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INTRODUCTIO

- American Travel Website

- Hires 3000 employees in 45 locations

- 24% increase in Full year revenue - $945,661 in
2013

- "Enabling travelers to plan and have a perfect trip"

- World's largest travel community

- More than 150m traveler reviews & opinions on more
than 4m places to eat, stay and visit

- 315 million monthly visitors on their website

- 75% of people traveling to Asia are influenced by the
reviews on TripAdvisor
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New media marketing strategies

The extent in which TripAdvisor has incorporated digital
marketing into their marketing strategy

Mobile Marketing

TripAdvisor has adapted the idea of mobile
marketing and has tapped into the mobile app
market which satisfies the needs of its consumers

Corporate Website Social Media Platforms:

TripAdvisor has a significant presence i ors o
- Enables customers to: on well-known social media platforms - Time Crial
« book hotels such as: N '5_'90"15['90“5 mAdvisor Apps
jEatonrEEe - Facebook - 1,816,084 likes - Effciency
- airline tickets

+ Twitter - 2.07M followers
+ Instagram - 38m Followers
« YouTube - 5,242 Subscribers

+ package holidays
« destination services (e.g. car rental)

In-Bound Marketing Mix

Customer Relationship Management (CRM)

“Activiites Hhat organtsations fak fo solisfy cushomers’ nevds, identify their
prefereances and sexalve their campoints, offer them oféer saes services, in
hiisk @ forsg: ips with their cospomer®

(5in, Toe & Yim, 2005)

Digrtal Customee Relnisnship Manage ment
SoaumpaLin, ol adkcecs Laa Lk iare w8 08
et frg, wheS

TripAdviaor Digital CRM
- Emil Marketing
- Triphduisos Col Welbsite
= Muobile CRM

Content Marketmg Matrix

Affiliate Marketing

Affiliate marketing enhances the relationship
between the publisher, the advertiser and the
consumer (Stokes, 2011)
source of revenue
« Advertiser - The hotel, restaurant or other
organisations
- Publisher - TripAdvisor
» Consumer - Person who sees the ad arld
makes an action
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Reach

Buslding awarenes of a brand, it
produsts and senices an cther
wabsiles. wd i alllne media
[Chafley, 2015)

Fety Measunes

« 1,510,503 |ikes on Facebook

+ 565,000 fol knwers. an Instagram
= 315,000,000 visitors to the
wehisibe

Convert
Getmng the audience io take that wial
neat 5180 which surs them in peying
cusiomers (Chafly, 2015)

Koy measues
» Revenue § 044,661

Weta-display patiorm

Act

Findding out mare about 2 company ar
its product {Chaizy. 2005)

Key Measures:
= Dualy time an site: 4:39
- Boiines fate: 44.40%
- Instagram; 5002000 lkes per

picture
« Facetook: 10~50 commends and
HO-1000 I per post

Engage
Developing & ang-erm
relatiprrship with Tirst-lime buyers
e Bl cistaiver hoyalty (Chafey,
2015)

Hay measUnes
+ 700,000,000 revieds

Riview pupress
3% of new reviews from
Facehnok members




TripAdvisor's Corporate Website
- Compatible with all major browsers =
- Operates in 45 countries worldwide &
- Avallable in English and 27 other Ianguages
Integration with other devices (e.g.mobile devices)
- Users can access TripAdvisor on the go
Mobile Apps - TripAdvisor
TripAdvisor Widgets
- Allows users to add TripAdvisor content on their own

website ]
TheCaseSolutions.com
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Usability Heuristics

H3: User Control and Freedom

Users often choose system functions by mistake and will need o dlearly
maorked “emergency exit” - support undo ond redo

H2: Match between the system and the real world

The system should speak the users' longuage with words,
phrases and concepts fomilior to the user, rather than

H1: Visibility of System Status

H4: Consistency & Standards

Follow platform conventions

H5:

E

Prevent @ problenr from occurring in the first ploce

system-oriented terms.

TripAdvisor uses file-folder
tabs for navigation

modify search + -

H6: Recognition rather than Recall
Instriictions for use of the system should be visible or easily
retrievable whenever appropriate

Error Prevention

are you s yoe
wont to quit?

H8: Aesthetic and Minimalist Design
Dialogues should not contain information which is
irrelevant or rarely needed.

H9: Help Users Recognise, Diagnose & Recover
from Errors
Error messages should be expressed in plain knguoges (no codes), precisely
indicote o probem, omd constructively suggest o sofution

H7: Flexibility and Efficiency of Use
Make sure the system can cater to both inexperienced
and experienced users

—

ﬂ Easy occess
to search
history

H10: Help and Documentation

Even though it is better if the system can be used without
documentation, it may be necessary to provide help and
documentation

n et b e
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. Contextual Help
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Usability...continued

Social Media Integration
- Use of Chiclets
User Motivation
- Different product categories to meet different
user needs
- Keywords and Suggestions
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Online Safety & Security

- Peace of Mine Payment Protection
- Collaboration with PayPal
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