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People are spending more time 
onlineonline

Si # thl UU
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Size = # monthly UU



Video + Community + Creativity = Engagement 

20+#2 1B+ #220
hours of video 
uploaded each 
minute

#2
site in global 
minutes

1B
video views
each day

#2 
global search 
engine 

Entertainment Information Community
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Social Media must facilitate useful 
conversations, in one or two ,

directions, between the company 
and its clients and potentialand its clients and potential 
clients; and between them



DO NOT FORGETDO NOT FORGET
l b l t tglobal strategy

consider the client as a wholeconsider the client as a whole

metrics mattermetrics matter

technology is a mean not an endtechnology is a mean, not an end

clients firstclients first



Useful conversations in everyUseful conversations in every 
point of contact with the client or 

the potential clientthe potential client



1 When knowing the products1. When knowing the products 
and the brands

Potential 
li t clientsclients clients

SEM/seo CRM
Display in Networks
YouTube, reactive

YouTube proactive

Custom SEM
Custom Display

Community gadgetsYouTube, proactive
Community gadgets

Off line media

Community gadgets
Blog/video posting



HOMEPAGE
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2 When booking2. When booking

Reviews from clients and other UGC winedReviews from clients and other UGC, wined 
with proprietary information

Video, Photo and Maps information

Sharing of deals of other clientsSharing of deals of other clients

Destination information

Mixing channels: Call Center and Virtual 
assistanceassistance



3 Post Sale and complains3. Post Sale and complains

On line management feeding the websiteOn line management, feeding the website 
information

Complete transparency. Have a thick skin

Multiplatform response one on one orMultiplatform response, one on one or 
collective



4 Added Value services4. Added Value services

Detail information regarding the airports andDetail information regarding the airports and 
the flights, using multiple platforms: 360 

degrees approach

Route recommendations based on navigable 
mapsmaps

Suggestions in destination



5 Up and Cross selling5. Up and Cross selling

Application of client profile or wisdom of the 
crowd if not known 

Suggestions in different times and using 
different platformsdifferent platforms



6 Generating content6. Generating content

Multiplatform, multipurpose and multitopic

Wining official and UGC, beginning with your 
employees

Help to create UGC around your products and 
your brand

Create ads that work as content. Ideas come 
from everywhere so find the talent and use itfrom everywhere so find the talent and use it



Creating Ads That Work as Content: Four Rules

1. Think beyond the :30 spot
– The web is your creative canvas… use it to go deep, gainThe web is your creative canvas… use it to go deep, gain 

insights, reach niche audiences, and flex your creative muscle 

2. Get the community to carry it forward2. Get the community to carry it forward
• Is your creative a must-share? Cool? “Wow” factor? Funny,

offbeat? Made with the web in mind?

3. Give your content the support it needs
– Seed it, support with media, and use data to track results & , pp ,

glean insights -

4. Recognize there’s an element of luck here
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– Not all great content goes “viral”… how will you measure 
success? Think total engagement.



7 Loyalty7. Loyalty

Public recognition of gratitude to the clients

Custom websites for loyal clients with an array 
of advantages

CRM advanced management



7 Knowing the clients7. Knowing the clients

Listen to what the clients and potential clientsListen to what the clients and potential clients 
are saying and even address questions

Converse your learnings in actions and 
communicate them to the market

Simplify the client experience using the official 
site plus a YouTube Custom Brand Channel as 

t l f i l di (t t f b kportal for social media (tweeter, facebook, rss, 
dig.it



Conclusion

"A great wind is blowing and that 
gives you either imagination or 

a headache"a headache
- Catherine the Great 



Thank You!
Dr. Javier González-Soria y Moreno de la Santa
Managing Director
Google Travel Spain


