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Preface

The progress of Information and Communication Technologies (ICTs) has been
transforming the tourism sector from the points of views of both industry structure
and business practices and strategies (Buhalis and O’Connor 2005; Buhalis and
Law 2008; Law et al. 2008). In particular, Web 2.0 and its applications (Social
media), and a widespread connectivity, have generated a deep change in travelers’
habits and expectations (Leung et al. 2013; Xiang et al. 2014). Recent statistics
show that the influence of social media on purchase decisions is growing across all
regions around the world (Nielsen 2012) with nearly 70 % of customers who hear
experiences of other clients before purchasing a product. The modern consumers
are more demanding and willing to actively interact with brands. They are looking
for personalized services and engaging experiences with other customers and with
brands (learn more about products, compliment brands, complaining about a
product/brand). Furthermore, social media users are more likely to pay attention to
personalized ads in the social media environment, according to their profile
information (Nielsen 2012). Therefore, Social media give to marketers the oppor-
tunity to engage with consumers, becoming also an important channel for customer
care: “Social Media Customer Care” (SMCC).

The transformation of demand habits is supported by the phenomenon of social
media proliferation, along with the spread of mobile devices (smartphones, tablets),
more and more used to access to social media (PhocusWright 2013).

Considering these trends, and the consequent even more significant power to
drive the conversation with the firm that social media give to customers, it is more
and more important for firms to synchronize with “social” consumers’ expectations
(Minazzi 2012). Therefore, travel companies should fully understand the influence
social media can have on their strategies in order to develop appropriate approaches
through an integrated marketing strategy.

The purpose of the present book is to analyze the on-going developments of
social media in the tourism sector underlining the effects on the demand and the
supply sides by means of the study of both main theoretical frameworks and
practical business experiences. Following this objective the book is divided in three
main parts.
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The first part offers an overview of recent developments of social media and
user-generated content. I propose a classification of social media trying to clarify
definitions of different concepts, which often overlap (Chap. 1). Moreover, the
evolution of electronic word-of-mouth (eWOM), along with main dimensions of
analysis, is examined. Specific attention is paid to eWOM credibility and possible
biased information (Chap. 2).

The second part provides the analysis of the impacts social media can have on
tourists’ behavior for each step of the travel planning process (Chap. 3): before
leaving (pre-trip), during the stay (during-trip) and after the return (post-trip). In
particular, reasons for sharing, dimensions of co-creation and main mediators of the
travel experience are examined. This part continues with the evaluation of the
impacts that social media developments, and the consequent changing in tourists’
habits, can have on travel suppliers, at once, opportunities and a threats for tourism
organizations. This ambivalence generates a perception of unsureness (Lagrosen
and Josefsson 2011) that slows the process of adoption of social media (Stankov
et al. 2010; Leung et al. 2011). By understanding rules and needs of a different
environment, in which “social” travelers act, firms are able to develop appropriate
policies, to be integrated with other more traditional marketing strategies (Chap. 4).

The third part of the book explores future possible trends offered by mobile
technologies (Chap. 5), and possible methods for social media monitoring by means
of main key performance indicators (Chap. 6). Information Technology progress
and Social media spread, as well as Mobile Social Media development, contribute
to the increasing availability of a large amount of multimedia structured and
unstructured content about customers and prospects (“Big data”). The ability to
synchronize with various target markets allows travel organizations to create a
competitive advantage and increase financial and operational performance. Fur-
thermore, engaging customers and prospects by means of social media might
increase customer loyalty, foster electronic word-of-mouth communication, and
consequently have important effects on corporate sales and revenues. The discus-
sion of the last part of the book encompasses methods to gather, analyze and
interpret Big data in order to measure company’s performance on each of the social
media and to understand the optimal mix that can support and improve business
strategies.

My interest in social media marketing stemmed from the research on tourism
marketing started at IULM University (Milan) during my Ph.D. in Marketing and
communication directed by Prof. Emanuele Invernizzi, who generously offered me
illuminating suggestions. My studies continued at University of Insubria (Como)
where a cross fertilization of fields enriched my knowledge. I am particularly
grateful to Prof. Giuseppe Colangelo, Vice-Chancellor and Director of the Degree
course of Tourism Management, Prof. Maria Paola Viviani Schlein, Dean of the
Faculty of Law, as well as to Prof. Laura Castelvetri, Director of the Department of
Law, Economics and Cultures, for their support and encouragement.

The book is intended as a helpful reference work for researchers, academics,
post-graduate students and practitioners in the tourism and hospitality businesses. It
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will hopefully provide a better understanding of recent developments of social
media and opportunities for travel organizations.

My acknowledgments go to many people who participated in the drafting of this
book. In particular, Aurelio Mauri, Associate Professor at IULM University
(Milan), who over the years supported and stimulated me in my research and
offered me precious insights and advices during the development of this work.

I would like to acknowledge the contribution of co-authors of my previous
articles on the topic (Stefan Lagrosen, Stefania Romenti, Grazia Murtarelli). In
particular, the proceedings of the ENTER conference organized by the International
Federation for Information Technology and Travel & Tourism (IFITT) have been a
mine of information about ongoing studies, trends and applications of ICTs to travel
and tourism.

Anonymous reviewers were extremely helpful in the first stage of my drafting
offering valuable suggestions for the development of the present research. Maria
Acocella, Assistant Editor of Springer, was particularly understanding in following
the whole book processing.

A special acknowledgment to Paola Baseotto, Assistant Professor at University
of Insubria (Como) for the revision of the first part of the book and to Emanuela
Cafagna for the help in manuscript proofreading and editing. They both continu-
ously supported and encouraged me in these months.

Finally, I would like to thank my family for the understanding and the constant
support despite my utter absorption in reflections upon social media.

Como, Italy, July 2014 Roberta Minazzi
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