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The Karma Resorts Group employs a more traditional approach to Flickr. The Group’s properties host a large number of events, 

from concerts, to food and wine tasting, to DJ events. The Karma Flickr site is used primarily as a place to post photos of people 

and activities. This use of Flickr is more in line with a traditional photo album, and while it may not be the most innovative 

approach to using a photo sharing site, there are strong positive aspects to the approach -- people who have attended the events 

tend to browse the galleries and send links to the photos of themselves or others they know.  

The screenshot at left shows the landing page of the Karma Resorts’ Flickr profile. They use a page layout the puts individual 

photos front and center, seeking to stimulate interest and inspire people to click through to view more. The right hand column 

lists all the Sets, which are organized around specific events. 

Mandarin Oriental takes yet another approach to Flickr. They use 

Flickr’s Collections feature as a way to create geographic groupings 

of photos of their various hotel and resort properties. The screenshot 

at right shows their landing page, which leads off with the 

geographic groupings. We feel this approach has good utility value 

(as a media resource) but is generally less likely to generate 

engagement from the general public. 
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Other Channels 

While our survey group focused their efforts on primary channels like Facebook, Twitter, and YouTube, other social media sites did show up in the survey. 

Wikipedia participation rates ran 19.3%. LinkedIn also made a showing, with over 13% of the general survey respondents indicating that their firms maintained a 

presence there. Indeed, in the broader market survey, participation in both Wikipedia and LinkedIn ran higher than in either YouTube (10.3%) or Flickr (7.2%).  Also 

faring poorly in the general survey were MySpace (1.8%) and Hi5 (1%). 

We also examined blogging activity in the industry. Interestingly, participation in blogging was moderately low -- only 27.6% of the entire group maintained a blog 

site of any sort (compared with 44% of the Top 25 brands). From our examination, many of those sites were stale or at best relatively inactive. Many showed little 

sign of activity in the last 6 months, leading us to wonder whether firms had shifted some of that blogging energy into other channels. 
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Measuring Effectiveness 

One of the most commonly cited difficulties with social media is how to measure effectiveness. In this area, traditional success metrics, like ROI, can be difficult to 

calculate. We posed several questions to our survey group for insights into their expectations for social media and for their measures of success. 

We first asked the group: “What is the primary purpose for your organization’s presence in social media?” 

The leading response, selected by almost 20% of the group, was 

“Raising brand awareness and reputation.” Second, trailing by 5 

percentage points was “Improving website traffic.” Closely tied for third 

were three responses: “Publicizing new content or products,” 

“Improving sales / lead generation,” and “PR/Reputation Management.” 

Customer service, HR and gathering of intelligence are not viewed as 

primary goals by the survey group. 
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We next turned to success metrics, asking: “How do you judge the effectiveness of your social media efforts?” 

Here, three answers finished very closely. Leading the survey and tied at 24.5% of 

the respondents were: “Website traffic from social media” and “Level of 

engagement.” Lagging just half a point behind was “Number of 

friends/fans/followers.” 

While we feel that obsessing over follower counts is not a productive measure of 

success, it is encouraging to see the industry starting to focus on level of engagement 

and website traffic as indicators of success. The two latter factors are solid indicators 

of quality interaction. 

We next turned to channel-specific questions in an attempt to find out which 

channels were proving most valuable to our survey group. 

We posed the question “Facebook is good for…” 

The responses are fairly balanced, with “Raising brand awareness & reputation” 

finishing first, at a response rate of almost 18.5%. Finishing 2 points back was 

“Publicizing new content or products.” This was followed fairly closely by 

“Improving website traffic,” “PR / Reputation Management” and “Gathering 

consumer insights/ feedback.” 

Interestingly, Facebook was not found to be useful for “Improving sales / lead 
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generation” (8.9%) or “Improving customer service” (7.6%). This result surprised us as our experiences run contrary to the survey findings in these two areas. 

We then posed the same question about Twitter: “Twitter is good for…”  

The most popular response, receiving a positive response from almost 

20% of the audience, was “Publicizing new content or products.” 

Slightly less popular was “Raising brand awareness and reputation.” The 

only other uses that drew a significant number of positive reactions were 

“Improving website traffic,” and “PR / Reputation Management.” 

Twitter was found to be less useful for a variety of other tasks, including 

HR and Competitor Intelligence. Of note, the option “Improving sales / 

lead generation” was cited by only 8.3% of the respondents. 

In the “Other” category, the most common response provided was 

“nothing” indicating to us that a number of firms still have not found out 

how to tap into the benefits of Twitter -- and perhaps explaining partially 

the Twitter profile abandonment rates noted elsewhere in this report. 
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We then broadened the enquiry a bit to ask: “Which channels are most effective at achieving your goals?” 

The clear winner here was Facebook, dominating the results set with a 

positive response in excess of 42%. Second with almost 21% was 

Twitter. MySpace and Hi5 were least effective, with less than 1% of the 

respondents indicating that those channels were effective for them. 
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App. A - Methodology 

The data featured in this white paper was derived through two research approaches: (1) direct research and (2) an industry survey. The direct research was conducted 

through March and April of 2010. The selection set for the Top 25, above, was gleaned from a review of almost 100 Asian travel brands. Through the gathering of 

data on profiles, channel selection and engagement levels, we refined the list until we identified what we believed to be the Top 25 Most Engaged Brands, which are 

presented in this paper.  

In addition to social media activity levels, the additional criteria for selection were:  

• The firm must be based in Asia, as opposed to the Asian branch of an overseas operation (for example, Vaustralia, which is part of the larger Virgin empire). 

• Our definition of Asia excludes India, Japan, and Korea. It includes Australia & New Zealand.  

• The focus was on English language sites. 

• We did not include travel media. 

• We did not include trade organizations, tourism boards, and non-profit or governmental efforts. 

The survey was conducted in early April, 2010. The survey was promoted to the Asian and Australian travel community through promotions and mail outs to over 

17,000 travel industry professionals. Participation in the survey was voluntary. We did not offer incentives to complete the survey -- other than access to an early 

release of the final paper. Approximately 100 valid responses were received (response rates for individual questions vary, as respondents were not required to answer 

all questions). 
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App. B - About water&stone 

water&stone is a full service digital agency, located in Bali, Indonesia. The company is focused on helping clients realize increased value from the implementation of 

open source and new media.  

water&stone was formed in 2003, specifically in response to the growth and maturation of open source technologies. In addition to web design and development, 

water&stone provides search marketing, social media marketing, branding and identity, and print design. The company has a number of clients in the travel and 

tourism industry.  

Contact water&stone via email:  contactus@waterandstone.com  

Visit the company site:   http://waterandstone.com  

Follow water&stone on Twitter:  http://twitter.com/waterandstone 

. 
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End Notes 

                                                

i See, http://creativecommons.org/licenses/by-nc/3.0/ 
ii Appendix A includes information on our methodology. 
iiiThe most common response to the “Other” category was “we’re not involved in social media.” 
iv Later survey question responses were somewhat inconsistent with this response, indicating to us some confusion on the meaning of the survey responses. 
v The most common response to the “Other” category was “none.” 
vi The most common response to the “Other” category was “none.” 
vii The most common response to the “Other” category was “none.” 
viii Hi5 was added to the set due to the social network’s strength in several regional markets. 
ix In all fairness to some of these brands, the lack of interaction is partially the result of having smaller sets of friends/fans/followers. There is a tipping point, or if you 
prefer, a critical mass, that must be achieved before interactivity really takes off. 
x A Flickr Group allows Flickr members to join and to submit photos to the “Group Pool.” Groups are oftentimes focused on specific activities, places, or themes and 
some companies do manage their own Flickr Groups. 

xi Facebook allows the administrator to designate a landing page for both Fans and visitors. 
xii There is a Partner option that does offer expanded control over the profile, that option is not open to many due to the high requirements barrier. 




