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ResNet World director of marketing Josiah Mackenzie highlights the errors often made by 
hotels embarking on a social media programme and points operators in the right direction

The fi ve most common 
social media mistakes

MISTAKE 1: NO STRATEGIC 
PURPOSE FOR TAKING PART
Whenever a new marketing chan-
nel opens up online, it’s easy to feel 
a little unsure on the approach you 
should take and how you should 
participate. The past few years have 
seen a lot of buzz around new tools 
such as Facebook and Twitter, and 
many businesses have jumped in 
without thinking about their par-
ticipation strategically.

When it comes to social media, 
strategic thinking helps with decid-
ing the platforms and interaction 
procedures that can further your 
organisation’s larger objectives. 
Without this type of guidance, it’s 
easy to get lost and lose direction. 
Commitment to the programme 
might fade when business results 
are not being realised.

Overcome this mistake by asking 
yourself a question: “What are our 
big objectives right now? How can 
social media help us with these?”
Best practice example: Starwood Hotels 
http://twitter.com/StarwoodBuzz

MISTAKE 2: NOT LISTENING
Social media is not just about broad-
casting. Entering a social network 

and only pumping out market-
ing messages will cause you to be 
ignored at best, and could ultimately 
lead to you alienating your fans and 
causing negative word-of-mouth.

Before starting any social media 
programme, spend a little bit of time 
listening to what people are already 
saying about you and your indus-
try. Maybe they’re not specifi cally 
mentioning your brand name, but 
it’s very likely they’re talking about 
things that directly affect you: topics 
such as your competitors, your city, 
your area, and your industry niche 
are all important to monitor.

When you spend some time get-
ting a feel for online sentiment in 
these areas, it provides you with a 
better level of insight and the abil-
ity to create a more engaging social 
media campaign.
Best practice example: Hyatt Concierge
http://twitter.com/HyattConcierge

MISTAKE 3: NOT INVOLVING 
PEOPLE ON THE FRONT LINES
Ideally, social media interaction 
will not be exclusively handled by 
one person on your team. It is much 
better for you to get as many people 
involved as possible.

This does not mean having every-
one update Facebook, for example. 
It does mean setting up policies 
and systems that enable your staff 
to submit story ideas and interest-
ing things they come across in their 
daily work.

Having “ears on the ground” 
will provide you with a wealth of 
information that makes your social 
media presence far richer. 

It’s impossible for one person 
sitting in an offi ce to be completely 
aware of everything that goes on 
around the hotel and in the sur-
rounding community. To overcome 

this challenge, enlist your staff.
Best practice example: Hotel Max
http://twitter.com/hotel_max

MISTAKE 4: 
NOT STAYING TRUE TO YOUR 
ORGANISATIONAL CULTURE
People should be able to get a sense 
of what you are like as a company 
when interacting with you in social 
media, so let your personality come 
through a bit.

Your offl ine experience must be 
consistent with your online pres-
ence. This means everything from 
graphic design to social media post-
ings and updates that resonate with 
your target audience. This consis-
tency is very important for how your 
brand is perceived.

Think through your brand posi-
tioning, and what that means in 
terms of how you will take part in 
social media.
Best practice example: Joie de Vivre Hotels
http://twitter.com/JDVHotels

MISTAKE 5: THINKING IT’S ALL 
ABOUT YOU
As much as you may like to think it, 
not everyone is going to want to fol-
low you online just because you’re 

special. The reality is that very few 
people just go into social media to 
follow every hotel they see. There 
needs to be something remarkable 
about your product if you want to 
build a loyal online fan base.

You must publish more than just 
special offers and promotions to 
build an engaged audience. Maybe 
you want to talk about lifestyle 
issues or other things that are impor-
tant to your guests. These messages 
need to be consistent with your 
organisation and target market.
Best practice example: RSHotel
http://twitter.com/RSHotel

You must be aware of these issues, 
but don’t let them scare you off. 
Social media is a big trend and hotels 
using this have a distinct advantage 
over their competitors. Learn more 
in our report “10 Reasons You Can-
not Ignore Social Media”: www.res-
networldarticle.com   HMEHME

TECH COLUMNIST
Make sure colleagues keep their ears to the ground to provide you with content to boost online media presence.

Josiah Mackenzie runs the most popular hotel 
marketing blog (according to Google) and 
currently holds the position of director of 
marketing at ResNet World. Details: 
www.resnetworld.com or  +971 (4) 448 7222.


