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Social media for timeshare success

In today's timeshare industry, where exceptional holiday experiences abound against
a backdrop of myriad challenges to sales efforts, social media glows with potential.
Cost-effective, instant - to many, a silver bullet.

But the road to social media success is littered with failures, companies who haven't
observed the basic rules. Before you dive head first into a social media strategy for
your timeshare resort, think community, sustainability and innovatively.

RCIVentures.com talked to two big successes in timeshare social media - Annie
Arroyo, Brand Director for Tres Rios in Mexico and John Beckley, founder of Sorted
Sites based in Tenerife - to find out more.

Creativity rules

Guests and their needs should be the beating heart of everything you do with
modern community communications tools such as blogs, forums, YouTube, Twitter,
TripAdvisor and Facebook.

When Pearly Grey Ocean Club in Tenerife provided stranded guests with free
accommodation during the volcanic eruptions that grounded planes across Europe,
the resort was rewarded with large numbers of Facebook comments praising the
charitable action.

Beckley is working with the Pearly Grey Ocean Club team on a friends and family
referral programme that interweaves social media tools to make it easier for owners
to recommend the resort.

It's this kind of fresh business thinking that drives social media success. When
owners of Hacienda Tres Rios in Mexico looked to rename a new room style, they
looked outside of the business, using social media with an incredible initiative
focused on growing their community.

Arroyo explained: "We were looking to choose a new name for a type of suite, so we
pulled in the eBusiness team to create a social media contest.

"We found six influential travel bloggers and assigned each with a potential room
name. Whichever blogger generated the most votes for their room name got a prize.
And within 1 week, we had 600 new Facebook fans."

Word of mouth matters

Arroyo told RCIVentures.com that when it comes to guest relations, "you have to be
top of mind.



"Being a trusted ally and friend is to provide emotional connections. People buy
based on emotions, so by meeting them where they go, we're more likely to see a
transaction."

"If we're in lots of places, being very active and making efforts to build relationships,
our owners and guests will make a positive connection and keep us in mind instead
of letting other brands take our place."

Social media is a way for your guests and prospective owners to talk about you - so
it's important to provide a consistent and engaging experience both on and off-site to
ensure that all-important word of mouth marketing is in your favour.

Multimedia messaging

It's not just about words any more. On YouTube, Vimeo and Viddler, anyone can
share their videos captured at your resort with the rest of the world. So encourage
your guests to post their holiday videos online - and embed them on your website to
show off your efforts.

Many hotel chains such as Omni - which loaned mini camcorders to guests so they
could upload their videos from computers in lobbies to Omni-branded web 'outposts'
- have a social media evangelist at every location to keep guests briefed on
developments on a micro level.

It's the kind of thinking that makes social media front of mind for future-focused
entrepreneurs in the hospitality industry. Watch the video with Kelly Burnett
(@kdburnett) director of ecommerce and leisure sales Omni Orlando Resort at
ChampionsGate for some insight into the company's Twitter strategy:

What's the ROI?
Social media doesn't allow you to measure revenue impact in the same way as
traditional marketing. Before, you could credit direct mail or email marketing
strategies specifically with adding to the bottom line. Social media is softer - but
there are still advantages to be gained in the ROI stakes.

And it's important to remember your competitors are already experimenting - if not
gaining significant headway - using internet tools such as Twitter and Facebook that
open up new markets.

Breakout quote: "Use social media effectively and your clients will love you.
Otherwise, they will leave you."

It's about sustainable success. Social media isn't going away - it's getting bigger all
the time. And it will work for you only when you think of it not as a sales channel, but
a relationship-building opportunity.



Arroyo said: Show guests how easy it is to share their holiday experiences across all
of your social media 'outposts' - on your Facebook pages, using Twitter and talking
about their great holiday experiences on camera at YouTube.

“We measure by how many blog entries are created; how many Facebook friends
we have created, and how traffic has grown. We're really into data, but with social
media it takes a lot of extra time to report and evaluate."

A lot of insight into your social media efforts - for example, the popularity of your blog
posts - can be measured using tools such as Google Analytics and Yahoo Analytics
(both free), and the real-time Woopra web service. When corralled with surveys and
behavioural measurement (such as how many newsletters your customers have
been subscribed to, which can be accessed easily from your email marketing
service) analytics services can be a powerful way to measure your efforts in social
media.

Don't forget - it may be a case of thinking how much business you'll lose by not
playing in the social media sandpit, rather than what you gain in revenue today.

Who's in charge?

When it comes to figuring out who should be involved in your social media efforts,
there are two trains of thought.

At Pearly Grey Ocean Club, many staff are involved in contributing to the social
media output, especially those working on the sales deck where social media offers
them the chance to enhance and create incredible client relationships - and warm
leads.

Beckley explained: "Traditionally reps don't meet with their client until the day of the
tour. Now they can connect with prospects on Facebook and start the conversation
way earlier. And it works.

He added: “Reps and managers - resorts' front line staff - should be using social
media daily as part of their job to connect with prospects and offer a unique insight
into life at the property.”

"You'll probably find that half of your staff are very active Facebook users - so they
should be the ones to get involved," added Beckley.

At Hacienda Tres Rios, the eBusiness and branding teams work together to retain
control of messaging used across social media channels. The branding team
generates press releases and news on events, and the eBusiness team work with
Facebook, Twitter and travel blog sites to focus on brand equity and reputation
management.



There are two people dedicated to Facebook and Twitter activity at Hacienda Tres
Rios. “Our lines of communication are concentrated. This way it's easier to keep
control of the messages, and respond in exactly the right way using consistency of
voice," explained Arroyo. "They focus on engaging our audience, rather than just
talking at it."

Staff need to have a sound understanding of the brand, and effectively - at least in
the social media context - 'live' the brand. Arroyo explained: “Social media has
extended our brand. It has allowed us to communicate to more people about more
information than ever before.”

Other staff across the business still have a role to play in the promotion of social
media efforts. Said Arroyo: “When guests check out, we ask them to mention us on
Facebook.”

At Pearly Grey Ocean Club, the in-house feedback form includes a link to
TripAdvisor so delighted guests can spread the word about their stay.

Tres Rios' Arroyo added: "Social media opened our eyes more to the way our
actions impact the world. While people say the industry infrastructure hasn't changed
a great deal, the way people talk about their experiences has changed. One client
can have a big effect on many others."

Social media links:
Facebook
http://www.facebook.com/pearlygrey
http://www.facebook.com/HaciendaTresRios.Resort

Twitter
@johnbeckley
@TresRiosResort

Annie Arroyo is brand director of Tres Ríos, located on the Cancun coastline. Tres
Ríos comprises 326 acres of land circling its ecological jewel, Tres Ríos Nature Park.
Tres Rios will feature a marina, convention centre and five hotels, the first of which,
Hacienda Tres Ríos Resort, Spa & Nature Park, is affiliated to RCI.

John Beckley is founder of Sorted Sites, a web development and marketing
company that works with a wide range of clients across the Canary Islands and
beyond, including governmental organisations and timeshare resorts such as Pearly
Grey Ocean Club.


