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Social Media in the News

ÅBaby Boomers (44-62) and Matures (63-75) 
make the leap, with 46% of Boomers and 36% 
of Matures now using social networking sites.

ÅSocial networking use by generation:

Facebook MySpace Twitter LinkedIn

Generation Z 61% 65% 9% 0%

Generation Y 65% 75% 14% 9%

Generation X 76% 57% 18% 13%

Baby Boomers 73% 40% 13% 13%

WWII Gen. 90% 23% 17% 4%

eMarketer, 2010



Ubiquitous Use

Å56% of US Twitter users tweet during work hours, 
17% from the washroom, 11% while driving, 9% 
during class, 8% during live theater performances, 
3% during religious services.

ÅLocations/Situations Where US Internet Users Use 
Facebook/Twitter, by Age:
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What is the Industry Doing?

Å91% of the Inc. 500 companies use at least one social 
media tool and 75% describe themselves as very 
familiar with social networking.

ÅGrowth in social networking and blogging, decline in 
wikis and online video.

ÅMore than half reported tweeting in 2009.

Å68% are monitoring the mentioning of their brands 
in the social media space.

http://www.umassd.edu/cmr/studiesresearch/blogstudy5.cfm

http://www.umassd.edu/cmr/studiesresearch/blogstudy5.cfm


Hotels and Social Media

What type of Web 2.0 & Social Media marketing 
initiatives are you planning for 2010?

2008 2009 2010

Advertise on social media sites (e.g. TripAdvisor, 
Facebook, etc.)

8.1% 15.1% 39.7%

A photo sharing functionality on the hotel website 12.7% 4.7% 32.8%

Sweepstakes and contests on the hotel website 9% 3.5% 36.2%

Survey and comment card on the hotel website 18.4% 14% 31%

Subscribe to a reputation monitoring service 8.4% 2.3% 19%

Create profiles for my hotel(s) on the social networks 
(Facebook, Twitter, Flckr, etc.)

13.3% 14% 50%

Create and post videos on YouTube N/A N/A 46.6%

Actively participate in blogs that concern my hotel 12.7% 5.8% 24.1%

I am not planning on Web 2.0 and Social Media 
initiatives for 2010

N/A 15.1% 6.9%

http://www.hospitalityebusiness.com/blog/are-hoteliers-ready-for-hyper-interactive-travel-consumers/
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Friends with Benefits

ÅMore than half of online shoppers who use 
social media choose to engage with brands on 
the sites by friending or following them. 

ÅMost are friends with only a few companies.

ÅReasons for Friending/Following:
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eMarketer, 2010



Interactions with Brands on 
Facebook



Social Media Use Among Travelers

ÅJanuary 2010

ÅOnline survey

ÅSample of US population

Å1810 online Americans, 1221 online US 
travelers

ÅIn collaboration with NLTeC and US Travel



Typically look at comments/materials 
posted by others when planning 

overnight pleasure trips

44.2%
55.8%

Yes

No

Social media users are more likely to be:
Åyounger
Åeducated, higher income
Åemployed full-time or full-time students
Ånot divorced, separated or widowed
ÅAsian

No significant difference in gender & travel frequency!

% of online travelers



Importance of Specific Media 
Types for Pleasure Travel Planning

3.60

3.13

2.93

2.82

2.80

2.52

2.40

2.16

0.00 1.00 2.00 3.00 4.00

Travel reviews and ratings by other 
travelers

Photos posted by other travelers

Postings in traveler discussion 
forums/communities

Blogs by other travelers

Videos posted by other travelers

Postings by other travelers on 
Facebook

Audio files/podcasts posted by other 
travelers

Tweets

Mean Rating

Importance ratings by those who use social media on a 5-pt scale
with 1 being not at all important and 5 essential.



Trust in CGM

50.9%

59.1%

49.0%

0.0% 20.0% 40.0% 60.0% 80.0%

In general, I trust 
comments/materials 

posted by others

I feel confident that the 
comments/materials by 

other travelers are posted 
with the best intentions in 

mind

The comments/materials 
posted by other travelers 

are a reliable source of 
travel information

% of Online 
Travelers 
Who 
Strongly/ 
Somewhat 
Agree



Trust in CGM Continued

38.0%

57.1%

0.0% 20.0% 40.0% 60.0%

I trust comments/materials 
posted by other travelers 

more than evaluations 
provided in formal travel 

reviews, articles, 
ƎǳƛŘŜōƻƻƪǎΧ

I feel more comfortable 
basing my pleasure trip 

decisions on 1 review from 
someone I know and trust 
than on 100 reviews from 

strangers

% of Online 
Travelers 
Who 
Strongly/ 
Somewhat 
Agree



Trust in Marketers

3.6%

21.6%

49.2%

17.4%

8.2%

0.0% 20.0% 40.0% 60.0%

How suspicious are you 
that marketers post 

positive 
comments/materials about 
their own product/service 
under the guise of being a 

consumer?

Extremely suspicious

Very suspicious

Somewhat suspicious

Not too suspicious

Not suspicious at all

% of Online Travelers



Trust in Marketers Continued

6.0%

29.6%

49.6%

10.7%

4.0%

0.0% 20.0% 40.0% 60.0%

No, I think they are very 
ethical

Only a few black sheep do 
it

Some do it

It is a common practice

All of them do it

% of Online 
Travelers

Do you think marketers post false comments/materials about other 
products/services to hurt their competitors?



Trust in Providers

43.9%

56.1%

CGM providers have effective mechanisms in place to 
spot and eliminate false comments

Yes No

% of Online Travelers



Trust in Website Types

19.3%

14.7%

18.9%

20.9%

40.0%

30.8%

28.5%

11.8%

33.5%

0.0% 10.0% 20.0% 30.0% 40.0% 50.0%

Personal Websites

Sharing Websites (Youtube, etc.)

Social Networking Sites

Personal Blogs

Tourism Bureau Website

Third Party (TripAdvisor, etc.)

Company Websites

Twitter

Travel Agency

% of Online 
Travelers 
Who Rate 
as Very or 
Extremely 
Credible

How would you rate the credibility of comments/materials posted on the following 
Websites?



52.6

52

51.9

47.2

49.3

53.2

41.6

64.7

0 25 50 75

Are more interesting than materials posted by Χ

Are more up-to-date

Are more relevant

Provide more details

Are more helpful in making travel decisions

Are more fun to read/look at

Are better in catering to my needs

Include information not included by marketers

% of Online Travelers Who Somewhat or Strongly Agree

Perceptions of Social Media



CGM Creation

21.9%

78.1%

Have you ever posted travel-related 
comments/materials online?

Yes

No

% of Online Travelers

CGM creators are more likely Asian, less likely African American, less likely 
retired or unemployed, more likely male, more likely well traveled and younger.

No significant differences in terms of income, education, marital status.



Type of CGM Created

22.6%

49.1%

20.5%

47.0%

25.2%

29.1%

58.1%

11.8%

25.6%

73.5%

0.0% 20.0% 40.0% 60.0% 80.0%

Travel wiki

Discussion board/forum

Member of virtual community

Comments to blog

Twitter

Travel-related blog

Online photo sharing

Twitter

Travel-related video

Travel review

% of CGM 
Creators

IŀǾŜ ȅƻǳ ǇƻǎǘŜŘκŎƻƴǘǊƛōǳǘŜŘ ǘƻΧΚ



Å35% of travel bloggers have been blogging for less than 6 
mths, 43% between 6 mths and 2 yrs, and 22% 2yrs or 
longer.
Å79% of travel bloggers add photos to their blogs, 40% 

video and 28% audio. 
ÅBlog topics: 
ï78% write about personal experiences while traveling, 
ï51% about people they met, 
ï62% give practical advice regarding accommodation/transportation, etc., 
ï51% give warnings, 
ï56% blog about general facts about the destination (geography/history), 
ï44% blog about local culture/food

ÅMost (71%) blog for an audience of people they know.

Travel Blogs



TOP 5 Motivations to Create

4.17

3.94

3.91

3.89

3.79

3.60 3.80 4.00 4.20

To share experiences with others

To document personal experiences

To help other people

Because I enjoy it

To share practical info with others

Mean Rating

Importance ratings by those who create social media on a 5-pt scale
with 1 being strongly disagree and 5 strongly agree.



Barriers to Travel CGM Creation

29.7%

26.1%

37.1%

35.0%

34.3%

31.3%

37.4%

17.6%

21.3%

41.3%

33.8%

54.8%

49.2%

0.0% 20.0% 40.0% 60.0%

No need because others do it anyway

Too cumbersome to collect info while traveling

Don't travel enough

Not enough monetary incentives

Forget to do it

Worried that information will be misused

Privacy Concerns

Lack of confidence

Lack of skills

Too much effort

Not aware where to post

No interest

Not enough time

% of Online Travelers Who Strongly/ Somewhat Agree



How Often Do You Tweet?

77.3%

9.4%

4.5%

3.1%

2.9%

2.9%

0.0% 50.0% 100.0%

Never

Once a month or less often

Several times a month

At least once a week

Daily

Several times a day

% of Online Travelers



How Often Do You Use Social 
Networking Sites?

34.9%

12.9%

11.1%

12.3%

14.9%

13.9%

0.0% 10.0% 20.0% 30.0% 40.0%

Never

Once a month or less often

Several times a month

At least once a week

Daily

Several times a day

% of Online Travelers



Å59% of online travelers surveyed have a 
personal facebook profile.

Å18.4% of these facebook users have joined a 
facebook group related to travel. 

Å27.5% are a fan of a travel-related company

Å38.7% are a fan of a destination (city, town, 
region, country)

Facebook Use



Types of Companies Befriended

59.8%

30.8%

64.5%

31.4%

25.4%

47.3%

16.6%

19.5%

5.3%

0.0% 20.0% 40.0% 60.0% 80.0%

Hotel

Travel Agency

Airline/rental car

Attractions/theme park

Museum

Restaurant

DMO

Travel Community (TripAdvisor)

Other

% of 
Facebook 
Users Who 
Befriended a 
Travel 
Company

What types of travel-ǊŜƭŀǘŜŘ ŎƻƳǇŀƴƛŜǎ ŀǊŜ ȅƻǳ ŀ Ŧŀƴ ƻŦΧΚ



Company Friendships

27.2%

32.0%

53.3%

21.3%

23.7%

17.2%

16.0%

0.0% 20.0% 40.0% 60.0% 80.0%

Commented on a company post

Shared a post with others

"Liked" a post

Invited others to become fans

Downloaded an application

Posted something on the company wall

Participated in a discussion

% of 
Facebook 
Users Who 
Befriended a 
Travel 
Company

Have you done any of the following on the travel company fan page?



Motivation to Befriend Companies

72.6%

64.2%

63.7%

63.1%

54.7%

43.4%

40.5%

38.1%

37.5%

30.3%

27.2%

0.0% 20.0% 40.0% 60.0% 80.0%

Exclusive deal or offer

Interesting or entertaining content

I am a current customer

Keep informed through news for products, Χ

Customer service and support

I want to show others that I am a customer

I would like to help promote the company

I feel emotionally attached to the company

Other people I know are fans of the company

I (or people I know) are employees/members

Other  

% of Facebook 
Users Who 
Befriended a 
Travel Company 
and Strongly or 
Somewhat Agree

What motivates you to become a fan of a travel-related company?



Motivation to Befriend Destinations

70.8%

70.5%

63.3%

56.6%

55.3%

51.9%

50.6%

49.8%

47.7%

25.5%

0.0% 20.0% 40.0% 60.0% 80.0%

I plan to travel to the destination

Interesting or entertaining content

I feel emotionally attached to the destination

I (or people I know) are residents

Keep informed through news for attractions, Χ

Exclusive deal or offer

I would like to help promote the destination

I want to show others I associate with Χ

Other people I know are fans of the destination

Other  

% of Facebook 
Users Who 
Befriended a 
Destination and 
Strongly or 
Somewhat Agree

What motivates you to become a fan of a destination?



Å35.6% of Facebook users who travel update 
their status while traveling.

Å22.8% post photos while traveling, 51.1% post 
after returning and 39.6% do not post photos.

Å10.9% of online travelers have downloaded a 
travel-related widget.

Å6.5% of online travelers who are Twitter users 
follow a travel-related company. 

Social Media Use



ÅSocial media use in travel is no longer a
niche activity by a selected few.
ÅSocial media creation is still something that only some 

online travelers do ςimplications for using social media 
in research/performance measurement.
ÅSocial media is here to stay, individual types will 

change.
ÅDestinations can play an important role in the social 

media realm.
ÅMore research needed on specific behaviors and 

preferences, e.g. how often to update facebook
contents without overwhelming fans.

Implications/The Future



Questions???

ugretzel@tamu.edu


