Turismo Facebook and Audience Engagement
Source: Own development.

The most frequently published content on the Facebook page managed by Lugano
Turismo are pictures. During November 2011 one post and during December 2011 two
posts are published by Lugano Turismo while during December 2011 15 pictures and in
March 2012 one picture is uploaded. December 2011 and January 2012 are the months
during which always one video is published. The highest audience engagement takes
place during December 2011 (43) followed by October 2011 (11). The high engagement
during December 2011 coheres presumably with the high number of published pictures
and the content of the two published posts. The audience engagement during October
2011 (11) is based on the overall consumer engagement of fans on the level ‘producing’
and does not cohere with something published by Lugano Turismo because as visible
from the graph eight nothing is published. The second highest audience engagement after
October 2011 is observed during January 2012 (11) where only one video is published by
the destination. But as during October 2011 the consumer engagement on the level
‘producing’ is high during January 2012 but the high audience engagement during this
month is based on the one video which is uploaded.
As visible from Graph number eight above, overall Lugano Turismo published three posts
which need to be analyzed concerning their content. Possible categories of topics are:
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events and festivals, weather, destination news, special offers for tourists, quiz,
newsletter and other social media channels trip suggestion, activity proposals, recipes
and special deals.
Content Distribution according to Categories Facebook Lugano Turismo
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Graph 9: Content Distribution Facebook Lugano Turismo
Source: Own development.

During November 2011 one post is published which has the promotion of the webcam on
the homepage of Lugano as content and the other two published posts during December
2011 deal both with upcoming and actual events and festivals. This single post about the
Christmas events in Lugano and the 15 pictures which are uploaded initiate the high
audience engagement especially on the consumer engagement level of ‘sharing’.
The last Facebook page which is analyzed according to its content is the one which is
managed by Ticino Turismo.
Content published by Ticino Turismo on Facebook and Audience Engagement
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Graph 10: Content Ticino Turismo Facebook and Audience Engagement
Source: Own development.

The overall highest number of published posts and uploaded pictures is observed during
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March 2012 while the highest number of uploaded videos is observed during November
2011. As well the audience engagement reaches its peak with a value of 12 during March
2012. The second highest audience engagement is calculated for February 2012 followed
by October 2011. During these two months the amount of published posts exceeds the
number of uploaded pictures. In October 2011 the number of published posts is nine
times higher than the number of uploaded pictures. March 2012 is the month during
which the consumer engagement on all levels (watching, sharing, commenting, and
producing) is the highest followed by February 2012. The lowest number of published
posts is observed during January 2012 which is also the month where zero pictures are
uploaded as well as during November 2011 and December 2011.
Graph number 11 displays the result of the content analysis of the published posts on the
social media page Facebook managed by Ticino Turismo. The analysis of the content is
done according to the following categories of topics: events and festivals, weather,
destination news, special offers for tourists, quiz, newsletter and other social media
channels trip suggestion, activity proposals, recipes and special deals.
Content Distribution according to Categories Facebook Ticino Turismo
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Graph 11: Content Distribution Facebook Ticino Turismo
Source: Own development.

Upon the first sight of the graph 11 one can see that posts which have events and
festivals as content are published frequently during the six months of observation. During
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October 2011 the highest number of posts deals with upcoming and actual events and
festivals (4) in the region, two posts include activity proposals; one is a reminder for the
participation in a challenge while another one promotes their other social media channel
Flickr, related to the announcement that the pictures of ‘Obiettivo Turismo 2011’ are
uploaded on their page. In November 2011 as well the highest number of posts addresses
the actual and upcoming events (7). Two posts include activity proposals, one is a
suggestion for a trip and one is the promotion of the new set up Google+ fan page. As
well during December 2011 the most posts deal with the events in the region (4) while
two other posts include news about the destination and one informs about a special deal
concerning the swiss railway. January 2012 is the month with the lowest number of posts.
During this month the most posts are again related to events and festivals in the region
followed by one post with news about the destination and another one which promotes
the new media corner (on their website).
During February 2012 six posts are related to events and festivals in the region, one post
relegates to their homepage where all their social media pages are listed while two other
posts give recommendations for activities. The month with the highest amount of posts is
March 2012 with an overall amount of 18 posts. The most posts (7) have activity
proposals as content while the second highest amount (6) is dedicated to events and
festivals in the region. Two other posts during that month are promoting the good
weather in the region, two are activity proposals and one is a reminder of the special deal
about the swiss railway. During the months with the highest audience engagement
(October 2011, February 2012 and March 2012) the highest number of published posts
concerns actual and future events and festivals. Additionally only during these month
pictures are uploaded whereby the highest amount is uploaded during March 2012 (9)
followed by February 2012 (5) and October 2011 (1).
Secondly the content of the posts published in the social media channel Twitter is
analyzed. It is started with the page which is managed by Ascona-Locarno Turismo.
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Content published by Ascona-Locarno Turismo on Twitter and Audience Engagement
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Graph 12: Content Ascona-Locarno Turismo Twitter and Audience Engagement
Source: Own development.

At first appearance on graph 12 one can see the difference between Facebook and
Twitter regarding the overall amount of posts and uploaded pictures. The highest number
of posts (81) is observed during January 2012 followed by December 2011 (74) and March
2012 (70). Regarding the pictures during January 2012 (49) the most pictures are
published followed by February 2012 (30) and March 2012 (29).
Concerning the audience engagement the highest numbers of this KPI are calculated for
February 2012 (73) followed by January 2012 (55) and March 2012 (43). During these
months the highest number of videos is uploaded, in January 2012 nine and during
February 2012 and March 2012 seven. On the subject of the levels of consumer
engagement February 2012 is the month during which the engagement on the level of
‘producing’ is the highest whereas during January 2012 the engagement on the levels of
‘sharing’ and ‘commenting’ are the highest. During March 2012 the highest consumer
engagement takes place on the level of ‘watching’.
For the analysis of the content published on Twitter the following topic categories which
are similar to the ones of Facebook are set: accommodation, events and festivals,
weather, destination news, special offers for tourists, quiz and contests, newsletter and
social media channels, trip suggestions, daily press review, activity proposals, special
deals, recipes and answers and welcomes. Graph 13 on the next page displays the
distribution according to the categories.
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Content Distribution according to Categories Twitter Ascona-Locarno Turismo
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Source: Own development.
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Graph number 13 above shows that some topics stand out in view of the frequency they
are published. These are firstly the events and festivals, secondly the newsletter and
social media channels, thirdly the trip suggestions, fourthly the activity proposals and
fifthly the answers and welcomes.
During October 2011 the content is diversified and the highest number of posts deals
with trip suggestions to the area of Ascona-Locarno (7). Followed by the proposals of
different activities (6), the upcoming and actual events (5) and the promotion of the own
newsletter and other social media channels (5) especially Facebook. Other content which
is published is the weather (1), destination news (2), one recipe and one post in which
Ascona-Locarno Turismo welcomes a follower in the area of Ascona-Locarno.
November 2011 is as well diverse in view of the content of the posts. There are four focus
areas set. Firstly focus is the informing of the followers about actual and future events
(25), secondly the promotion of the newsletter and the other social media channels (16),
third trip suggestions to the Ascona-Locarno area (10) and fourthly activity proposals (8).
Other posts have as content answers and the welcoming of followers in the region (6) and
special deals (3), among others concerning the swiss railway.
During December 2011 the focus of the content of the posts shifts partially, compared
with November 2011. The highest number of posts is still dedicated to the upcoming and
current events in the area (24) and is followed by posts which are answers and welcomes
of followers in the region as well as many Christmas wishes to followers (17). Another 12
posts deal with trip suggestions to the Ascona-Locarno area during the winter time. The
promotion of their newsletter and their other social media channels is done with 11
posts. In five posts Ascona-Locarno recommends different activities. Also they indicate
some possibilities for renting a room or hotel in two other posts. Two posts deal with
special offers for tourists while they remind their followers with another post at the
special deal concerning the swiss railway.
January 2012 is the month with the second highest audience engagement (55) this is also
reflected in the content in the way that 30 posts only deal with the welcoming of tourists
in the region and thanking for reshares of their followers. Another 17 posts have trip
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suggestions to the region as content especially targeted on families. With 15 posts they
propose different activities to their followers and another nine posts have actual and
future events as content. With six posts they promote their newsletter and other social
media channels, two posts have the weather and one has news about the destination as
content while one post deals with the topic accommodation. February 2012 the month
with the highest audience engagement is as well the month with the second lowest
amount of posts and the second highest in view of uploaded pictures. The highest
number of posts (16) is dedicated to the actual and future events in the Ascona-Locarno
area as during December 2011. Eight posts concern the welcoming of followers in the
region and thanking followers for retweets while another six have activity proposals as
content. Attracting the tourists to spend their holidays in the Ascona-Locarno region is
the content of another five posts. For the promotion of the newsletter and the other
social media channels as well as for the weather always four posts are published during
February 2012. Two posts include news about the destination and another one is a
contest.
The content which is posted during March 2012 and causes the third highest audience
engagement (43) is distributed to seven categories. The most posts concern future and
actual events in the area (23) while 16 posts deal with the welcoming of followers in the
region and thanking for retweets. Another 12 posts are activity proposals for the area and
nine are suggestions for a trip to the Ascona-Locarno area. Five posts highlight the good
weather in the region and four have the promotion of the newsletter and the other social
media pages as target. One post during March 2012 focuses on a special deal.
Below the Twitter fan page managed by Ticino Turismo along with the audience
engagement is analyzed. Graph number 14 on the next page first displays the
categorization of the nature of the published content and the audience engagement on a
monthly basis.
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Content published by Ticino Turismo on Twitter and Audience Engagement
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Graph 14: Content Ticino Turismo Twitter and Audience Engagement
Source: Own development.

The graph displays clearly that the most published content are posts over the course of
the observation period. The highest amount is published during March 2012 (72) followed
by February 2012 (64) and November 2011 (40). Pictures are only published during the
months March 2012 (6) and October 2011 (1). During March 2012 additionally one video
is posted. During the months December 2011 and January 2012 three videos are
published. What attracts attention in the graph number 14 is that the audience
engagement is zero except during the months March 2012 (2) and February 2012 (5).
The audience engagement reaches its peak during February 2012 where the second
highest amount of posts and no videos or pictures are uploaded. During this month the
highest consumer engagement on the levels of ‘sharing’ (17), ‘commenting’ (3) and
‘producing’ (5) is observed. Compared to this the audience engagement during March
2012 is lower but at least present. The consumer engagement during March 2012 is
higher on the level of ‘watching’ (1.432) than during any other month although six
pictures and one video are published the consumer engagement on the other levels is
lower than during February 2012.
On the next page the content distribution according to categories of the Twitter page
managed by Ticino Turismo is displayed.
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Content Distribution according to Categories Twitter Ticino Turismo
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Graph 15: Content Distribution Twitter Ticino Turismo
Source: Own development.
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For the analysis of the distribution of the content towards several topics, the set
categories are the same as for the Twitter page of Ascona-Locarno Turismo
(accommodation, events and festivals, weather, destination news, special offers for
tourists, quiz and contests, newsletter and social media channels, trip suggestions, daily
press review, activity proposals, special deals, recipes and answers and welcomes).
A first view on the graph 15 above shows that the most frequently published content is
the daily press review which is a document published by Ticino Turismo which contains all
newspaper articles concerning the region. During October 2011 the highest amount of
posts of all published 37 posts is dedicated to the daily press review (35). From the
remaining two posts one is dealing with events and festivals and the other one is a
reminder of the challenge organized by Emozioni Ticino. Out of the 40 posts published
during November 2011 similar to October 2011 the highest number of published posts
(38) has the daily press reviews as content. The leftover two other posts are a trip
suggestion and an activity proposal.
During December 2011 more topics are covered with 29 posts but the highest amount
(26) of posts contains the link to the daily press review. One post each of the remaining
three belongs to the topics of events and festivals, promoting other social media channels
and a special deal addressing the SBB railway. In January 2012, the month with the lowest
number of posts (27) during the six months observation, two topics are covered with the
posts. First the daily press reviews with 23 posts and second the promotion of another
social media channel and their own website. Until February 2012 the most content which
is published is the daily press review, only 11 posts out of 133 (in four months) cover
other topics.
February 2012 and March 2012 are the months where audience engagement could be
measured. These are as well months during which more topics are covered compared to
the previous months. The posts published during February 2012 (64) cover eight different
topics and for the first time the highest number of posts is not dedicated to daily press
review (25) but rather to events and festivals in the region (30). The other six topics which
are covered during this month are answers and welcomes of followers in the region (4),
the weather (1), the promotion of another social media channel (1), a contest in the

P a g e | 90

context of the upcoming father’s day (1), a special deal of the Swiss Diamond hotel (1)
and one activity proposal. The wide range of topics is the reason for the high audience
engagement.
Compared to February 2012 the posts published in March 2012 cover one topic more,
these are: events and festivals, weather, destination news, newsletter and social media
channels, trip suggestions, activity proposals, daily press review, special deals and
answers and welcomes. In contrast to February 2012 the highest amount of posts is again
dedicated to the daily press reviews (25) followed by 18 posts with activity proposals and
12 about future and current events and festivals in the region. Three posts each are
related to the topics weather, the promotion of other social media channels and answers
and greetings. Although more topics are covered during this month the audience
engagement is lower. A significant difference which attracts attention is that during
February 2012 the highest amount of posts is not dealing with the daily press reviews in
contrast to the other five months.
The third and last social media channel which is analyzed to determine the content is
Google+. Below the fan pages managed by Ascona-Locarno Turismo and Ticino Turismo
are evaluated.
Content published by Ascona-Locarno Turismo Google+ and Audience Engagement
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Graph 16: Content Ascona-Locarno Turismo Google+ and Audience Engagement
Source: Own development.

It is visible from the graph 16 above that the highest amounts of content published are
pictures followed by posts and videos. The KPI of the audience engagement reaches its
peak in November 2011 and March 2011. The consumer engagement during November
2011 and March 2012 only takes place on the levels of ‘watching’. Although the KPI for
the audience engagement during February 2012 is zero, consumer engagement takes
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place on the level of ‘watching’ and ‘sharing’. During December 2011 no activity is
observed on their fan page and during January 2012 one post is published. The month
with the overall highest activity observed is February 2012.
The following graph displays the results of the analysis of the content. The analysis of the
posts is done by setting the following categories for topics: events and festivals,
newsletter and social media channels, trip suggestions and activity proposals.
Content Distribution according to Categories Google+ Ascona-Locarno Turismo
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Graph 17: Content Distribution Twitter Ticino Turismo
Source: Own development.

The graph 17 shows the most frequently published contents are firstly activity proposals
and secondly the promotion of the newsletter and other social media channels. During
November 2011 one post is published which promotes the other social media channels
which are managed by Ascona-Locarno Turismo, while seven pictures are uploaded which
raise the audience engagement. As mentioned above no content has been published
during December 2011. During January 2012 again one post is published which promotes
the other social media channels in which Ascona-Locarno is present. In February 2012 two
posts are published, one about the upcoming carnival event and the other one is the
activity proposal to do a tour by sedgways. During February 2012 as well the highest
amount of pictures is uploaded. This initiates the consumer engagement which is invisible
in terms of the KPI audience engagement. In March 2012 also two posts are published,
one is the suggestion to do the next trip to the Ascona-Locarno region and the other one
is the proposal to do the next trip by bike in the region. Overall six pictures and three
videos are uploaded during this month which cause the audience engagement (KPI: 0,06).
The Google+ fan page which is maintained by Ticino Turismo is only maintained during
November 2011 when they set up the page. Therefore only the month November 2011
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can be analyzed according to the content with the assistance of the above described
categories.
Content published by Ticino Turismo Google+ and Audience Engagement
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Graph 18: Content Ascona-Locarno Turismo Google+ and Audience Engagement
Source: Own development.

The content which is published during November 2011 is distributed among posts,
pictures and videos in the following way; three are pictures and three are videos while
one is a post. The consumer engagement during November 2011 is about 0,05. The
content of the one published post is the website of Ticino Turismo which is plused one by
three people. The audience engagement bases as well on the published pictures about
the canyoning in the region Ticino.
To conclude the part of the content analysis the following graphs draw final comparisons
among the topics covered by the three DMO’s and the audience engagement, both
summarized for the six months of observation. The comparisons are segmented per social
media channel, starting with Facebook.
Comparison of the Contents used by Ascona-Locarno, Lugano and Ticino in Facebook
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Graph 19: Comparison of the Contents Facebook
Source: Own development.
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From this graph 19 it stands out that Lugano Turismo overall posts much less than
Ascona-Locarno Turismo and Ticino Turismo. In the channel Facebook Ticino Turismo
publishes most of their posts about future and current events and festivals (30) followed
by activity proposals (13). Ascona-Locarno Turismo’s content of the posts is as well
focused on activity proposals (11) and on information about actual and upcoming events
and festivals (10) but with a different distribution. Lugano Turismo publishes the most
posts to the topic of current and upcoming events and festivals (2). Ascona-Locarno
Turismo publishes the most videos (19) and pictures (61) compared to the other two
DMO’s. Lugano Turismo (16) and Ticino Turismo (15) publish nearly the same amount of
pictures while Ticino Turismo (7) publishes more videos than Lugano Turismo (2).
Overall Audience Engagement in Facebook for Ascona-Locarno, Lugano and Ticino
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Graph 20: Overall Audience Engagement Facebook
Source: Own development.

Graph number 20 displays that Lugano Turismo overall has the highest audience
engagement (73) although they published the less posts, pictures and videos. As
mentioned before in the analysis Lugano Turismo had a huge audience engagement
during December according to the pictures and the post concerning the Christmas
market. With this one month they are able to surpass the other two destinations in view
of audience engagement. This correlates also with the fact that Lugano Turismo has
around 1.000 more fans than Ascona-Locarno Turismo on Facebook. The second highest
audience engagement is measured for Ascona-Locarno Turismo (63). This is based on the
facts that they publish the highest number of pictures and videos. Additionally the
content they publish the most (activity proposals and upcoming and current events and
festivals) is the one which is favored by the fans and therefore they show this high
audience engagement.
The next social media channel which results are compared and summarized is Twitter for
Ascona-Locarno Turismo and Ticino Turismo.
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Comparison of the Contents used by Ascona-Locarno and Ticino in Twitter
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Graph 21: Comparison of the Contents Twitter
Source: Own development.

The graph number 21 above displays that Ticino Turismo only exceeds one time the
number of posts published by Ascona-Locarno Turismo concerning a topic. In fact for the
topic: daily press review (172). This is where Ticino Turismo sets its focus of the posts
together with informing the followers about actual and upcoming events and festivals
(44). The difference between the overall numbers of posts published concerning these
two topics is huge. Beside the pictures (145) which Ascona-Locarno Turismo upload, their
focus is set on the information of their followers about current and upcoming events and
festivals (102) and the answering, welcoming of followers in the region and the thanking
for retweets (78). This category could be also named: interaction with followers. The
graph 22 below shows the audience engagement in the Twitter channels of AsconaLocarno Turismo and Ticino Turismo.
Overall Audience Engagement in Twitter for Ascona-Locarno and Ticino
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Graph 22: Overall Audience Engagement Twitter
Source: Own development.

The overall audience engagement on the Twitter page of Ascona-Locarno is much higher
than the overall engagement on the Twitter page of Ticino. The reason for this is the fact
that Ascona-Locarno Turismo tweets about different topics which are interesting for their
followers, they value their followers by keeping in touch with them and additionally they
target their emotions by publishing 145 pictures over six months.
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The last social media channel which is compared and summarized below is Google+ for
the pages managed by Ascona-Locarno Turismo and Ticino Turismo.
Comparison of the Contents used by Ascona-Locarno and Ticino in Google+
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Graph 23: Comparison of the Contents Google+
Source: Own development.

The graph 23 above again displays that Ticino Turismo is less active in Google+ than
Ascona-Locarno Turismo. Ascona-Locarno covers four different topics during the six
months of observations while Ticino Turismo covers one (Newsletter and social media
channels). Regarding the pictures and videos Ascona-Locarno Turismo publishes the most,
21 pictures and five videos, while Ticino Turismo publishes three pictures and three
videos. The following graph (24) displays the overall audience engagement of the six
months for both destinations.
Overall Audience Engagement in Google+ for Ascona-Locarno and Ticino
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Graph 24: Overall Audience Engagement Google+
Source: Own development.

The overall audience engagement in the social media channel Google+ is higher for
Ascona-Locarno Turismo (0,12) than for Ticino Turismo (0,05). There are two reasons for
this. First Ascona-Locarno Turismo maintains its Google+ page constantly over the course
of observation (except December 2011) and second they publish a variety of content and
cover more topics.
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3.1.3.

Trend Implementation

In the third part of this chapter it is determined in which way the DMO’s need to adjust
their social media activities towards the relevant actual trends in SMM. In chapter 2.5. 15
trends for SMM are presented and out of these 15 trends eight trends are relevant for the
three DMO’s and analyzed below. The table number 18 gives a brief overview whether
the destinations adapted their social media activities to a certain extent towards the
trends until now or not. In the course of the analysis based on the observation and the
analysis it is determined to which extent they adapted their actions toward these trends.
Trend

Ascona-Locarno Turismo

Lugano Turismo

Ticino Turismo

Gamification
External Collaboration
Location-based marketing
Increased video sharing
Brand presence
Social CRM
Content Marketing
Rising of Google+
Table 18: SMM Trend Adaption by the DMO’s
Source: Own developed based on the observation.

The table 18 above indicates that Ascona-Locarno Turismo adapted nearly all trends and
is operating perfectly whereas Lugano Turismo doesn’t adapt. Compared to them Ticino
Turismo is in the middle concerning the trend adaption.
The trend named ‘gamification’ terms basically the incorporation of the audience by the
use of contests and quizzes. The aim by adapting this trend is to give the audience the
feeling of being an insider and to entertain the audience to increase the overall number
of fans and followers and to increase their engagement on the different levels. During the
observation the attempt of the adaption toward ‘Gamification’ is recognized on the social
media pages of Ascona-Locarno Turismo and Ticino Turismo. Ticino Turismo published
e.g. a reminder of the challenge managed by Emozioni Ticino and a contest concerning a
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winning a trip on Father’s day while Ascona-Locarno Turismo develops own small quizzes
on their pages as for example publishing coordinates in a post or upload a picture and ask
what is shown. Lugano Turismo does not make use of contests and quizzes on their social
media pages.
The second trend is ‘external collaboration’ which means that the voice of advocates or
respectively fans and followers is noticeably gaining importance. The trend is to
implement reward systems for the most active advocate as it is done by airlines and
hotels. The value of the reward is not as important as one maybe think; this could for
example also be a batch or something similar. Until now not one of the destinations has
implemented something as a reward program but Ascona-Locarno Turismo is doing
something which can be seen as the previous step of the reward program. On their
Twitter page they are constantly welcoming followers who travel to the Ascona-Locarno
area and they are concerned about thanking their followers for their retweets. This
counterbalances nearly that they missed answering one service issue during March 2012
on their Twitter page. Summarized it can be stated that they stay in close contact with
their followers and fans. Since February 2012 as well Ticino Turismo is starting to
maintain the contact with their fans and followers especially on their Twitter page.
Compared to this Lugano Turismo has no close contact with their fans and followers. They
value posts of their fans on their Facebook page partially by liking them or comment them
in a very short way but sometimes they don’t react on service issues on their Facebook
page and this is nothing which benefits the relationship with their fans. The extent of
interaction they have with their fans takes place on the basic level; it is the lowest
possible degree of interaction.
The trend of ‘location based marketing’ targets above all location-based services as
Foursquare but also on Facebook it is possible to check in at places and as well with
Twitter by making use of hashtags8. This trend is connected to the one of ‘gamification’
and ‘external collaboration’ in the way that during 2012 companies which reward positive
recommendations will increase. The amount of people, who favor real-time information
about the area they are currently, is increasing. The table above shows that Ascona8

Hashtags: “The # symbol, called a hashtag, is used to mark keywords or topics in a Tweet. It was created organically by
Twitter users as a way to categorize messages.” (Support.twitter.com, 2012).
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Locarno Turismo started to implement something similar especially on their Twitter page.
If someone mentions Ascona, Locarno or Ascona-Locarno as a hashtag it is presumably
that the person is in the area, will travel to or has travelled to it a short time ago. When
Ascona-Locarno Turismo answers to these posts, most of the time they include
suggestions of what the person could or should do during his stay. By that they increase
the customer retention as explained in chapter 2.7.. Lugano Turismo and Ticino Turismo
don’t offer something similar to their fans and followers.
The trend of ‘increased video sharing’ is important because the medium video is one that
attracts the audience attention, it is the content which is shared the most and which
causes the most consumer engagement on the levels ‘sharing’ and ‘commenting’. This is
proved the best in the analysis of the content in the previous chapter by the audience
engagement analyzed for the Facebook page of Lugano Turismo during December 2011.
All three DMO’s upload videos in their social media channels and as the analysis showed
ahead of all three DMO’s is Ascona-Locarno Turismo because they upload the most videos
in their channels and Lugano Turismo the fewest. The determination of the number of
videos which should be uploaded is difficult but Ascona-Locarno Turismo serves as a best
practice example out of the three analyzed because they upload pictures and videos on a
constant basis which is also reflected in their audience engagement, they are working
toward a long-term strategy. Compared to that Ticino Turismo and Lugano Turismo are
operating on the minimum in view of their video and picture uploads as well seen in the
context of the overall amount of posts they publish. Although Ticino Turismo is ahead of
Lugano Turismo in terms of video and picture uploads. Due to the fact that they both
operate on the lowest level in terms of videos and pictures the trend of increased video
sharing is not adopted until now. Although this is the best way to increases brand
recognition.
‘Brand presence’ needs to and will increase during this year and the observation as well
as the analysis showed that the presence of Lugano Turismo in social media channels is
lacking. Ascona-Locarno Turismo is far ahead of the other DMO’s concerning the presence
in the social media channels. They are present in Facebook, Twitter, Google+, YouTube,
Flickr, and Instagram. More important they are not only present in these channels, they
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maintain them on a constant basis. In the social media channel Twitter they are even
present with two pages, one which informs about the region and one which is exclusively
for tourist tips and questions, it is built as a tourism office. Ticino Turismo is also present
in many channels and also updates most of them constant as the analysis showed. They
are present in Facebook, Twitter, Google+, YouTube and Flickr. In contrast Lugano
Turismo is only present (considering the maintenance) in Facebook. They have no Twitter
account, the YouTube page is not updated, same for the Flickr page and in Google+ they
set up a page and did not fill in any information.
CRM is important, especially in social media because it can increase the loyalty of the fans
and followers and supports the customer retention. The next trend is ‘social CRM’ and all
three destinations show basic approaches in the way that they respond to service issues
(mostly) which rise in the social media channels. As the analysis showed even this does
not work well for all destinations during the time of observation. The best way to
highlight that a destination cares about the issues of their tourists and their followers is to
build a separate page as Ascona-Locarno Turismo did it with its Tourism Info Desk in the
social media channel Twitter. This highlights the service orientation and communicates to
the customer that one cares about them, their questions and as well their feedback. In
the table above it is indicated that all three DMO’s adapt to the trend social CRM because
all of them show at least a basic approach and orientation towards social CRM. Using
social media and applying social CRM should intensify the relationships with the
customers and the interested people.
The second last important trend is ‘content marketing’ which supports the statement
that the content of posts is important for a long-term success. During this year tools will
be launched to the markets which are able to analyze the content to increase the success
of the companies. The previous analysis showed that Ascona-Locarno Turismo covers a
variety of topics in their posts and upload the most pictures and videos; this is the mixture
of content which results in a high audience engagement and proves that they are
publishing the right content in the right frequency. The results of the analysis of the
content published by Ticino Turismo showed that they appeal their fans and followers
with their variety of topics in their posts and the uploaded pictures and videos. But the
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topics they post on their Twitter page are not optimal which is also shown by the
audience engagement in the analysis above. For Facebook only the frequency of
publishing is lacking. The result of the analysis of Lugano Turismo’s posts displayed that
the content they publish does not show a high coverage of different topics or the
publishing of visual content which results in a low consumer engagement on the active
levels of the engagement pyramid.
The last trend in SMM is the ‘rising of Google+’ because the search algorithm of Google
integrates also the information (e.g. activity, influence behavior etc.) it gathers on the
profiles in the Google+ network. It is absolutely necessary for companies to create a
Google+ profile during 2012. As the analysis showed all DMO’s created a Google+ page in
November 2011 but the creation alone is not the key to success, it can even be the key for
failure as the page of Lugano Turismo shows. It is always better in social media to be not
present in a channel than being present and this with a bad site which is not even
maintained or build on a minimum level. The internet never forgets and this
communicates a very negative impression. Ascona-Locarno Turismo set up the page
during November 2011 and afterwards maintained it on a minimum level whereas Ticino
Turismo set up the page as well in November 2011 and since that time never published
something again. This is nearly the same failure Lugano Turismo commits. For success in
social media channels it is important for companies to be active and maintain the pages
otherwise there is no sense is building them because there are no benefits.
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3.5. Results
For summarizing the results of the analysis the major findings of the three conducted
analyses are presented below.
For the channel Facebook in view of the audience engagement Lugano Turismo reached
the highest result of 43,03 of all three observed pages during December 2011. The best
result in terms of conversation reach is as well observed by Lugano Turismo in December
2011 with a value of 145,09. Also the activity of the advocates is the highest for Lugano
Turismo during December 2011 with a result of 0,73. The reason for this is uncovered in
the content analysis. During December 2011 one post with Christmas events in Lugano
and 15 pictures are published. These two initiate the high audience engagement
especially on the consumer engagement level of ‘sharing’ and thereby confirms that the
content influences the consumer engagement and not the overall amount of published
posts. The content analysis of the social media channel Facebook showed that overall
Ascona-Locarno publishes the highest number of videos and pictures while Ticino Turismo
publishes the highest amount of posts. The graph 25 below shows that overall AsconaLocarno Turismo publishes the most videos and pictures and covers the most topics in
their posts compared with the other two DMO’s. The main covered topics of Ticino
Turismo and Ascona-Locarno Turismo are future and current events and festivals and
activity proposals. Lugano Turismo as well focuses in their posts on actual and upcoming
events and festivals.
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Graph 25: Comparison of the Published Content in Facebook
Source: Own development based on the observation.

Ticino Turismo solves all service issues satisfying from the customers perspective as well
as Ascona-Locarno Turismo but Ticino Turismo solves the service issue by needing the
fewest time of all, only 10 minutes. The best sentiment ratio is observed for AsconaLocarno Turismo during December 2011 with a result of 1,00 which means that all
published comments by the audience are positive.
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In regard to the analysis of the KPI’s for the social media channel Twitter the results are
different. The highest audience engagement is observed during February 2012 with the
result of 73,02 on the page of Ascona-Locarno Turismo. As well the highest result of the
conversation reach is observed in February 2012 on the same Twitter page. During this
month seven videos and 30 pictures are uploaded and the engagement on the level of
‘producing’ is the highest. The most active advocates are detected in February 2012 on
the Twitter page of Ticino Turismo. During this month the highest consumer engagement
on the levels of ‘sharing’ (17), ‘commenting’ (3) and ‘producing’ (5) is observed. In
February 2012 the second highest amount of posts, videos and pictures is uploaded.
Graph number 26 displays the result of the published content in the social media channel
Twitter in a comparison among the three DMO’s.
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Graph 26: Comparison of the Published Content in Twitter
Source: Own development based on the observation.

Also in the social media channel Twitter Ascona-Locarno Turismo publishes the highest
number of videos, pictures and covers the most topics with their posts. Additionally
Ascona-Locarno publishes the overall highest amount of posts compared to Ticino
Turismo. Only one time Ticino Turismo exceeds the posts Ascona-Locarno Turismo
publishes related to a topic; for the daily press review which is only published by Ticino
Turismo. This is the topic which Ticino Turismo mentions the most in their posts. The
focus of Ascona-Locarno Turismo lies in contrast on informing the followers about current
and upcoming event and festivals and in the interaction with their followers.
In terms of the social CRM Ascona-Locarno is the best because they solve all service issues
which arise satisfying and in the shortest time (13 minutes) during February 2012 on their
Ascona-Locarno Turismo Twitter page. In contrast the best sentiment ratio is observed on
the Twitter page of Ticino Turismo during February 2012 with the result 0,30 which
means that more positive than neutral comments are published.
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For the channel YouTube the most successful managed page, of all observed, in terms of
audience engagement is Ascona-Locarno Turismo with a result of 0,01 during October
2011. The best result in view of the conversation reach is calculated for the YouTube page
of Ticino Turismo as well during October 2011 with a result of 6,04.
The KPI’s for Flickr indicate that overall the page of Ticino Turismo is the most successful
due to the highest result for audience engagement (5,00), conversation reach (9,00) and
active advocates (1,00). For both pages a good sentiment ratio of 1,00 is observed for the
page managed by Ascona-Locarno Turismo during January 2012 and for the page
maintained by Ticino Turismo during October 2011. The sentiment ratio is that good
because all published comments have a positive character.
From all observed fan pages in the social media channel Google+ Ascona-Locarno Turismo
is the only one who update their page on a constant basis (overlooking December 2011)
therefore it is not possible to draw comparisons over the whole five months of
observation. But Ticino Turismo built their page as well during November 2011 and a
direct comparison of these two months between the DMO’s showed that Ascona-Locarno
Turismo has the best results for the audience engagement but in view of the conversation
reach and the activity of advocates Ticino Turismo has better results. During November
2011 Ascona-Locarno Turismo uploaded seven posts which contained 57 pictures and this
causes the high audience engagement. The conversation reach is higher during November
2011 on the page of Ticino Turismo than on the page of Ascona-Locarno Turismo because
the consumer engagement on the level ‘sharing’ is higher.
The graph 27 below displays the result for the comparison of the published content in the
social media channel Google+ for Ascona-Locarno Turismo and Ticino Turismo (graph 27).
Comparison of the Published Content in Google+
50

Ascona-Locarno Turismo

21
4

1

5

3

3

6

1

Ticino Turismo

0
Covered Topics Videos

Pictures

Posts

Graph 27: Comparison of the Published Content in Google+
Source: Own development based on the observation.

In Google+ Ascona-Locarno Turismo again publishes the highest amount of pictures and
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videos while covering the most topics with their posts. As in the comparison of the
Twitter pages also the analysis of the Google+ pages showed that they published the
highest amount of posts. Ascona-Locarno covers four different topics during the six
months of observation while Ticino Turismo covers one during one month.
The analysis of the social media activity by the usage of special KPI’s showed that the
amount of posts which is published doesn’t cohere with the consumer engagement. As an
example, during October 2011 Ticino Turismo published 38 posts on their Twitter page
and no consumer engagement is observed during this month; the same is observed for
the same page during January 2012. Therefore the content analysis of the social media
channels Facebook, Twitter and Google+ showed that the audience engagement
correlates with the content of the posts. Most successful in terms of audience
engagement are the destinations which have a mixture of pictures which catches the fans
and followers attention (targets emotions) and posts which cover a variety of topics.
Regarding the content beside pictures and videos, posts which inform about current and
future events around the own destination are adapted very well by the consumers and
rewarded by high engagement on the level ‘sharing’.
The analysis of the adaption of the SMM activities toward the trends in SMM showed that
only Ascona-Locarno is working on the implementation of the for DMO’s important
trends in 2012. But even they have not adjusted their social media activities completely
toward all trends until the end of the observational period. Ticino Turismo is adapting five
out of the eight trends, a shift of the activity and content on their Facebook and Twitter
page is realized at the end of the observation. Compared to this Lugano Turismo only
adopts the trend of social CRM on the lowest possible level and until the end of the
observation no shift in their online activities is observed.
After the observation and the analysis it can be confirmed, that in all observed social
media channels, the pages managed by Ticino Turismo have the highest amount of
watchers of all three destinations, the lowest number of people who create and edit
content whereas Ascona-Locarno Turismo has the lowest amount of followers and fans
who only watch and the highest number of consumers who edit and create content.
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Chapter 4: Recommendations
4.1.

Potentials for Optimization

In the following chapter the in the course of the analysis uncovered potentials for
optimization for the social media pages of the DMO’s are presented. Overall optimization
potentials in nine different areas have been uncovered through the previous analysis.
The first potential for optimization is the maintenance of the social media pages because
except Ascona-Locarno Turismo no DMO is maintaining their social media page on a
constant basis. During the time the observation is executed Lugano Turismo is present in
the social media channels Facebook and YouTube. Not one of their social media pages in
these channels is regularly updated. During four out of the six months of observation
nothing was posted on their Facebook page. For the social media channel YouTube the
situation is similar. When the observation was executed from October 2011 until March
2012 no activity on behalf of Lugano Turismo could be observed on their YouTube page.
For the Google+ page it is worse because one can only assume that the page will be
managed by Lugano Turismo because not even the basic information is added. It is not
the fact that Lugano Turismo is not present because they have a different marketing
strategy or target group because they built the pages but it seems that they are lost in
their social media activities, which don’t include any benefit for them or the consumers.
During the observation of the Twitter page of Ascona-Locarno two comments are found
which are published by their followers in which the inactivity of Lugano Turismo in the
social media environment was the topic. And this is where negative WOM starts and a
rule which is already mentioned earlier says that one person starts the process by saying
something negative and at the end 60 people heard about it.
Optimization potential in terms of the maintenance of the social media pages is also
detected for Ticino Turismo. They should be more active on their social media pages in
the channels Flickr and Google+. On all other social media pages activity is observed
during the time of observation. If a company creates pages in social media channels they
need to maintain them constantly because otherwise the negative effect is higher than it
would be if the company would not be present in the corresponding social media
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channel. Especially in view of the trend that Google+ is growing the update of the pages
should be done constantly. Because if one announces on the Facebook channel that one
is present in the social media channel Google+ and then being not active as it is done by
Ticino Turismo will have the contrary effect of the by the DMO wanted one.
The second optimization potential is the social CRM. As explained in detail during the
analysis of the KPI’s and the trend implementation, all three DMO’s try to provide a good
service to their fans and followers which is the key for success in terms of social CRM. But
the only DMO which answered all service issues is Ticino Turismo. It took around 30 hours
one time until they solved it but at least they solved them compared to Lugano Turismo
and Ascona-Locarno Turismo. If DMO’s don’t react on service issues of possible customers
they disappoint them and communicate that their question is not important for them. It
happened once that Ascona-Locarno Turismo did not react on a service issue and two
times on the Facebook page managed by Lugano Turismo. As mentioned before in this
thesis they are not alone with this problem the study of Socialbakers in 2011 uncovered
that 95% of posts which comprise questions and feedback are not answered by brands on
Facebook. But answering on the questions of fans and followers or reacting on their
feedback is a basic prerequisite for the interaction with current and future customers and
only the basis of social CRM and by being not part of the 95% one could gain competitive
advantage and increase the customer retention. There exist five objectives of social CRM
which are introduced in chapter 2.7.. These objectives are firstly to communicate,
secondly to incite, thirdly to support, fourthly to participate and fifthly to observe. Lugano
Turismo does not accomplish any of the five objectives to a visible extent for the
environment. Whereas Ascona-Locarno Turismo is fulfilling all of the objectives of social
CRM they only need to improve in terms of the service issues. Ticino Turismo during the
time of observation seems to have problems with the objectives to incite and to
participate.
Another potential for optimization is detected concerning the audience engagement.
First of all the overall audience engagement needs to be increased for the social media
pages in the channels Twitter, Flickr, YouTube and Google+ of Ticino Turismo. The
audience engagement will increase automatically when they start to update them
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regularly. Secondly the consumer engagement needs to be transferred from passive into
active behavior. All social media pages have a strong foundation in terms of fans and
followers who participate passive by ‘watching’. Ascona-Locarno Turismo should increase
the consumer engagement on the level ‘commenting’ on their YouTube and their Google+
page and on the levels ‘sharing’ and ‘commenting’ on their Flickr page. Lugano Turismo
should increase the consumer engagement on the levels ‘sharing’, ‘commenting’ and
‘producing’ on their Facebook page. Ticino Turismo has the highest number of fans and
followers and therefore a very strong foundation in terms of the consumer engagement
on the level ‘watching’ but they should transfer this passive behavior into active behavior
on the levels ‘sharing’, ‘commenting’ and ‘producing’ on their Twitter, YouTube and Flickr
page. The transforming of passive into active consumer engagement can be realized with
the content which is published as the analysis above explains because the content
influences the level of consumer engagement. In the online world it is fact, that “sharing
videos is faster, more entertaining and the easiest way to consume content.”(Coomans,
2011).
This leads to the optimization potential regarding the content of the published posts.
Lugano Turismo and Ticino Turismo should both upload more pictures and videos on their
Facebook pages and additionally Lugano Turismo should cover a wider range of topics in
their posts. This optimization potential is connected to the trend of increased video
sharing. Ticino Turismo additionally should rework its strategy for their Twitter page in
view of the content. They should upload much more pictures and videos and should
rethink the prioritization regarding the topics they cover on their Twitter page.
To what extent a brand wants to be present in the media is something which needs to be
discussed case-by-case according to their objectives, their strategy and their target group.
But one should not forget that today with the assistance of the internet companies can
pick the customer up where they are instead of waiting that they come to them. Instead
of searching for websites where consumers really engage the DMO’s can transfer their
pages into the place where consumers engage. The original idea of being active in the
social media was to get in touch with the consumers and attract new future customers
and increase the contact with the customer. With social media companies have the
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possibility to implement their customers into the development of the product at low
costs. The brand presence is something which increases unavoidable during 2012 and the
DMO’s need to weigh up whether they want to be easily accessible for their customers or
not. This trend does not mean that one should be present in all existing social media
channels; it means that the strategy of the SMM activities will be reworked and as
mentioned before it is better to update one social media channel regularly instead of
having five different social media pages out of which none is regularly updated. Lugano
Turismo and Ticino Turismo should rethink their SMM strategy and ask themselves
whether they accomplish the four strategy objectives fostering dialog, promote advocacy,
facilitate support and spur innovation and if yes by the use of which channel. It is also a
possibility to assign to each social media channel a different function. They could for
example give support to their followers and fans through Twitter and communicate
through Facebook.
The trend gamification is already partially adapted by Ascona-Locarno Turismo and Ticino
Turismo and they are successful with it. Somehow this trend is connected to the other
two trends of external collaboration and location-based marketing. In the center of all
three trends is the valuing of the audience. Ticino Turismo is not now doing locationbased marketing as Ascona-Locarno Turismo is doing it. This is potential for optimization.
Although Ascona-Locarno Turismo somehow is working with this trend as explained in the
chapter trend implementation it is immature right now and what they do is not exactly
the same what the trend tells what should be done. They could for example work on
contests which are similar to the following suggestion: who uploads the first picture of
himself on the Piazza Grande in Locarno gets 15% discount for the trip to the Brissago
Islands. By this they could as well increase the consumer engagement on the level
‘producing’. Ticino Turismo can basically do the same as well as Lugano Turismo they only
have to change the reward. For all three trends, above all the honoring as such is
important and because of this, also a title as for example awarding the ‘advocate of the
month’ would be enough. It is about the psychological effect of being the best compared
to others. For all three DMO’s adjusting the current social media activities to these three
trends is not associated with high effort but with a large benefit.
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Chapter 5: Conclusions and Outlook
5.1. Conclusion
At the beginning of this thesis four different research questions have been formulated
which are answered in the course of this thesis. Below the most important insights are
shortly presented followed by a personal assessment and an outlook.

5.1.1. Findings
Today 32.7% of the population worldwide is online and as a company, one needs to be
part of this online environment. If DMO’s use SMM to market their destination online
they can first of all increase and intensify the contact with their current customers and
attract future customers. They can gain insights from the consumer’s perspective which
they hardly can gain if they are only operating offline. An alternative to gain these insights
is investing into other research but this represents a higher effort and investment. With
the use of SMM DMO’s can save money in regard of advertising, target concurrently a
huge number of possible customers, increase the brand recognition as well as the
profitability in terms of relationship building and improve their search engine ranking. But
one should not forget that the objective is not to be only present in the social media
channels in the sense that one set up a page and assume that is all the activity needed.
Due to the fact that not every target group is active in the online environment it is very
important to first develop a clear strategy with regard to the company objectives and the
target group. Building a page in a social media channel is only the starting point for SMM
activity. The SMM activities are time consuming with respect to initiation and
maintenance additionally investments need to be done. Applying SMM is only advisable
for the long-term because in the short-term the benefits don’t outweigh the efforts.
In regard of gaining competitive advantage the analyses showed, that DMO’s who have
the right mixture of interactive content as videos and pictures and publish post with
topics which are interesting for the customers, can expect a high consumer engagement.
The first three reasons why someone follows a brand in the social media channels are first
to profit from exclusive deals or offers, second because he is a current customer and third
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because they are interested in entertaining and interesting content. The DMO’s need to
understand the topic preferences of the consumers and on which level in view of
engagement they act to gain competitive advantage. The customer contact is easier and a
dialog takes place on eye-level with the use of SMM and if the DMO has a good social
CRM they can gain huge competitive advantage. Due to the fact that the control over the
communication has shifted, the company needs to participate in the online environment
to realize advantages for them and at least partially regain the control over the discussed
topics. Especially in the online environment people are willing to share their opinion
whether it is positive or negative for the company. One may in principle not forget that
people interact with each other and with oneself (the DMO) in the social media channels
whether one wants it or not.
To be successful in applying SMM it is necessary to follow a clear strategy and to monitor
whether the objectives will be accomplished or not. The online environment is changing
fast and therefore it is necessary to adjust the SMM actions regularly towards the trends
in this area to be successful in the long-run. All eight above, in the course of the analyses,
presented SMM trends are important in the long-run and because of this the
recommendations for optimization are developed in the context of these trends. If the
DMO’s (Ascona-Locarno Turismo, Lugano Turismo and Ticino Turismo) will not adjust
their activities and recognize the huge potentials for optimization they will not be able to
exploit the advantages of SMM and by this not gain competitive advantage.
As mentioned in chapter 2.3. there are many tools which measure the success of the
SMM activities and companies should really make use of them because without
monitoring and measuring one gets lost in all the social media actions without gaining any
benefit or accomplishing the own objectives. As forecasted in the trends in chapter 2.5.
during 2012 the environment regarding the measuring of SMM activities will change
towards tools that offer a more comprehensive insight especially in terms of content.
During 2012 defending the budget for SMM activities will become easier due to the facts
that it will be possible to measure the real return on investment in financial means and
that executives recognized that SMM, if executed in the right way, with a good strategy
can seriously contribute to the company’s success.
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5.1.2. Personal assessment
Analyzing the current usage of Social Media Marketing by Ticino Turismo, Ascona-Locarno
Turismo and Lugano Turismo whilst taking into account the most important trends for
SMM in 2012, was a race against time and therefore challenging because “social
marketing and social business space changes so dramatically…Human behavior is hard to
predict and the way we leverage tools and communicate with each other is always
evolving.” (Green, 2011, 1).
This thesis only highlights one perspective of the online marketing and the analyses are
conducted from the outside environment of the DMO’s therefore further research about
the other online marketing activities as a whole would be interesting to gain a more
comprehensive view on their activities. Ticino Turismo and Ascona-Locarno Turismo both
are as well present in the social media channel Instagram and now or respective in the
future in the social media channel Pinterest. It would be interesting how the engagement
in these channels looks like and whether both DMO’s fully exploit the potential, in
contrast to how they and Lugano Turismo do it in the social media channels which have
been analyzed.
SMM is important for businesses today but SMM alone will never replace other marketing
activities, it will always be a support activity. The most important thing, besides having a
good strategy for the SMM activities and monitoring the activities, is to never forget the
human factor. Behind each online profile is a person and for being successful with SMM it
is necessary to be aware of this fact.
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5.1.3. Outlook
The importance of social media will further increase in the future and this is why the
optimization of the, in this thesis presented, social media pages need to be executed
especially regarding the trends. In the course of the next years social media will develop
into an indispensable part of the corporate communications (Heymann-Reder, 2011). This
is even accelerated by the fact that people are also online to day while they are on the go.
The expected mobile phone penetration lies by 4.5 billion for 2012 as mentioned above
(Chaloner, 2011). Facebook will bear up against other social networks and will keep its
position as market leader during the next years. Due to the increase of knowledge and
experience it will soon be easier for executives to use social media and exploit its
advantages. Tools which improve the monitoring and measuring not only on the social
media pages of the own company, but rather on the pages managed by other users (e.g.
blogs, forums) which have a high influence on the company, will enter the market. The
amount of UGC will as well increase during the next years and for the consumer this
means that he has even more sources where he can inform. During the next years the
companies deal with customers who are as good informed as they never have been
before (Heymann-Reder, 2011 and Sterne, 2011).
For DMO’s their successful performance in the social media channels will be less
dependent of the selection of the technologies but rather on the choice of the social
media activities in regard of the requirements and needs of the target group independent
of the corporate communication objectives. For exploiting competitive advantage a
definition of the respective objectives and the target group is necessary. Only then the
choice and implementation of the instruments and technologies is promising. The three
most important activities for the DMO’s will be (as explained in chapter 2.8.) listening and
monitoring (observe), participate and undertake the dialog on eye level (Amersdorffer et
al., 2010).
Companies or more specific DMO’s which refuse to be part of this growing online
environment are confronted with the risk to fail because “If you don’t care about your
social web, the social web will care about you.” (Amersdorffer et al., 2010, 14).
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Annexes
Calculation Formulae for KPI (Owyang and Lovett, 2010)
KPI

Share of Voice

Audience Engagement

Conversation Reach

Active Advocates

Advocate Influence

Calculation Formulae

Brand Mentions
Total Mentions
(Brand+Competitor A,B,…)
9

Comments+Shares+Trackbacks
Total views
Total People Participating
Total Audience Exposure

# of Active Advocates (within past 30 days)
Total Advocates
Unique Advocates Influence
Total Advocate Influence

Advocacy Impact

Number of Advocacy Driven Conversions
Total Volume of Advocacy Traffic

Resolution Rate

Total # Issues Resolved Satisfactorily
Total # Service Issues

Resolution Time

Total Inquiry Response Time
Total # Service Inquiries

Satisfaction Score

Topic Trends

Customer Feedback (Input A, B, C…)
All Customer Feedback
# of Specific Topic Mentions
All Topic Mentions

Sentiment Ratio
Positive:Neutral:Negative Brand Mentions
All Brand Mentions
Idea Impact
# of Positive Conversations, Shares, Mentions
Total Idea Conversations, Shares, Mentions

9

Trackbacks: “…is one of three types of link back methods for website authors to request notification when
somebody links to one of their documents. This enables authors to keep track of who is linking to their articles.”
(Wikipedia.org, 2012d).
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Data of the Structured Observation of the Social Media Pages
Facebook Ascona-Locarno Turismo
Number of posts (total)
Number of posts of destination
Number of posts of fans
Number of posted links (total)
Number of posted links from destination
Number of posted links from fans
Number of posted pictures (total)
Number of posted pictures from destination
Number of posted pictures from fans
Number of posted videos (total)
Number of posted videos from destination
Number of posted videos from fans
Number of comments (total)
Number of comments from destination
Number of comments from fans
Number of shares
Number of ‘Likes’ (total)
Number of ‘Likes’ of other pages from destination

October
2011
26
22
4
8
8
0
15
12
3
2
2
0
18
11
7
5
80
0

November
2011
28
26
2
19
17
2
7
7
0
2
2
0
26
14
12
5
73
2

December
2011
15
15
0
3
3
0
5
5
0
6
6
0
5
3
2
5
51
1
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January
2012
18
14
4
5
5
0
10
9
1
3
3
0
15
7
8
2
73
0

February
2012
29
23
6
9
4
5
38
38
0
1
1
0
17
7
10
15
112
0

March
2012
23
19
4
6
4
2
12
10
2
5
5
0
34
10
24
59
120
1

Facebook Discover Lugano-Ticino, Switzerland
Number of posts (total)
Number of posts of destination
Number of posts of fans
Number of posted articles & interesting pages(total)
Number of posted articles from destination
Number of posted articles from fans
Number of posted pictures (total)
Number of posted pictures from destination
Number of posted pictures from fans
Number of posted videos (total)
Number of posted videos from destination
Number of posted videos from fans
Number of comments (total)
Number of comments from destination
Number of comments from fans
Number of shares
Number of ‘Likes’ (total)
Number of ‘Likes’ of other pages from destination

October
2011
4
0
4
1
0
1
0
0
0
1
0
1
12
1
11
0
1
0

November
2011
9
1
8
2
1
1
0
0
0
2
0
2
13
7
6
0
27
0

December
2011
14
4
10
2
0
2
18
15
3
1
1
0
45
2
43
92
256
0
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January
2012
14
1
13

February
2012
3
0
3

2
0
2

1
9
1

0
1
6

0
6

1

1

0

13

1
0
1

1
0
1

20
75
0

1
1
0

0
0

2
11

4
0
4

0
1

1
0

March
2012
10

1
0
1

0
49
0

14
17
0

Facebook Ticino
Number of posts (total)
Number of posts of destination
Number of posts of fans
Number of posted articles & interesting pages(total)
Number of posted articles from destination
Number of posted articles from fans
Number of posted pictures (total)
Number of posted pictures from destination
Number of posted pictures from fans
Number of posted videos (total)
Number of posted videos from destination
Number of posted videos from fans
Number of comments (total)
Number of comments from destination
Number of comments from fans
Number of shares
Number of ‘Likes’ (total)
Number of ‘Likes’ of other pages from destination

October
2011
11
9
2
8
8
0
2
1
1
0
0
0
6
2
4
1
28
29

November
2011
17
14
3
13
11
2
0
0
0
3
3
0
2
0
2
2
49
1

December
2011
10
8
2
9
7
2
0
0
0
1
1
0
2
0
2
1
20
0

.
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January
2012
9
6
3
6
5
1
0
0
0
1
1
0
2
1
1
4
16
0

February
2012
21
15
6
11
9
2
6
5
1
1
1
0
13
5
8
18
123
6

March
2012
40
28
12
26
18
8
11
9
2
1
1
0
15
3
12
26
266
0

Twitter Ascona-Locarno
Number of tweets (total)
Number of tweets of destination
Number of tweets of followers
Number of posted links (total)
Number of posted links from destination
Number of posted links from followers
Number of posted pictures (total)
Number of posted pictures from destination
Number of posted pictures from followers
Number of posted videos (total)
Number of posted videos from destination
Number of posted videos from followers
Number of retweets (total)
Twitter Ticino Turismo
Number of tweets (total)
Number of tweets of destination
Number of tweets of followers
Number of posted links (total)
Number of posted links from destination
Number of posted links from followers
Number of posted pictures (total)
Number of posted pictures from destination
Number of posted pictures from followers
Number of posted videos (total)
Number of posted videos from destination
Number of posted videos from followers
Number of retweets (total)

October
2011
53
42
11
35
28
7
16
13
3
1
1
0
15

November
2011
84
81
3
65
64
1
14
13
1
1
0
1
7

December
2011
102
93
9
56
54
2
14
11
3
8
8
0
16

October
2011
38
38
0
37
37
0
1
1
0
0
0
0
0

November
2011
40
40
0
40
40
0
0
0
0
0
0
0
2

December
2011
32
32
0
29
29
0
0
0
0
3
3
0
1
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January
2012
194
139
55
69
51
18
68
49
19
15
9
6
71
January
2012
30
30
0
27
27
0
0
0
0
3
3
0
0

February
2012
156
83
73
79
38
41
49
30
19
8
7
1
89
February
2012
69
64
5
66
64
2
1
0
1
0
0
0
22

March
2012
149
106
43
65
47
18
38
29
9
8
7
1
55
March
2012
81
79
2
71
69
2
6
6
0
1
1
0
12

YouTube Ascona-Locarno
Number of videos (total)
Number of videos created by destination
Number of videos created by other users
Number of views (total)
Number of likes (total)
Number of dislikes (total)
Number of comments (total)

October
2011
4
1
3
135
3
24
1

YouTube Ticino Turismo
Number of videos (total)
Number of videos created by destination
Number of videos created by other users
Number of views (total)
Number of likes (total)
Number of dislikes (total)
Number of comments (total)

October
2011
1
1
0
143
6
6
0

November
2011
1
0
1
226
1
6
0

December
2011
1
0
1
55
2
3
0

November
2011
2
2
0
422
5
5
0

December
2011
3
0
3
118
1
3
0

.

P a g e | 131

January
2012
2
1
1

February
2012
2
0
2

March
2012
2
0
2

130
1
3
0

218
2
0
1

104
0
2
0

January
2012
3

February
2012
-

March
2012
1

3
0

237
2
3
0

1
0
17
-

74
4
2
0

Flickr AsconaLocarno
Number of pictures
(total)
Number of views
(total)
Number of tagged
favorites (total)
Number
of
comments (total)

October
2011
1

November
2011
1

December
2011
2

January
2012
22

February
2012
1

March
2012
-

17

16

32

585

24

-

0

0

0

0

0

-

0

0

0

1

0

-

Flickr Ticino Turismo

October
2011
97

November
2011
-

December
2011
-

January
2012
-

February
2012
-

March
2012
-

4.519

-

-

-

-

-

0

-

-

-

-

-

5

-

-

-

-

-

Number of pictures
(total)
Number of views
(total)
Number of tagged
favorites (total)
Number
of
comments (total)
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Google+ Ascona-Locarno
Lago Maggiore Tourist Office
Number of posts
Number of posted links
Number of posted pictures
Number of posted videos
Number of comments (total)
Number of ‘reshares’
Number ‘+1’

November
2011
8
1
57
0
0
1
1

December
2011
-

January
2012
1
1
0
0
0
0
0

February
2012
12
2
10
2
0
0
10

March
2012
11
6
8
3
0
3
6

.

Google+ Ticino Turismo
Number of posts
Number of posted links
Number of posted pictures
Number of posted videos
Number of comments (total)
Number of ‘reshares’
Number ‘+1’

November
2011
7
1
79
4
0
1
4

December
2011
-

January
2012
-

February
2012
-

March
2012
-
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Data of the Observation of the Consumer Engagement on the Social Media Pages

Watching

Sharing

Commenting

Producing

Facebook
Amount of fans minus
the total amount of
engagement in the
respective month.
Amount of likes and
shares.

Twitter
Amount of followers
minus the total amount
of engagement in the
respective month.
Amount of retweets
and favorites by users.

YouTube
Flickr
Google+
Amount of views of all Amount of views of all Amount of people in
videos in the respective pictures
in
the the circle of the
month.
respective month.
destination.

Amount
of
likes, Amount of pictures Amount of +1 and
dislikes and shares.
which are marked as reshares.
favorites and shared in
galleries of users.
Amount of comments.
Amount of retweets by Amount of comments.
Amount of comments.
Amount of comments.
destination of positive
comments from users.
Amount of posts by Amount of retweets of Amount of video which Amount of Favorites Amount of shares of
fans.
the destination.
is
produced
by what
means
the the destination of posts
someone else and not pictures of other users from other users.
by the destination.
which are marked as
favorites
by
the
destination.
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Ascona-Locarno Turismo October 2011

Facebook

Twitter

YouTube

Flickr

91
85
7
4

799
4
1
10

135
27
1
3

17
0
0
1

Ascona-Locarno Turismo November 2011
Watching
Sharing
Commenting
Producing

Facebook
95
78
12
2

Twitter
828
2
1
4

YouTube
226
7
0
1

Flickr
16
0
0
1

Ascona-Locarno Turismo December 2011
Watching
Sharing
Commenting
Producing

Facebook
156
56
2
0

Twitter
822
10
7
17

YouTube
55
5
0
1

Flickr
32
0
0
1

Ascona-Locarno Turismo January 2012
Watching
Sharing
Commenting
Producing

Facebook
164
75
8
4

Twitter
762
21
28
67

YouTube
130
4
0
1

Flickr
585
0
1
1

Watching
Sharing
Commenting
Producing

Ascona-Locarno Turismo
February 2012
Watching
Sharing
Commenting
Producing

Facebook

Twitter

YouTube

Flickr

Google+

155
127
10
6

785
17
26
73

218
2
1
2

24
0
0
0

45
10
0
0

Ascona-Locarno Turismo
March 2012
Watching
Sharing
Commenting
Producing

Facebook

Twitter

YouTube

Flickr

Google+

140
179
24
4

843
15
23
43

104
2
0
2

0
0
0
0

46
9
0
0

February
2012
3.045
49
1
3

March
2012
3.143
31
1
9

Lugano Turismo
Watching
Sharing
Commenting
Producing

October
2011
2.648
1
12
4

November
2011
2.745
27
6
8

December
2011
2.508
348
43
10

January
2012
2.892
95
12
13
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Ticino Turismo October 2011
Watching
Sharing
Commenting
Producing

Facebook
3.654
29
4
2

Twitter
1.219
0
0
0

YouTube
143
12
0
0

Flickr
4.557
6
5
0

Ticino Turismo November 2011
Watching
Sharing
Commenting
Producing

Facebook
3.688
51
2
3

Twitter
1.262
2
0
0

YouTube
422
10
0
0

Flickr
0
0
0
0

Ticino Turismo December 2011
Watching
Sharing
Commenting
Producing

Facebook
3.772
21
2
2

Twitter
1.308
1
0
0

YouTube
118
4
0
3

Flickr
0
0
0
0

Ticino Turismo January 2012
Watching
Sharing
Commenting
Producing

Facebook
3.866
20
1
3

Twitter
1.354
0
0
0

YouTube
237
5
0
0

Flickr
0
0
0
0

Ticino Turismo February 2012
Watching
Sharing
Commenting
Producing

Facebook
3.799
141
8
6

Twitter
1.374
17
3
5

YouTube
17
0
0
0

Flickr
0
0
0
0

Ticino Turismo March 2012
Watching
Sharing
Commenting
Producing

Facebook
3.732
292
12
12

Twitter
1.432
10
0
2

YouTube
74
6
0
0

Flickr
0
0
0
0
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Adjusted Calculation Formulae for KPI
Foster Dialog

Audience
Engagement
Conversation
Reach

Promote

Number of Shares/Retweets per Month
Total number of shares/retweets

Resolution Rate

Total Number Issues Resolved Satisfactorily (answers)
Total number of service issues

Resolution Time

Total Inquiry Response Time
Total number of service inquiries

Sentiment Ratio

Positive : Neutral : Negative Comments
All comments

Support

Spur Innovation

Total People Participating
Total Audience (fans and followers)

Active Advocates

Advocacy
Facilitate

Comments + Shares
Total views

Source: Adjusted by own development, based on Owyang and Lovett, 2010, 12-24.
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Calculation of the KPI’s of the Social Media Activities
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Data Content Analysis
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Quoted Slides
Maggi, R. (2009).The Tourism Experience. Power-Point Presentation presented during the
course of Economics of Leisure and Mobility. Lugano: Università della Svizzera italiana,
Faculty of Economics.
Slide number 3:
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