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Social Media

• The term Social Media refers to the use of web-based 

and mobile technologies to turn communication into an 

interactive dialogue

• Social media are media for social interaction. It is 

easily accessible and scalable communication 

techniques, which have changed the way of 

communication between organizations, communities, 

as well as individuals



• Social networking

– To get news 

– To get information

– To get personalised insight

– When I have a problem my network will solve it

• Lost cat, can’t turn on the heating, how to solve 

– Things I am interested in come to me by the networks I join

– We use it for fun

– We use it to share our views about other people and companies 





Multi-directional, 
multi-lateral engagement 
in social networks



I came, I shot, I 
shared!



Changes the way 
marketers need to think



The things you like on 
Facebook (movies, books, 
brands, etc.) reveal your 
personality 

Cambridge University, 2015



Cambridge Univ study –
myPersonality.com

• In the study, a computer could more accurately predict the subject's 

personality than a work colleague by analysing just ten Likes; more 

than a friend or a cohabitant (roommate) with 70, a family member 

(parent, sibling) with 150, and a spouse with 300 Likes.

• Given that an average Facebook user has about 227 Likes (and this 

number is growing steadily), the researchers say that this kind of AI has 

the potential to know us better than our closest companions.

• The implications for segmentation/brand advocacy, loyalty and targeting 

are immense.



Goals of social media



Some Facebook facts
(March 2012 data)

• One in 7.7 people in the world have a Facebook account. 

• Daily active users are up to 526 million (up from 372 million last year) 

• Monthly mobile users now total 488 million 

• Eighty-three million monthly active users accessed Facebook solely from

• mobile by March 31, 2012 

• 300 million photos are uploaded to the site each day 

• 3.2 billion Likes and Comments are posted daily

• 57% of Facebook users are Female 

• Average user has 130 friends



No of Users

18 - 24
30.0%

25 - 34

35 - 44
14.0%

45 - 54 
8.0%

55 - 64
4.0%

65+
2.0%

13 - 15
7.0%

16 - 17
8.0%

Age Distribution on Facebook

Source: Facebook 

Facebook’s top 20 
countries
(August 2012)



ROI in Social Media



Three types of Social 
Media Analytics



Measuring Social Media 
ROI
Example Metrics: Facebook 
Insights overview



Twitter

• Est. 2007 - "a short burst of inconsequential information"

• Twitter has over 100m users

• New users are signing up at the rate of 300,000 per day.

• Of Twitter's active users, 37 percent use their phone to tweet.

• Social Media Convergence

– 60% of all tweets come from third party applications.

– Is it possible to maintain multiple social network platforms?

• Bebo, Myspace, Ping, Twitter, Facebook, 

– What about travel “social” networking?

• Lonely Planet, Airline.com, TripAdvisor, etc.



Twitter Stats

• The average Twitter user has 126 followers

• Over 40% of Twitter users do not tweet anything

• About 0.05% of the total twitter population attract almost 50% of 

attention on the channel – CELEBRITIES, SPORTS STARS, etc.

• 71% of the millions of tweets each day attract no reaction

• Twitter now has more than 140 million active users, sending 340 million 

tweets every day





Source: Tan, 2011 – n =172 users of social media, 85% <50 years) 



Source: Tan, 2011 – n =172 users of social media, 85% <50 years) 



What are the key issues for an airline to 

consider regarding social networks?

What should be its objectives in social media 

management?  



Social Networks and 
Airlines

• Service delivery

• PR

• Advertising

• Promotions

• Gamification

– Gaming techniques to drive engagement and loyalty

• Enables non-gaming activities (filling in surveys, posting 

reviews, “checking-in” to locations) to become more engaging for 

participants.  Earning points/status to drive repeat activity and 

loyalty to social media site



Jetstar Asia, Year of Horse 

competition (2014)



• How does the airline resource social media campaign and response? 

• Are social media responders empowered by company?

– Are brand values at the core of the responses?

• What role does the airline want to social media to play in its 

development?



SQ Tweets (2014)



2015



Source: A. Kandimalla, 2013
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2015



To make it viral

• Humour

• Sex

• Shocking

• Controversy

• Cute

• Cuddly

• Unexpected

• REACTION WITH AUDIENCE

– I’VE GOTTA SHOW THIS TO MY FRIENDS



Watch the playlist


