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Industry Background
ASEAN’s hospitality and tourism industry has been booming year on year, peaking at 108 million 
tourist arrivals in 2015. According to The Travel & Tourism Competitiveness Index 2017 by the World 
Economic Forum, the ASEAN 61, i.e. Singapore, Malaysia, Thailand, Philippines, Indonesia and Vietnam 
are in the top 80 among 132 countries, with Singapore topping the group (at 13) and Philippines 
ranking the lowest (at 79). 

Increased spending may largely be due to a trend towards spending on experiences as opposed to 
spending on goods in developed markets (Figure 1)2. Although Southeast Asian consumers are very 
diverse, the general trend is due to an increase in median income and better availability and more 
a�ordable air fares3. Even though this inclination towards spending on experiences may not be as 
strong in Southeast Asia as compared to the United States, there is an evident increase in Thailand, 
Philippines, Vietnam and Malaysia, and it is set to grow in the years to come (Figure 2 & 3).

The rise in online penetration has also 
changed travelling behaviour as we know it. 
Many are now choosing to travel in smaller 
groups, or even alone and prefer to self-
manage trips by booking online. Online 
travel agencies (OTAs) such as Expedia and 
TripAdvisor have changed the way people 
search, evaluate and share information on 
travel. With a common platform to share 
and access past experiences, people are 
armed with a wealth of information which 
they can use to better choose from a vast 
array of travel options. The rise of online 

Figure 3: % Expenditure of Thailand on HotelsFigure 2: % Expenditure on Hotels

Figure 1: Experiences vs Things
Source: Evercore ISI
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platforms has also led to rising demand 
for real time data such as room rates. 
Organisations have started to prioritise 
social platforms to meet the expectations 
of customers as well as to handle brand 
reputation issues. 

The increase in popularity of the sharing 
economy has also given travellers an 
alternative to indulge in unique experiences as 
opposed to the usual hotel accommodation, 
with the help of companies like Airbnb and 
HomeAway.

Hotel Rooms

Airbnb Listings

Figure 4: Hotel rooms available

Figure 5: Active Airbnb listings

Airbnb entered the Southeast Asian 
market in 2012 and listings have been 
increasing ever since. Airbnb has 
attained 500,000 listings in Asia as of 
January 2017, with inventory growth 
surpassing that of the growth of hotels. 
Listings from Asia-Paci�c grew by 
130% year-on-year in January 2017, 
whilst inbound travellers grew by 388%. 
The number of hotel rooms available 
in ASEAN 6 increased by just 2.85% 
in 2016 (Figure 4). Across the same 
period, the number of Airbnb active 
listings in ASEAN 6 has increased by a 
whopping 124% (Figure 5).

Sales of both Airbnb and HomeAway have surprisingly caught up with several top international hotel 
brands, although they still trail behind the market leaders (especially after the merger of Marriott 
International and Starwood Hotels in 2016). But, hotels are already feeling the squeeze in sales and 
occupancy rates from these disruptors. According to a report by JLL, such home-sharing platforms 
could lead to a reduction in number of hotel rooms needed to accommodate the same number of 
travellers4. Furthermore, JLL expects Airbnb listings in Bangkok and Kuala Lumpur to increase their 
total inventory by 15% and boost occupied room nights by 5% before 2020. 

http://www.ap.jll.com/asia-pacific/en-gb/Research/sea-industrial-revolution-may-2016.pdf
https://twitter.com/meltwater
https://www.facebook.com/MeltwaterGroup/
https://www.linkedin.com/company/meltwater-group
https://plus.google.com/+Meltwater
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Navigating this report:

Methodology:

This report is broken into three sections: Hotels, Sharing Economy and Online Travel Agents (OTA’s). 
We will look at content from Facebook, Twitter and Instagram – focusing both on the brands owned 
communication channels (e.g. their own Facebook brand page), as well as their earned media (e.g. 
the public talking about them). We will also look at online editorial media. 

The following report looks at insights and takeaways from the data gathered. We will explore metrics 
such as average posts per week, share of voice, average interactions per post, sentiment, popular 
posts, etc., to draw conclusions about the performance of brand against one another.

Each brand mentioned also has an associated Fact Sheet, which is located at the end of this report. 
These Fact Sheets have an in-depth analysis of each company, including all the data points used to 
draw insights in the report.

Using Meltwater’s media intelligence platform, we tracked the total mentions of each brand on online 
news and social media channels. Upon analysing the data, the top post of the top two peaks across 
the time period were chosen based on volume of mentions. Sentiment analysis, through classi�cation 
of mentions into positive, neutral or negative sentiments were conducted for the two months with the 
highest peaks.  

We found the top journalists on online news publications and top advocates on social media based 
on the number of articles or posts written by them about these brands. We looked at the most active 
Facebook pages for each brand across ASEAN 6, based on the total number of interactions.

We also analysed millions of interactions on social media to assess trending themes, across ASEAN 
6. We ignored brand names and the country in which the brand is situated in, then took the top ten 
remaining words and combined them.

Scope of data:
Social channels data: October 2016 - March 2017
News channels data: April 2016 - March 2017
 
Twitter Interactions: Retweets, Favourites, Replies
Instagram Interactions: Likes, Comments
Facebook Interactions: Likes, Comments, Shares
 

100 @

https://twitter.com/meltwater
https://www.facebook.com/MeltwaterGroup/
https://www.linkedin.com/company/meltwater-group
https://plus.google.com/+Meltwater
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Hotel Brands
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Introduction
Mergers and acquisitions, technological innovations and the rise in short term rental sites and OTAs 
are just a few of the changes that the hotel industry has been facing over the last few years. 

Asia’s hospitality sector boasts a growth of 4% to 5% per annum5 making it attractive for companies 
such as Airbnb, HomeAway, Expedia and Agoda to enter the market. Customers are now better 
informed with sites like Tripadvisor and Airbnb, giving them alternative choices for accommodation. 
They have also become more empowered through social media, where their voices can drive change.

The merger of Marriott and Starwood in September 2016 and AccorHotels and Fairmont-Ra¬es in 
July 2016 could be a sign that the hotel industry acknowledges the challenges they will face through 
these new entrants, resulting in consolidation to increase scale. With the growing threat from the 
industry’s biggest rival, Airbnb, hotels must rethink their business model by innovating, collaborating 
and customising to stay relevant. Data analytics is transforming how the hotel industry does business, 
using big data to formulate strategy. 

Chinese tourists have become a force to be reckoned with. China has become the region’s largest 
source of tourists, excluding intra-ASEAN travellers, making up 17% of total tourist arrivals in 2015 in 
ASEAN6. Hotel brands have started to adjust to this by taking into consideration cultural interests, 
what digital platforms to leverage on and what type of conversations they should be having on social 
media. 

This report will be focusing on �ve top hotel brands, which have a strong presence in ASEAN – 
Shangri-La, Sheraton, Marina Bay Sands, Ritz-Carlton and W Hotels.

5  ‘Why hotel mega mergers are choking the life 
from Asia’s Hospitality Industry’, Forbes 25 Oct 2016 

6  ‘Top ten country/regional sources of visitors to 
ASEAN’, Asean 31 Jan 2017

https://twitter.com/meltwater
https://www.facebook.com/MeltwaterGroup/
https://www.linkedin.com/company/meltwater-group
https://plus.google.com/+Meltwater
https://www.forbes.com/sites/hamdiraini/2016/10/25/why-hotel-mega-mergers-are-choking-the-life-of-asias-hospitality-industry/#3711f8b013cd
http://asean.org/storage/2015/09/Table-30-checked.pdf


8 Digital Disruption of the Hospitality Industry

No. Hotel Brands Locations

1 Shangri-La

Shangri-La Hotel, Jakarta
Shangri-La Residences, Jakarta
Shangri-La Hotel, Surabaya
Hotel Jen Puteri Harbour
Shangri-La’s Rasa Ria Resort & Spa
Shangri-La’s Tanjung Aru Resort & Spa 
Putrajaya Shangri-La, Malaysia
Shangri-La Hotel, Kuala Lumpur
Golden Sands Resort, Penang
Shangri-La’s Rasa Sayang Resort
Hotel Jen, Penang
Traders Hotel, Kuala Lumpur

Shangri-La’s Boracay Resort & Spa
Shangri-La’s Mactan Resort & Spa
Makati Shangri-La, Manila
Edsa Shangri-La, Manila
Shangri-La at the Fort, Manila
Hotel Jen Manila
Shangri-La Hotel, Singapore
Shangri-La’s Rasa Sentosa Resort & Spa
Hotel Jen Tanglin Singapore
Hotel Jen Orchardgateway Singapore
Shangri-La Hotel, Bangkok
Shangri-La Hotel, Chiang Mai

2 Ritz-Carlton

Ritz-Carlton, Bali
Ritz-Carlton Jakarta, Mega Kuningan
Ritz-Carlton Jakarta, Paci�c Place 
Ritz-Carlton, Kuala Lumpur

Ritz-Carlton, Millenia Singapore
Ritz-Carlton, Langkawi 
Ritz-Carlton, Koh Samui
Phulay Bay
Mandapa

3 Sheraton

Sheraton Imperial Kuala Lumpur Hotel
Sheraton Towers Singapore
Royal Orchid Sheraton Hotel & Towers
Sheraton Lampung Hotel
Sheraton Bandung Hotel & Towers
Sheraton Grand Jakarta Gandaria Hotel
Sheraton Surabaya Hotel & Towers 
Sheraton Hanoi Hotel

Sheraton Saigon Hotel & Towers
Sheraton Nha Trang Hotel & Spa 
Sheraton Mustika Yogyakarta Resort
Sheraton Bali Kuta Resort
Sheraton Senggigi Beach Resort
Sheraton Hua Hin Resort & Spa 
Sheraton Samui Resort
Sheraton Hua Hin Pranburi Villas

4 Marina Bay Sands -

5 W Hotels W Bali- Seminyak 
W Singapore- Sentosa Cove

W Bangkok 
W Retreat Koh Samui

Below are the properties that these hotels have in this region.

https://twitter.com/meltwater
https://www.facebook.com/MeltwaterGroup/
https://www.linkedin.com/company/meltwater-group
https://plus.google.com/+Meltwater
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Hotel brand analysis
Share of voice
Share of voice (SOV) is the volume of the brand’s mentions divided by the industry mentions (�ve 
brands in this case). 

In the hotel industry, Sheraton dominated share of voice in both 
News and Social of earned media with Shangri-La and 
Marina Bay Sands coming in 2nd and 3rd respectively 
for news channels and 3rd and 2nd respectively for 
social channels. 

Upon analysing where the bulk of the content originates from, 
we found that the top 2 countries contributing the most amount 
of content on social are as follows:

Shangri-La: Philippines (45%) and Indonesia (23%)
Ritz-Carlton: Indonesia (61%) and Malaysia (13%)
Sheraton: Indonesia (69%) and Malaysia (10%)
MBS: Malaysia (48%) and Singapore (31%)
W Hotels: Thailand (65%) and Indonesia (14%)

We must also take into account that some hotels have more 
properties than others, which is re±ected in the SOV%.

Brands # of Hotels

Shangri-La 24

Sheraton 16

Marina Bay Sands 1

Ritz-Carlton 9

W Hotels 4

Shangri-La

W Hotels

Sheraton

Ritz 
Carlton

Marina 
Bay Sands

24%

7%

28%

14%

27%

MENTION OF 
HOTELS ON 

SOCIAL MEDIA

Shangri-La

W Hotels

Sheraton

Ritz 
Carlton

Marina 
Bay Sands

27%

2%

32%

12%

27%

MENTION OF 
HOTELS ON 

NEWS

https://twitter.com/meltwater
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The exception to this is Marina Bay Sands. MBS has become 
a Singaporean landmark and a must-see destination in Asia. 
Recently, Singapore Tourism Board poked back at CBS show 
Criminal Minds for their inaccurate portrayal of Singapore, 
through a post, featuring an image of Marina Bay Sands, with 
the caption “Criminally Shiok” showing how intrinsically linked 
the hotel is with Singapore. The word “Shiok” is commonly used 
in Singapore to convey a feeling of great satisfaction. 

This tweet by Twitter user @Blvvck (9k followers) garnered 
the largest reach on social media for MBS, after being 
retweeted 613 times.

There are occasionally some peaks in the presence of a 
brand when they hold events or have events that are held 
nearby that managed. One event that was held near Marina 
Bay Sands was i Light Marina Bay, Asia’s leading sustainable 
light art festival. Twitter user @Xavierlur (160k followers) 
received 2,201 retweets for his tweet regarding GastroBeats 
at i Light.

MBS Social
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Sentiment analysis
 
Social media is a great platform to understand customer 
satisfaction and loyalty. Social media users tend to share 
and promote their favourite brands, but also publicise bad 
customer service to deter others from the same experience.

Sentiment analysis is the �rst step towards understanding 
brand reputation. While getting thousands of mentions on 
news and social media may seem like a wonderful thing, 
marketers never know if they are worth celebrating unless 
they analyse the sentiment behind the posts. It gives share 
of voice a context – Positive, Neutral or Negative, 
allowing marketers to know when to celebrate.

Sentiment analysis can �ag content to marketers but of course it does not tell them how to 
act. Marketers can �rst �lter the negative sentiment and ensure that stakeholders are aware of the 
conversations, or take action by responding directly (o¬ine or online).

As seen from the graphs below, Marina Bay Sands tops both news and social for positive sentiment, 
followed by W Hotels and Ritz-Carlton. Although both Shangri-La and Sheraton had the highest SOV 
in news and social media among the hotels analysed, both brands have a lower percentage of positive 
mentions, with a bulk of the sentiment being neutral. 

https://twitter.com/meltwater
https://www.facebook.com/MeltwaterGroup/
https://www.linkedin.com/company/meltwater-group
https://plus.google.com/+Meltwater


Facebook Interactions Twitter Interactions Instagram Interactions

@ritzcarltonbali 182,763 @Ritzcarlton  15,098 @ritzcarlton 617,880 

@edsashangrila 111,719 @ShangriLaHotels  13,070 @wbaliseminyak 137,611 

@marinabaysands 67,301 @marinabaysands  3,768 @marinabaysands 102,115 

@wbaliseminyak 24,143 @whotels  2,414 @shangrilasg 37,623 

@royalorchidsheratonhotel 15,526 @sheratonhotels  1,300 @sheratonsurabaya 31,668 

 
7  ‘Word-Of-Mouth Recommendations Remain The Most 
Credible Source of Advertising among Southeast Asian 

Consumers’, Nielsen 29 Sep 2015
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Analysing the use of owned Communication 
Channels 
 
Overview
The social media handles listed below are used for analysis in this report. 

Notes:
1.  Ritz-Carlton’s global Instagram account is used for comparison as they do not have localised accounts. They have centralised their social 
media communications, hence the interactions are higher.  
2. All hotels’ global Twitter accounts were used for ease of comparison since some brands do not have localised accounts. 

Brands who interact with their audiences more frequently will �nd that it is easier to maintain 
engagement rates and keep their fans coming back for more. Users tend to follow and interact with 
social media pages where they are able to get something in return – in the form of promotions and 
giveaways, or exclusive news.

 
WORD-OF-MOUTH IS ESPECIALLY IMPORTANT TO THE HOTEL INDUSTRY BUT 

OWNED SOCIAL CHANNELS COME SECOND, INDICATING THE IMPORTANCE OF 
TAKING OWNERSHIP OF THEM.

Word-of-mouth recommendation from friends and family continues to be the most trusted source to 
consumers in Southeast Asia, according to a report by Nielsen7. Owned channels came second. Hotel 
brands have been using their owned social media channels to push out and control their messaging, 
taking full ownership of their communication channels. This emphasises the importance of customer 
service on social media.

Ritz-Carlton topped Twitter and Facebook interactions. Among localised accounts for Instagram in 
ASEAN 6, W Bali topped the number of interactions. 

http://www.nielsen.com/sg/en/press-room/2015/word-of-mouth-recommendations-remain-the-most-credible-source-of-advertising-among-southeast-asian-consumers.html
https://twitter.com/meltwater
https://www.facebook.com/MeltwaterGroup/
https://www.linkedin.com/company/meltwater-group
https://plus.google.com/+Meltwater
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Posting frequency vs Interactions
The relationship between posting frequency and 
interactions is diµcult to establish. 

On one side, when posting frequency and the 
interactions trend similarly (for example, as seen in 
the graph of W Bali), it could signal that the brand 
is an expert at content marketing and is able to 
deliver well targeted posts. On the other hand, the 
brand could have reached plateaued interest due to 
the type of content they post, indicating that there 
is limited virality in their posts. 

W Bali

Edsa Shangri-La

Also, a higher frequency of posts does not 
guarantee a corresponding high amount of 
interaction (as seen in the example of Edsa 
Shangri-La).

Content is king. Interaction is directly 
proportional to the kind of content posted, 
which should correspond to consumer 
preference. By analysing the types of posts 
during the peaks, insights can be derived to 
understand what type of content normally 
performs better with fans. Peaks in interactions 
usually occur due to viral posts in that certain 
month. 

How often should we post on Facebook?

Insights from Facebook 
Since each brand has multiple sub brands and various Facebook accounts, insights are drawn by 
analysing the most active Facebook accounts of each hotel brand namely: Edsa Shangri-La, Manila 
(PH), The Ritz-Carlton, Bali (ID), Royal Orchid Sheraton Hotel & Towers (TH), Marina Bay Sands (SG), 
W Bali - Seminyak (ID).

https://twitter.com/meltwater
https://www.facebook.com/MeltwaterGroup/
https://www.linkedin.com/company/meltwater-group
https://plus.google.com/+Meltwater
https://www.meltwater.com/blog/how-often-should-you-post-on-facebook/


FEB 2017

NOV 2016

MAR 2017APR 2017

DEC 2016

17 Oct Fitness event 

14-25 Dec 12 days of Christmas 
giveaway (Food, �tness, hampers)

20-21 Feb EXO (Korean 
band) giveaway tickets

1 Feb Valentines’ 
Day dinner

24 Jan Seafood 
picture

30 Mar 
Festival guide

1 Mar Air 
Supply concert

6 Mar Instagram 
worthy, island view

23 Mar World 
Water Day

27 Mar Wonder 
Full water show

8 Jan 
Giveaway

12 Feb Instagram 
worthy, sea view

23 Feb Banana 
bread day

27 Feb Bali’s most 
important festival

W BALI

W BALI

W BALI

SHANGRI-LA

SHANGRI-LA SHANGRI-LARITZ-CARLTON

SHERATON MBSMBSMBS

SHERATON

RITZ-CARLTON

RITZ-CARLTON

OCT 2016

JAN 2017

14 Digital Disruption of the Hospitality Industry

0

50

100

150

200

250

Ritz Carlton 
Bali

Royal Orchid 
Sheraton

Marina Bay 
Sands

W BaliEdsa 
Shangri-La

0

200

400

600

800

1,000

1,200239
231

219

181

158

Average Interaction per postNumber of Facebook posts

N
um

be
r o

f F
ac

eb
oo

k 
po

st
s

Average Interaction per post

The million-dollar question that all 
marketers want an answer to.
Many marketers may believe that the more 
they post, the higher the engagement. 
Mathematically, it seems logical. But in reality, 
there is no evident trend. Looking at the �ve 
hotel brands, we are able to see there is no 
correlation.

With no trend between frequency of posting 
and engagement rate, this further emphasises 
that content quality is more important than the 
quantity of content.

Want to know more about when is the best time to post on Facebook?  
Read about it here »
 

Deep diving into the peaks of volume of interactions will enable us to understand what kind of content 
consumers typically prefer and what provokes a reaction. Based on the types of posts in these months, 
it is possible to identify patterns and gain insights about the potential type of content that can be 
posted in order to gain sustained engagement from followers. By using media monitoring and analysis 
tools, brands are able to identify the peaks in mentions and fan interactions, and change their content 
strategy accordingly. 

Below are some posts with the most amount of interaction within the time frame for each hotel.

https://twitter.com/meltwater
https://www.facebook.com/MeltwaterGroup/
https://www.linkedin.com/company/meltwater-group
https://plus.google.com/+Meltwater
https://www.meltwater.com/sg/blog/faq-whats-best-time-post-facebook/
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THE GENERAL TREND FOR THE TOP THREE POSTS FOR EACH OF THE FIVE 
FACEBOOK HANDLES ARE GIVEAWAYS AND PROMOTIONS COUPLED WITH 

EDITORIAL-LIKE PHOTOS. 

Giveaways are most frequently used on Facebook since it is an easy tactic to increase engagement 
in terms of shares, comments, etc. With beautiful visuals of the property, users are able to virtually 
experience and visualise themselves at the hotel, fuelling their wanderlust.

Edsa Shangri-La, Manila (PH)
Edsa Shangri-La enticed its followers with K-Pop 
concert tickets and o�ered two VIP concert tickets 
to EXO Planet in exchange for a two-night stay at 
the hotel. Both posts on the giveaway were widely 
shared by fans, with a combined total of more than 
2,000 shares. This could illustrate a deep interest 
in K-Pop by Filipinos, and provides Edsa Shangri-La 
more justi�cation to hold similar giveaways in the 
future as part of its event campaigns.

The Ritz-Carlton, Bali (ID)
Ritz-Carlton Bali enticed its followers 
with editorial like photos, garnering 
close to 40,000 likes. This could 
indicate the desire of fans of this 
page to travel to exotic locations. 

General Trends

https://twitter.com/meltwater
https://www.facebook.com/MeltwaterGroup/
https://www.linkedin.com/company/meltwater-group
https://plus.google.com/+Meltwater
https://www.facebook.com/107135102648932/posts/1560300270665734
https://www.facebook.com/390026671144075/posts/1089360457877356
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Royal Orchid Sheraton Hotel & Towers 
(TH)
Royal Orchid Sheraton posted content 
related to the Songkran Festival, 
something unique to Thailand. With such 
a unique culture in Thailand, leveraging 
on cultural events potentially enhances 
reader engagement.

Royal Orchid Sheraton Hotel & Towers 

Marina Bay Sands (SG) 
MBS gains the most engagement through 
their photos of Singapore’s skyline and 
the MBS towers. Content is focused on 
promoting upcoming events and their F&B 
outlets, rather than their hotel facilities.

W Bali - Seminyak (IN)
W Bali gains the most engagement through 
editorial like photos – food, scenery and 
�tness classes for charity. W Hotels’ social 
media content positions the hotel more as a 
lifestyle brand rather than a hotel, appealing 
to their relatively younger audience.

https://twitter.com/meltwater
https://www.facebook.com/MeltwaterGroup/
https://www.linkedin.com/company/meltwater-group
https://plus.google.com/+Meltwater
https://www.facebook.com/129522627076360/posts/1407215429307067
https://www.facebook.com/wbaliseminyak/posts/1528649933829914:0
https://www.facebook.com/59796074158/posts/10153934680774159
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Insights from Twitter
Insights are drawn by analysing the most active Twitter accounts of each brand namely: @ritzcarlton, 
@sheratonhotels, @marinabaysands, @whotels, @shangrilahotels.
Note: Global accounts were used across all hotel brands in order to maintain consistency as all of them do not have localized twitter handles.

Hotel brands according to number of Twitter replies:
1. @Ritzcarlton (1,390)
2. @ShangriLaHotels (855)
3. @sheratonhotels (238)
4. @marinabaysands (160)
5. @whotels (86)

On average, the Ritz-Carlton Twitter account replies to 24 
tweets a day, without missing a day from February 2017 
to March 2017, peaking at 45 tweets on 23 March 2017. 
This was higher than any of the other hotels, who normally 
replied around one to two tweets a day on average. 

Shangri-La tweeted every day from 1 Oct 2016 to 31 March 
2017, averaging 11 tweets a day, higher than other hotels 
with an average of two tweets a day.

The number of followers is not related to the number of 
tweets and interactions that the brand has with their 
customers across all �ve Twitter handles. For example, 
Sheraton has 63,629 followers with 1,300 total interactions 
while MBS has 27,551 followers with 3,768 total interactions 
(Data as of 31st March 2017).

Ritz-Carlton is the front runner on Twitter, gaining a large 
part of both share of followers (46%) and share of 
interactions (42%).

Interesting ¦ndings:

2

3

1

4

https://twitter.com/meltwater
https://www.facebook.com/MeltwaterGroup/
https://www.linkedin.com/company/meltwater-group
https://plus.google.com/+Meltwater
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Number of followers does not correlate with the number of tweets and interactions that the 
brand has with their customers across all �ve Twitter handles, as seen from the examples below.
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Sheraton Marina Bay Sands

Across all Twitter handles, followers increase month-on-month. However, it is not always a numbers 
game. Followers do not necessarily mean that the brand is gaining more awareness or loyalty. There 
are several kinds of followers that are irrelevant – Inactive users, bots, fake pro�les and many more. 
They in±ate statistics without adding any real value to the brand.

Shangri-La

W Hotels
Sheraton

Ritz 
Carlton

Marina Bay 
Sands

8%

23%
16%

46%

7%

RELATIVE 
SHARE OF 

FOLLOWERS

Shangri-La

W Hotels

Sheraton

Ritz 
Carlton

Marina Bay Sands

37%

7%

4%

10%

42%

RELATIVE 
SHARE OF 

INTERACTIONS

Ritz-Carlton is the front runner on Twitter, gaining the lion’s share of both share of followers 
(46%) and share of interactions (42%). This can 
be attributed to Ritz-Carlton’s reputation and how 
they leverage on Twitter. Among the �ve hotels, Ritz-
Carlton replies to tweets most frequently, an average 
of 24 tweets per day and a total of 1,390 replies in 
February and March 2017.

https://twitter.com/meltwater
https://www.facebook.com/MeltwaterGroup/
https://www.linkedin.com/company/meltwater-group
https://plus.google.com/+Meltwater


8  ‘Hotels should use Twitter for customer service, 
not marketing’, Travel Tripper 14 Oct 2015
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A hotel brand’s customer service is 
of utmost importance. Social media, 
especially Twitter, is a great platform for 
customer service management. It gives 
hotels the opportunity to quickly and 
directly respond to customers. 

TWITTER IS LESS EFFECTIVE FOR CONTENT MARKETING,  
MORE EFFECTIVE FOR CUSTOMER SERVICE

Hotel brands tend to use Twitter for customer service management and less for marketing⁷ as 
Twitter is a real-time, conversational tool. For agile brands, they can capitalise on this by monitoring 
complaints made about rival hotels and responding directly to these individuals.

Across all �ve Twitter handles, the replies in 
response to customers’ tweets revolve around 
1) Answering queries; 2) Thanking customers 
for sharing their memories with them and 3) 
Apologising for issues

A 2014 study shows that, on average, hotels take 
more than 7 hours to respond on Twitter, with less 
than 20% of customers mentions receiving replies8.  

All �ve hotel brands in this report engage in some 
form of customer service on Twitter. Something 
worth noting is that all �ve hotel brands do not 
have automated replies and instead have manual 
responses for all posts. 

Read about why brands should participate in 
Twitter conversations »

http://www.traveltripper.com/blog/hotels-should-use-twitter-for-customer-service-not-marketing/
https://twitter.com/meltwater
https://www.facebook.com/MeltwaterGroup/
https://www.linkedin.com/company/meltwater-group
https://plus.google.com/+Meltwater
https://www.meltwater.com/sg/blog/why-we-should-all-be-participating-in-twitter-chats/
https://www.meltwater.com/sg/blog/why-we-should-all-be-participating-in-twitter-chats/
https://www.meltwater.com/sg/blog/why-we-should-all-be-participating-in-twitter-chats/


20 Digital Disruption of the Hospitality Industry

Brand Top Keywords Explanation

@shangrilahotels #ExpediaChat
Expedia holds a Q&A session on Twitter, 
moderated by a travel expert every 
Wednesday

@ritzcarlton #RCMemories
Hashtag that Ritz-Carlton uses to engage 
with their customers and to aggregate 
posts by users

@sheratonhotels

@juliagtelles 

 
 
 
 
 
 
 

Sheraton partnered with Showtime to 
bring travel guides inspired by customer’s 
favourite series and characters. The top 
keyword features @juliagelles who is the 
Actress of The A�air, Winner of Best TV 
Series, Drama at the 2015 Golden Globes, 
giving a tour of New York City.

@marinabaysands

#MondayFunday
#TravelTuesday
#FoodieFriday
#WeekendWanders
#SpotlightSaturday

Hashtags that MBS uses throughout the 
week

@whotels

#Wcfda 

 
 
 
 
 
 
 
 
 

 
 

W Hotel promoted its partnership with 
Fashion Incubator with this hashtag.

After analysing millions of conversations, these words were the most commonly used throughout each 
Twitter handle. The majority of them were hashtags, which help to group together posts.  
 
Interested in ¦nding out more about making your hashtag a success? Read more here »

https://twitter.com/meltwater
https://www.facebook.com/MeltwaterGroup/
https://www.linkedin.com/company/meltwater-group
https://plus.google.com/+Meltwater
https://twitter.com/sheratonhotels/status/805562339219148803
https://twitter.com/WHotels/status/859139512462692354
https://www.meltwater.com/sg/blog/secret-formula-hashtag-success/
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Insights from Instagram
Insights are drawn by analysing the most active Instagram accounts of each brand namely: 
@shangrilasg, @ritzcarlton, @wbaliseminyak, @marinabaysands, @sheratonsurabaya.

 
Among the four localised accounts (excluding Ritz-
Carlton’s global account), W Bali had the most number 
of interactions (137,611).

W Bali posted every day from 1 Oct 2016 to 31 Mar 2017 
with the exception of 17th December 2016, making 
them the brand that posts the most frequently amongst 
all its competitors.

Interesting ¦ndings:

1

2

Excluding Ritz-Carlton’s global account, W Bali’s Instagram received the most number of interaction 
as compared to the other three brands. Interestingly for W Bali, MBS and Shangri-La Singapore, 
there is a trend between the number of posts they had and the interactions they received. Sheraton 
Surabaya on the other hand, had the highest number of posts but, received the least number of 
interactions.
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@wbaliseminyak 
Editorial backgrounds showing the 
views at W Bali.

@sheratonsurabaya
Two out of three top posts were related to 
Christmas while all three top posts were 
photos of the lobby of Sheraton Surabaya.

@wbaliseminyak 

@sheratonsurabaya

@marinabaysands 
All top posts had the MBS skyline, advertising 
various events held at MBS. 

@marinabaysands 

@ritzcarlton 
Sunset photos and skylines; editorial 
like photos

@shangrilasg (SG)
Top posts all ±oral background posts – 
Editorial like photos.

@ritzcarlton @shangrilasg (SG)

The general trend of top posts on Instagram are editorial-like, luxurious photos which capture 
the attention of Instagram users. This should come as no surprise since the hotels are keen to use 
their Instagram posts as an extension of their brand identity.

https://twitter.com/meltwater
https://www.facebook.com/MeltwaterGroup/
https://www.linkedin.com/company/meltwater-group
https://plus.google.com/+Meltwater
https://www.instagram.com/p/BN_C0iQhqtT/
https://www.instagram.com/p/BMl8m9ug7mK/
https://www.instagram.com/p/BRdCWHCD5aY/
https://www.instagram.com/p/BNMseeNgMqC/
https://www.instagram.com/p/BLf4rFNhJiU/
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Case Study: Ritz-Carlton 
 
Ritz-Carlton has the highest number of interactions on social 
media on Twitter and Facebook. 

As of 31 March 2017, Ritz-Carlton has 191,741 followers on Twitter 
and 282,372 followers on their Instagram page (@ritzcarlton). 

The top posts with most interaction on Ritz-Carlton Bali 
Facebook page feature photos focusing on the scenery at Ritz-
Carlton Bali – sand, sea and sunsets.

 SOCIAL MEDIA IS AS MUCH A 
CUSTOMER SERVICE TOOL AS THE 

LADIES AND GENTLEMEN WHO 
WOULD STAND IN THE LOBBY 

READY TO ASSIST A GUEST. 
Allison Stitch, current VP of Public Relations 

for Marriott International

Ritz-Carlton uses social media as a platform for memory 
storing after lifelong memories are created when customers 
stay at Ritz-Carlton hotels. As with all other hotels, Ritz-
Carlton makes use of luxurious visuals of their hotels to 
attract readers. Twitter is used to encourage guests to 
share their memories with them, using the hashtag – 
#RCmemories. This helps to evoke an emotional response to 
the brand.

On Instagram, most Ritz-Carlton posts rely on user-
generated content where they repost users’ photos with the 
hashtag #RCmemories onto their feed. Because they are 
guest photos, the brand creates a stronger bond with their 
fans and it also has higher credibility to other customers 
since they are not professionally curated by their PR or 
marketing team. 

https://twitter.com/meltwater
https://www.facebook.com/MeltwaterGroup/
https://www.linkedin.com/company/meltwater-group
https://plus.google.com/+Meltwater
https://www.instagram.com/ritzcarlton/?hl=en
https://twitter.com/RitzCarlton/status/845303680110940162
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Sharing Economy

https://twitter.com/meltwater
https://www.facebook.com/MeltwaterGroup/
https://www.linkedin.com/company/meltwater-group
https://plus.google.com/+Meltwater
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12 ‘Global consumers embrace the share economy’, Nielsen 28 May 2014
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Sharing Economy
Overview 
Airbnb is the market leader for the home sharing economy in ASEAN 6 mainly because it enjoyed a 
�rst mover advantage. As of 2016, Airbnb has a valuation of USD $30 billion which is nearly eight times 
more than its closest competitor, HomeAway (which Expedia bought for $3.9 billion last year)9. Airbnb 
saw a revenue growth of 113% in 2015 and 89% in 2016 while Expedia saw an average growth rate of 
just 19% over the same period. This could be because Airbnb’s prices are typically much lower than the 
average hotel room rate. Data shows that those who stayed at an Airbnb spent an average of 26% 
less per night than those who stayed in hotels10. 

According to Airbnb’s former director of SEA, Jia Jih Chai, there were two things that helped Airbnb in 
Southeast Asia – product referrals and social media in±uencers. The referral program encouraged users 
to invite their friends by gifting both the sender and recipient travel credits when the invited user has 
completed their �rst stay11. Airbnb relies heavily on word-of-mouth to build its network of hosts and 
guests.

One reason why the sharing economy may have become so successful is that 78% of consumers in 
Asia Paci�c are willing to share their own assets while 81% are willing to rent from others, well above 
the global average of 68% and 66% respectively, according to Nielsen’s 2014 survey. It is worthy to 
note that consumers in Indonesia (87%), Philippines (85%) and Thailand (84%) are in the top �ve 
globally who are likely to engage with the sharing economy12.  

Even disruptors are not immune to the disruption cycle. Rivalling Airbnb in the home sharing 
economy is HomeAway. Airbnb’s large global presence and marketing e�orts are the main reasons 
why HomeAway have become overshadowed.13 HomeAway was founded in February 2005, but only 
entered the Southeast Asian market in 2013 through the acquisition of TravelMob, a Singapore-based 
company. It has since become a contender for market leader after being acquired by global giant, 
Expedia in 2016.

Upscale hotels do not consider Airbnb and other competitors a big threat, as the hotels claim they 
have a di�erent target market. However, in a recent statement given by Allen Smith, Global President 
and Chief Executive Oµcer of Four Seasons, his comments seem to acknowledge the fact that Airbnb 
will grow into a considerable threat soon enough if hotel brands do not adapt to the changing market. 

IF YOU DON’T [FOCUS ON REFINING GUEST SERVICE AND STAYING ON 
TOP OF EMERGING TRENDS], THE RISK IS THAT THE RELEVANCE OF 

YOUR BRAND DIMINISHES OVER TIME REGARDLESS OF WHAT A GREAT 
COMPANY THIS IS, Allen Smith, Four Seasons Hotels and Resorts CEO (June, 2017)

https://www.bloomberg.com/news/articles/2016-07-11/airbnb-faces-growing-pains-as-it-passes-100-million-users
https://www.bizjournals.com/sanfrancisco/news/2016/09/01/airbnbs-revenue-soars-compared-to-hotels.html
http://www.innovationiseverywhere.com/sharing-economy-asia-jia-jih-chai-airbnb/
http://www.nielsen.com/id/en/press-room/2014/global-consumers-embrace-the-share-economy.html
https://www.theedgeproperty.com.my/content/874282/homeaway-out-grow-homestay-market-asia
https://twitter.com/meltwater
https://www.facebook.com/MeltwaterGroup/
https://www.linkedin.com/company/meltwater-group
https://plus.google.com/+Meltwater
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Facebook Interactions Twitter Interactions Instagram Interactions

@airbnb
@airbnbsingapore
@airbnbthailand
@airbnbmalaysia
@airbnbphilippines
@airbnbindonesia

2,535,475 
23,474
31,591
153,644
445,959 
287,440

 @airbnb 294,561  @airbnb 5,733,127

@homeaway
@HomeAwayIndonesia
@HomeAwayAsia

1,419,296 
53,901
89,079

@homeaway 7,822 @homeaway 86,739

@�ipkey 2,337 @�ipkey 680 @�ipkey_vacation 4,551

@roomorama 27 @roomorama 1 @roomorama 5,846

Share of voice 

Analysing the use of owned Communication Channels 
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As seen from the graph, Airbnb has the largest 
News and Social Media volume on Earned Media, 
which marries with the fact that they are 
the undisputed market leader for the sharing 
economy in ASEAN 6 as well as globally. 

As with the hotel brands, share of voice for news and 
social media share the same pattern, with Airbnb 
holding the top position, followed by HomeAway, 
FlipKey, Roomorama and Pandabed. With this trend, 
share of voice seems to correspond to their market 
share in the sharing economy industry. 

In this industry, where word-of-mouth is very in±uential, a larger share of voice on news or social 
media would mean a heightened awareness for the brand which would lead to an increase in market 
share – taking care to ensure that the sentiment is positive or neutral as well.

Notes:
1.  For better comparisons, Airbnb accounts in ASEAN and HomeAway’s Indonesia and Asia’s account will be grouped together for this section. 
2. Localised accounts are used for Airbnb and HomeAway when comparing across hotels, sharing economy and OTAs. 

Sharing Economy Brand Analysis

https://twitter.com/meltwater
https://www.facebook.com/MeltwaterGroup/
https://www.linkedin.com/company/meltwater-group
https://plus.google.com/+Meltwater
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With country-speci�c accounts, Airbnb is able to share 
more relevant, localised content and better engage 
with their customers. This is especially important in 
ASEAN and speci�cally in the six countries due to how 
di�erent they are in terms of language, culture, need 
and regulation. As such, a multi country presence on 
social media is a good idea.

Posting frequency on social media for the sharing 
economy is strongly correlated with the amount 
of interactions. This is most likely attributed to the 
fact that interactions are related to the amount of 
market share and recognition the brand has.  
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Airbnb and HomeAway, being the top two undisputed market leaders, have the highest interactions 
across di�erent social media channels. One interesting point to note is that whilst HomeAway 
Indonesia and HomeAway Asia combined have more posts on Facebook, Airbnb has a much greater 
number of interactions. 

Airbnb, the market leader takes 97% of total Twitter interactions, 86% of total Facebook interactions 
and 98% of total Instagram interactions among these �ve players. 
 

https://twitter.com/meltwater
https://www.facebook.com/MeltwaterGroup/
https://www.linkedin.com/company/meltwater-group
https://plus.google.com/+Meltwater
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Case Study: Airbnb  
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Monitoring social media presence on a 
micro level will enable brands to understand 
virality – the cause of peaks in social presence 
by volume. By using Meltwater’s media 
intelligence platform, brands can di�erentiate 
between actual viral news or bots. The peak 
on 22nd October 2016 was contributed by a 
bot named “@StylishRental”, whose account 
has since been deactivated. Brands are also 
able to benchmark against competitors, 
allowing them to quickly find out potential 
viral moments in real time to newsjack 
effectively. 

1 2

@bchesky, 28 Jan 2017

@catzcrewz, 14 Mar 2017

Homeaway
Airbnb

Flipkey

9%
88%

2%
Roomorama
1%RELATIVE 

SHARE OF 
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Airbnb’s Global Twitter Strategy
As a disrupter, Airbnb also has an aggressive social media 
strategy to cope with demand.

Airbnb has the largest share of 
interactions and followers 
on Twitter in the sharing 
economy industry.

Capitalising on popular 
events or trends would 
enable brands to deliver 
content that would 
resonate with social 
media users, fuelling their 
conversations, leading to 
increased engagement. 

1

2

https://twitter.com/meltwater
https://www.facebook.com/MeltwaterGroup/
https://www.linkedin.com/company/meltwater-group
https://plus.google.com/+Meltwater
https://www.meltwater.com/sg/blog/staying-trend-importance-monitoring-trending-topics-online/
https://www.meltwater.com/sg/blog/throwing-shade-social-newsjacking-negative-pr/
https://www.meltwater.com/sg/blog/throwing-shade-social-newsjacking-negative-pr/
https://www.meltwater.com/sg/blog/throwing-shade-social-newsjacking-negative-pr/
https://twitter.com/catzcrewz/status/841648748593733634
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Keyword Explanation

LiveInTheMovies

Airbnb’s Twitter campaign during 
the Oscars 2016. Upon using social 
media listening tools, they found that 
conversations on Twitter spiked during 
commercial break. That was when they 
posted a short video with the question 
“If you could live in any movie, what 
would it be?” Thereafter, they matched 
the replies with Airbnb listings.  

AirbnbOpen Airbnb Open is an annual host convention that includes workshops, keynote 
presentations, and festive celebrations. 

Weaccept

The top three tweets (based on number 
of interactions) of Airbnb are related to 
a social cause – #weaccept campaign 
 
Airbnb have been campaigning against 
discrimination, strongly backed by CEO 
Brian Chesky.

Upon digging deeper, we found the keywords that were most used on Airbnb’s Twitter.

https://twitter.com/meltwater
https://www.facebook.com/MeltwaterGroup/
https://www.linkedin.com/company/meltwater-group
https://plus.google.com/+Meltwater
https://twitter.com/Airbnb/status/704164290228424704
https://twitter.com/Airbnb/status/828394637874171904


@MatanPaul, 26 Dec 2016 @Luizs_81, 5 Jan 2017
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What Airbnb has done diªerently
Airbnb’s CEO, Brian Chesky, is a good example of how 
brands should utilise Twitter to bring a human touch to 
their brands. 

Chesky does not only post a thought provoking tweet 
but goes further to reply to users who gave suggestions. 
Through this conversation, he can gain insights into what 
consumers want. 

Through his various conversations with 
countless individuals, it seems that Chesky 
takes note of customer feedback, as seen 
from his replies like “popular request” with 
regards to certain recommendations.

The fact that the CEO of Airbnb is communicating directly with the public has changed people’s 
perception of how CEOs are supposed to behave. Through this conversation, Airbnb not only manages 
to get feedback from the people who matter, but it also builds up Brian Chesky’s image as a down-
to-earth CEO who listens to his customers which garners a lot of trust and respect as seen from the 
tweets. 

This highlights the need for brands to understand the ways that users engage in content posted by 
brands. In this case, Twitter discussions give a more authentic take on the issues that consumers face 
and fans can take an active role in the brand direction. 

https://twitter.com/bchesky/status/813472520879960065
https://twitter.com/bchesky/status/817043135507230720
https://twitter.com/meltwater
https://www.facebook.com/MeltwaterGroup/
https://www.linkedin.com/company/meltwater-group
https://plus.google.com/+Meltwater
https://twitter.com/bchesky/status/813219932087390208
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Online Travel Agents 
(OTA)
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Online Travel Agents (OTA)
Online Travel Agencies (OTAs) is an alternative name for travel websites that provide online 
booking services for hotels, airlines, cars and other travel related services to users. They are an all-
in-one platform where consumers can research and book their travels and they can normally enjoy 
discounted rates. The immense growth of OTAs can be attributed to the value proposition these sites 
o�er to consumers – providing both real-time availability and price comparison information.

Southeast Asia’s online travel spend 
is expected to reach $76 billion by 
2025.14 By the end of 2017, online travel 
bookings will account for 37% of all 
bookings in Asia Paci�c, 45% in the 
U.S., and 52% in Europe as opposed 
to o¬ine bookings such as through 
travel agents.15 Indonesia will be the 
fastest growing online travel market 
in Asia Paci�c through to 2020 but it 
will only account for just 2% of the 
Asia Paci�c online travel market16. 
This is demonstrated by the success 
of Agoda Indonesia’s Facebook page, 
as they lead the market for number of 
interactions, which is double that of 
second placed Airbnb’s Facebook page. 

The OTA industry has been said to be 
a duopoly with Expedia and Priceline 
Group garnering most of the market 
share – a big contributing factor for 
this is the number of brands that both 
companies own. 

The leading online travel agencies in Thailand and Vietnam is Agoda, while Expedia tops the list of 
OTAs in Singapore. OTAs typically depend on word-of-mouth recommendations, similar to that of the 
short-term rental sites, purely because of the nature of the business model and network e�ects. 

14 ‘Google Study Forecasts Southeast Asia Online Travel Market at $76 
Billion in 2025’, Skift 9 Aug 2016

15 ‘Why do travelers prefer booking with OTAs?’, Travel Tripper 25 Aug 2016
16 ‘Trends that matter in online travel’, WebinTravel 10 Nov 2016

https://twitter.com/meltwater
https://www.facebook.com/MeltwaterGroup/
https://www.linkedin.com/company/meltwater-group
https://plus.google.com/+Meltwater
https://skift.com/2016/08/09/google-study-forecasts-southeast-asia-online-travel-market-at-76-billion-in-2025/
http://www.traveltripper.com/blog/why-do-travelers-prefer-booking-with-otas/
http://www.webintravel.com/trends-matter-online-travel/


¹7 ‘Ctrip Joins Priceline and Expedia as 
Global Giant’, Skift 7 Jul 2016
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Facebook Interactions Twitter Interactions Instagram Interactions

@agodaindonesia 5,634,186 @expedia 44,316 @tripadvisor 1,922,514 

 @TripAdvisor 698,650 @tripadvisor 41,862  @expedia 124,371 

 @Expedia.co.th 85,957 @agoda 0  @agoda 58,706 

Expedia is a world leader in the OTA industry, with a brand portfolio including HomeAway, Hotels.com 
and Trivago. Expedia’s strategy is clear. They are able to cement its position as the market leader by 
building a strong presence in various categories of online travel, e.g., Metasearch through Trivago, 
corporate travel through Egencia and the short-term rentals industry through HomeAway¹7.

All three companies have di�erent business models. Expedia focuses on merchant revenue, which 
occurs when hotels sell rooms to OTAs in bulk at a discount, and then the OTAs then sell to customers 
at a mark-up. Priceline focuses on agency revenue, whereby they are able to earn commission 
when hotels list their services on their website, without OTAs having to purchase any rooms. Finally, 
TripAdvisor is driven by advertising such as advert placements on their website. 

There is an interesting relationship 
between hotel brands and OTAs. High 
commission rates from every booking 
facilitated threatens a sizable percentage 
of hotels’ revenue, however being listed 
on OTAs de�nitely gives hotels more 
exposure to consumers – albeit more 
bene�cial for independent brands.

This report will be focusing on the top 
three OTAs with a strong presence in 
ASEAN 6 – Expedia.com, Agoda.com and 
TripAdvisor.com. 0
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The social media handles listed below are used for analysis in this report.

https://skift.com/2016/07/07/the-state-of-online-travel-agencies-strong-growth-but-big-challenges-ahead/
https://twitter.com/meltwater
https://www.facebook.com/MeltwaterGroup/
https://www.linkedin.com/company/meltwater-group
https://plus.google.com/+Meltwater
http://www.trivago.com/
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TripAdvisor

Agoda

Expedia

SOCIAL
SHARE OF 

VOICE

61%

9%
30%

Agoda dominates the social media sphere, capturing 
just over 60% of the share of voice, followed by 
TripAdvisor at 30.46%. Upon analysing where the 
bulk of the content originates from, we found that 
the top two countries contributing the most amount 
of content on social media are as follows:

OTA’s Brand Analysis
Social Media Presence

Expedia: Philippines (36%) and Indonesia (24%)
Agoda: Thailand (54%) and Indonesia (24%)
TripAdvisor:  Indonesia (48%) and Philippines (18%) 

https://twitter.com/meltwater
https://www.facebook.com/MeltwaterGroup/
https://www.linkedin.com/company/meltwater-group
https://plus.google.com/+Meltwater
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The content strategy behind the Facebook posts on Agoda 
Indonesia, Expedia Thailand and TripAdvisor is vastly di�erent. 

Agoda Indonesia’s Facebook campaign is driven by user 
generated content, which seems to drive the high number of 
interactions they have. Expedia Thailand’s Facebook page is 
�lled with promotions of the various destinations that they 
o�er. TripAdvisor’s Facebook page frequently ask their fans 
direct questions such as “why do you travel?” to encourage 
active conversation. 

Expedia has a far larger Facebook fanbase in comparison to 
Agoda. (Number of followers are based on their global pages 
as there is no breakdown of followers for subpages). Agoda 
seems to be focused on the Asia Paci�c market, while Expedia 
caters to the global market.
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There seems to be an inverse relationship on 
Facebook for OTAs between the number of posts 
and the number of interactions. 

The top two posts on the most active Facebook 
page among OTAs, (Agoda Indonesia) used the 
hashtag #agodabasecamp, which was a campaign 
by Agoda targeted at millennial travellers from 
Indonesia featuring local destinations. 

Insights from Facebook

https://twitter.com/meltwater
https://www.facebook.com/MeltwaterGroup/
https://www.linkedin.com/company/meltwater-group
https://plus.google.com/+Meltwater
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TripAdvisor has the largest share of followers (89.57%) whilst Expedia has a larger share of the 
interactions (51%) on Twitter. 

It is interesting to note that Agoda is the only 
OTA amongst the three companies that does 
not use Twitter to engage with customers. This 
could potentially be due to their focused e�orts 
on fewer channels and thus communication 
with fans is less diversi�ed. 

After digging deeper to �nd out how Expedia could 
capture such a large share of interactions with a much 
smaller following base, we found that @Expedia, the 
most active Twitter account among the OTAs, replied to 
tweets on an average of 25 times a day, with a peak of 
89 tweets on 9th October 2016. 

Insights from Twitter

On top of that, Expedia has an #ExpediaChat Twitter campaign 
which enables Twitter users to converse with Expedia directly 
about travel topics, subtly fuelling their wanderlust and desire to 
travel – something other brands could learn from. (Refer to the 
image on the right)

A large majority of Expedia’s responses to consumers are the 
same:

Although it may seem scripted and lacking a personal touch, this is a great way for consumers to 
reach out to brands to receive near immediate replies. 

https://twitter.com/meltwater
https://www.facebook.com/MeltwaterGroup/
https://www.linkedin.com/company/meltwater-group
https://plus.google.com/+Meltwater
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Insights from Instagram
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ACROSS ALL SOCIAL MEDIA PLATFORMS, THE TOP POSTS CARRY 
A COMMON THEME: EXOTIC LOCATIONS. BRANDS ARE HELPING 

CONSUMERS TO EXPLORE DIFFERENT PARTS OF THE WORLD 
VIRTUALLY, IN THE HOPE THAT IT INSPIRES FUTURE TRAVEL PLANS.

For a more accurate representation, global 
Instagram accounts of OTAs are used as not 
all OTAs have local accounts. For Instagram, 
there is no evident trend between the number 
of posts and number of interactions.

TripAdvisor is the King of Instagram among 
the OTAs, having 15 and 33 times more 
interactions as compared to Expedia and 
Agoda respectively. 

Deep diving into TripAdvisor’s Instagram activity, 
we found that the top hashtags are: #hotelgoals 
(49 posts), #travellerschoice (38 posts), 
#TripAdvisorDiscovery (12). The top three posts 
featured scenic pictures of exotic countries, 
namely Spain, Cambodia and Brazil.

https://twitter.com/meltwater
https://www.facebook.com/MeltwaterGroup/
https://www.linkedin.com/company/meltwater-group
https://plus.google.com/+Meltwater
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Final Thoughts
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Industry comparison

Airbnb has the largest share of voice on both 
news and social media channels, in comparison 
with the other brands, some of which have 
been in operation much longer. For news 
publications, Airbnb captured over 21% of 
the total SOV on news channels, followed 
closely by Sheraton at 17%. 

For social media channels, Airbnb 
dominated over 55% of the total SOV 
on social channels, with the next closest, 
TripAdvisor, at only 17%.

TripAdvisor

Ritz-Carlton
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Shangri-La 4%

Across all social media platforms, the top two handles with the most number of interactions belong to 
the sharing economy and OTAs. The top two handles across all social media platform are as follows: 

• Facebook: @agodaindonesia and @tripadvisor
• Twitter: @airbnb and @expedia;
• Instagram: @airbnb and @tripadvisor.

This can be attributed to the rising popularity of these disruptive business models in the hospitality 
industry, threatening traditional hotels.

https://twitter.com/meltwater
https://www.facebook.com/MeltwaterGroup/
https://www.linkedin.com/company/meltwater-group
https://plus.google.com/+Meltwater
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After consolidating all of the most active social media accounts across all 13 brands, undoubtedly 
Airbnb has been the most e�ective brand as they have consistently been in the top two spots for 
interactions across Twitter, Facebook and Instagram. 

Note: Localised accounts are used for Airbnb and HomeAway when 
comparing across hotels, sharing economy and OTAs. Combined 
accounts are used when comparing within OTAs.

https://twitter.com/meltwater
https://www.facebook.com/MeltwaterGroup/
https://www.linkedin.com/company/meltwater-group
https://plus.google.com/+Meltwater
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Conclusion
Hotels, sharing economy and OTAs – are they friends or foes? 

Disruption is inevitable in today’s digital world and we have seen that players such as Airbnb are game 
changing. Instead of viewing disruption as a threat to the company’s bottom line, brands should 
embrace it and capitalise on any opportunities in the industry similar to Ritz-Carlton’s social media 
strategy, which focuses on high engagement with fans and posting frequency. Social media platforms 
enable brands to stay on top of consumers’ needs, wants and sentiments. Social media did not 
revolutionise the industry but it did change the way that brands interact with their customers. 

With the advent of OTAs, travellers are communicating directly with one another via customer review 
platforms such as TripAdvisor. Travellers may perceive these platforms to be more trustworthy, in 
comparison with posts on the brands’ owned channels. Sites like TripAdvisor have made it easy for 
travellers to acquire a huge amount of information online about a greater number of hotels and 
consumers can also read guest reviews which would enable them to make a better judgement. Agoda 
and Expedia have also given consumers the power to get better deals as opposed to booking directly 
with hotels. Coupled with the advancement of Metasearch engines, consumers can also now compare 
across OTAs to �nd the best deal. 

The sharing economy has disrupted the industry by creating and �lling a gap in the market – giving 
people the unique opportunity to stay in a local’s home for a fraction of the price of a hotel. This has 
changed the way consumers think about travel and opened their minds to the myriad of experiences 
that they can get. Among all the di�erent stakeholders, the clear winners of this industry’s disruption 
are the consumers. 

With so many developments and uncertainty going on in the hospitality industry, it will be exciting 
to see how this will pan out. Will Airbnb evolve into an OTA or a “hotel” operator? How will Expedia 
integrate HomeAway into its portfolio of brands? What will the relationship be like between hotels and 
the sharing economy? 

https://twitter.com/meltwater
https://www.facebook.com/MeltwaterGroup/
https://www.linkedin.com/company/meltwater-group
https://plus.google.com/+Meltwater


42 Digital Disruption of the Hospitality Industry

With OTAs, consumers are exposed to a myriad of hotel choices – hotels that they may not have 
even heard of. Likewise, hotels get more exposure with the help of OTAs as well, especially small and 
medium-sized hotels that lack publicity. Hotels may perceive that OTAs are deterring travellers from 
booking directly on hotel websites. On the contrary, OTAs may even increase direct hotel bookings. By 
being listed on OTAs, more hotels now become part of the traveller’s consideration list. We have seen 
that many travellers will then book directly on the hotel’s websites rather than through the OTA. 

Furthermore, with more consumers willing to pay for experiences than goods, certain segments of 
consumers are leaning towards gaining more unique experiences through the sharing economy. Hotel 
brands can leverage this through social media by emphasising the unique experiences they o�er as 
well. Hotels and OTAs are currently �ercely competing for direct bookings. Only time can tell, whether 
they will collaborate or draw a line between them.

https://twitter.com/meltwater
https://www.facebook.com/MeltwaterGroup/
https://www.linkedin.com/company/meltwater-group
https://plus.google.com/+Meltwater
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News - Top Sources Top journalists
1.  Philstar.com (Philippines) – 277 articles
2.  Inquirer.net (Philippines) – 211 articles 
3.  The Straits Times (Singapore) – 189 articles

1.  Dhera Arizona Pratiwi  – 26 articles
2.  Mark Elliott – 24 articles 
3.  Theodore Koumelis – 21 articles

Shangri-La
Introduction of Brand 

News Presence (based on volume of posts)

Hong Kong-based Shangri-La Hotels and Resorts is Asia Paci�c’s leading luxury hotel group. Shangri-La 
Singapore came �rst in Condé Nast Traveler’s Reader’s Choice Awards 2016 among hotels in Southeast 
Asia. It is also regarded as one of the world’s �nest hotel ownership and management companies. 
Owning and/or managing over 95 hotels and resorts throughout Asia Paci�c, North America, the 
Middle East and Europe, the Shangri-La Group has a room inventory of over 40,000. Shangri-La Hotels 
has 10 hotels across ASEAN – Thailand (2) Singapore (1) Philippines (3) Malaysia (2) Indonesia (2). 
Shangri-La has a 3-tier loyalty programme called Golden Circle (Golden, Jade, Diamond), which gives 
members varying tiers of recognition and privileges. 

Shangri-La had 8,516 articles published across online news publications from April’16 to March’17 and 
4,698 posts across social media from October’16 to March’17.

South China Sea 
dispute to be one of the 
main talking points at 
Shangri-La dialogue 

16th Forbes Global CEO 
Conference was held at 
the Shangri-La Hotel, 
Jakarta, Indonesia

0%0% 3%3%
Rappler, 30 November 2016Today (online), 2 June 2016
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Social Presence (based on volume of posts)

Social (Owned Media) – Facebook

@deryant93 (32 posts)  

A bot that retweets tweets which contains #sabah or #northborneo

Owner of the Status Hair Salon in Philippines
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Photo

Retweets of Travel blogger, 
Richard Barrow, tweeted that 
every entrance at Shangri-
La, Chiang Mai had metal 
detectors at every entrance.

2%2%

1

Thai celebrity DJ Wichian “Petjah” and actress Hansa “Newclear” 
got married at Shangri-La Hotel, Bangkok.

2

@RichardBarrow, 9 December 2016
@oxBeerxo, 28 January 2017

2%2%

@oxBeerxo@oxBeerxo, 28 January 2017

@sabahbot (28 posts)  

@robina_ko (23 posts) 

Social Media – Top posters on Twitter
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79%
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News - Top Sources Top journalists
1.  Yahoo! Finance (Singapore) – 265 articles
2.  The Straits Times (Singapore) – 114 articles
3.  Báo Mới (Vietnam) – 92 articles

1.  Vicky Karantzavelou & Tatiana Rokou – 30 articles
2.  Mark Elliot – 13 articles 
3.  Zanel Farha Wilda – 21 articles

Introduction of Brand 

News Presence (based on volume of posts)

Established in 1983, Ritz-Carlton has grown from one hotel to 81 hotels worldwide with plans for further 
worldwide expansion in Europe, Africa, Asia, the Middle East and the Americas. The Ritz-Carlton Hotel 
Company is an independently operated division of Marriott International. Ritz-Carlton has 40,000 
employees and 91 hotels in 30 countries, with 9 hotels in ASEAN alone.

Ritz-Carlton had 3,632 articles mentions published across online on news channels publications from 
April’16 to March’17 and 2,781 posts across social media fromin October’16 to March’17.

Promotion of 
restaurant (Summer 
Pavilion) in Ritz-
Carlton Millenia, 
Singapore

Marriott International 
announced it had 
completed its takeover 
of Starwood Hotels & 
Resorts, creating the 
world’s largest hotel 
company.

1%1%

4%4%

The Business Times, 24 September 2016City Nomads, 23 August 2016

Ritz-Carlton
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Social Presence (based on volume of posts)

Social (Owned Media) – Facebook
Facebook: @ritzcarltonbali (IN)
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@marshawright (48 posts) 

Founder of Easy Branches Co., Ltd.

Professional Photographer, Frequent Flyer, Mileage Runner & Travel 
Team 

Rockstar Entrepreneur seen on TV

@easybranches (23 posts)

@laptoptravel (9 posts)

Tweets mentioning Bryan 
Adams concert in Jakarta. 
Bryan Adams #GetUpTour in 
Indonesia was held at The Ritz-
Carlton Paci�c Place

Tweets about The Ritz-Carlton, Millenia Singapore 
including its resident eatery, Colony.  

2%2%3%3%
@misstamchiak, 15 December 2016@JakartaConcerts, 28 November 2016

Social Media – Top posters on Twitter
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92% 89%

1% 0%

7% 11%

News - Top Sources Top journalists
1.  Báo Mới (Vietnam) – 538 mentions
2.  Thời Báo (Vietnam) – 516 mentions
3.  Viet Bao (Vietnam) – 488 mentions

1.  ThaiPR.net – 99 articles 
2.  Nurul Adha Islamiah – 53 articles 
3.  Handar – 51 articles

Introduction of Brand 

News Presence (based on volume of posts) 

Sheraton Hotels & Resorts, the largest and most global hotel brand was previously under Starwood 
Hotels & Resorts Worldwide, Inc, and is now under Marriott International. Sheraton has more 
than 440 hotels in more than 72 countries around the world. The brand is currently in the midst of 
implementing Sheraton 2020, a 10-point plan designed to make Sheraton the global hotel brand of 
choice, everywhere. Sheraton recently launched “Where Actions Speak Louder,” a multi-channel, multi-
million-dollar advertising campaign that highlights the brand’s ongoing enhancements to its guest 
experience, including new products and partnerships, and a renewed focus on service. With the plans 
well underway, the brand has already rolled out a variety of initiatives under Sheraton 2020, such as 
Paired, a new imaginative lobby bar menu.

Sheraton had 10,207 articles published on online news publications from April’16 to March’17 and 5,636 
posts across social media from October’16 to March’17.

Previous US president, Barack Obama, visited Ho Chi Minh 
City, Vietnam and stayed in 7 di�erent hotels, Sheraton being 
one of them.

Thailand’s tourism was projected to show good growth in the 
�rst half of 2016.

0%0%1%1%

7%7%

Thời Bao, 18 July 2016 Thai PR, 30 June 2016

Sheraton
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71% 74%
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Social Presence (based on volume of posts)

Social (Owned Media) – Facebook
Facebook: @royalorchidsheratonhotel (TH)
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Night
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Retweets of photo of 
Sheraton’s architectural 
marvel in Huzhou, China.

3%3%

26%26%

marvel in Huzhou, China.

2%2%

24%24%

1

Retweets of blogger Bro 
Framestone’s review of 
his stay at Four Points 
by Sheraton, Penang. 
However, his review was 
about his stay in the 
hotel in 2015.

2

@DilmahTeaID (5 posts) 

Travel agency

Tea Producer, held launch in Sheraton 

Liverpool Football Club Supporters in Singapore held match-viewing 
parties in Sheraton

@LFCSingapore (4 posts)

@ttravel_agency (4 posts)

@archpics, 21 October 2016 @broframestone, 28 Feburary 2017

Social Media – Top posters on Twitter
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68% 64%

4% 11%

28% 25%
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News - Top Sources Top journalists
1.  The Straits Times (Singapore) – 925 articles
2.  TODAY (Singapore) – 164 articles
3.  Yahoo! Finance (Singapore) – 146 articles

1.  Kevin Ho – 32 articles 
2.  Flora – 26 articles 
3.  Gary Lim  – 21 articles

Introduction of Brand 

News Presence (based on volume of posts)

Marina Bay Sands (MBS) is owned and operated by Las Vegas Sands Corps. MBS features three 
55-story hotel towers (totalling approximately 2,600 rooms and suites), the Sands Sky Park, 
approximately 160,000 square feet of gaming space, an enclosed retail, dining and entertainment 
complex of approximately 800,000 net leasable square feet. Known as the world’s most successful 
convention based Integrated Resort, approximately 73% of revenue comes from gaming activities, with 
the remainder from room, food and beverage, mall and other non-gaming sources.

MBS had 8,440 articles published across online news publications from April’16 to March’17 and 5,322 
posts across social media from October’16 to March’17.

Promotion of the ITB 
Asia event, Asia’s 
leading travel trade 
show.

Suspects involved in 
the foiled plot to �re a 
rocket at Marina Bay had 
planned to launch the 
strike from a hill in nearby 
Batam, Indonesia.

11%11%4%4%

28%28%

Rakyatku, 19 October 2016 The Straits Times, 27 September 2016

Marina Bay Sands
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Social Presence (based on volume of posts)

Social (Owned Media) – Facebook
Facebook: @marinabaysands
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Top 10 words (Facebook)
ArtScience

International

SandsEntertainment
WhatsOnMBS

TheShoppesMBS
Festival

Weekend

CelebrateAtMBS
explorerso�ood

MBSxSGIFF

Retweets of @xavierlur 
regarding the i Light Marina 
Bay event that took place 
near Marina Bay Sands.

11%11% 2%2%

1

Retweets of photos of 
Park Bo-gum, a South 
Korean actor, on coming 
to Singapore to visit MBS 
and the in�nity pool.

2

Social Media – Top posters on Twitter
@AcScanner (152 posts) 

Social media marketer, with signi�cant interest in MBS

Digital Marketing Guru. Website 

Acommodation, hotels, price scanner. Compare hotel prices and save 
up to 80%

@RidzuanIV (74 posts)

@lovedougles (65 posts) 

@xavierlur, 4 March 2017 @theseoulstory, 18 February 2017
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https://www.facebook.com/marinabaysands/
http://dougleschan.com 
https://twitter.com/AcScanner
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81% 54%

2% 10%

17% 36%

News - Top Sources Top journalists
1.  Yahoo! Finance (Singapore) – 512 articles
2.  Thailand 4 (Thailand) – 318 articles
3.  Newswit.com (Thailand) – 315 articles

1.  Angelos Restanis – 57 articles 
2.  Bang Showbiz – 37 articles 
3.  Agence France-Presse – 23 articles

Introduction of Brand 

News Presence (based on volume of posts)

W Hotels & Resorts is a luxury hotel chain owned by Marriott International that is generally marketed 
towards a younger crowd than Marriott’s other upscale properties. While every hotel is unmistakably 
a W Hotel, each has its own personality in terms of design, music and branding since each hotel is 
curated according to its destination’s culture and in±uence. W Hotels o�ers more than just a hotel 
experience, instead they provide a luxury lifestyle experience.

W Hotels had 732 articles published across online news publications from April’16 to March’17 and 1,439 
posts across social media from October’16 to March’17.

The awards ceremony for Asia’s 50 Best Restaurants, sponsored 
by San Pellegrino & Acqua Panna, was held at the W Hotel 
Bangkok.

Announcement of the awards for Asia’s 50 Best Restaurants

10%10%
ThaiPR, 18 April 2016 Yahoo! Finance, 9 December 2016ThaiPR, 18 April 2016

W Hotels
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Social Presence (based on volume of posts)

Social (Owned Media) – Facebook
Facebook: @wbaliseminyak
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Sapol Assawamunkong, Cleo Thailand’s ‘Most Eligible Bachelor 
2016’ tweeted about having a meeting at W Hotel.

8%8%
0%0%

1

Tweet by Salman 
Khan about being 
invited to stay at W 
Hotel, Goa by Amit 
Bhosle who is the 
Managing Director 
of ABIL Group.

2

Social Media – Top posters on Twitter
@hotelss_ (14 posts) 

Travel agency

Cruiseline news

Hotel news

@ttravel_agency (12 posts)

@_cruiselines (10 posts) 

@MisterGrtsp, 9 February 2017

@BeingSalmanKhan, 3 November 2016
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77% 77%

5% 6%

18% 17%

News - Top Sources Top journalists
1.  Biz Carson – 111 articles 
2.  Avery Hartmans  – 98 articles 
3.  Sam Shead  – 61 articles

Introduction of Brand 

News Presence (based on volume of posts)

Founded in August 2008, Airbnb is the pioneer in the home sharing economy in both Southeast Asia 
as well as globally. CEO of Airbnb, Brian Chesky, wanted to enter Asia as �rstly, it is a huge market. 
Secondly, they would gain �rst mover advantage and most importantly, Asia is a place where travellers 
look for a unique cultural experience. Airbnb has recently turned pro�table in the second half of 2016 
and by 2020, Airbnb’s revenue is projected to exceed USD $8.5 billion.

Airbnb had 12,627 articles published on news channels from April’16 to March’17 and 68,016 posts 
across social in October’16 to March’17.

With 70% of searches and shares related to travel happening 
through digital, Indonesia’s Minister of Tourism Arief Yahya 
announced ITX. In an e�ort to develop and protect conventional 
travel agents, they are able to sell their packages online, similar to 
the companies like Airbnb, Homestay, etc.

Facebook co-founder Eduardo Saverin made an appearance at 
99.co’s 2nd anniversary party. Saverin, known to hardly make public 
appearances, has made large sums of undisclosed investments 
into the Singaporean start-up. 99.co employs an ad-free Airbnb-
like interface that ranks rental and sale listings, not by fees, but by 
completeness and timeliness of info.

6%6%
Krjogja, 26 October 2016 Business Times, 6 June 2016

1. Yahoo! Finance (Singapore) – 1,008 articles  
2. สุดยอดเว็บบอร์ดไทย เพื่อสังคมออนไลน์คุณภาพ  
(Thailand) – 418 articles
3. Business Insider (Singapore) – 382 articles

Airbnb
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Social Presence (based on volume of posts) Social Media – Top posters on Twitter

Social (Owned Media) – Facebook
Facebook: @AirbnbPhilippines
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1 2

@ttravel_agency (16 posts) 

A twitter bot for business 

Twitter page managed by Owler, based in San Mateo (city in 
California), that allow user to track of all of the latest Travel Agency 
news 

Third party user that will randomly retweet its followers’ adverts such 
that other followers can see them. 

@I_RETWEET_ADS (9 posts)

@anastasiiselez2 (6 posts) 

@Airbnb, 18 November 2016@Noirbnb, 9 October 2016

Noirbnb is a travel and lifestyle platform that promotes the 
sharing of spaces and experiences while catering to the cultural, 
global perspective of the “Black traveller”.

Advertisement video of trips on 
Airbnb. Plenty of news on Airbnb 
launching their new service 
platform ”Airbnb Trips”.

AirBnB Trips allow users to book 
experiences designed and led by 
the locals.
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76% 65%

11% 2%

13% 33%

News - Top Sources Top journalists
1.  Matt Weinberger – 21 articles 
2.  Vicky Karantzavelou – 21 articles 
3.  Chloe Pantazi – 20 articles

Introduction of Brand 

News Presence (based on volume of posts)

Expedia was �rst launched in 1996 under Microsoft, later being spun out as an independent company. 
It has grown to become one of the world’s leading full-service online travel brands helping people 
to easily plan and book travel from a wide selection of vacation packages, ±ights, hotels and more. 
According to CEO Dara Khosrowshahi, Expedia is attracted to Asia Paci�c, as the travel market is 
already bigger than the Europe or US and growing rapidly. Expedia has localized sites in 33 countries 
and an award-winning mobile application with over 40 million post-stay reviews and 30 million real-
time reviews. 

Expedia had 3,675 articles published across online news publications from April’16 to March’17 and 
3,242 posts across social media from October’16 to March’17.

Expedia �led formal legal declarations in support of Washington 
State’s federal lawsuit that sought to overturn US President 
Donald Trump’s immigration policy

Expedia and Phocuswright (a travel market research company), 
conducted a study which showed that hotel bookings made 
through OTAs in Indonesia were projected to grow by USD $149 
million annually, due to a consistent 200% to 300% increase in 
online travel bookings.

2%2%

33%33%

11%11%

13%13%

MIS Asia, 7 February 2017 CIO Asia, 23 August 2016

1.  Yahoo! Singapore Finance – 296 articles 
2.  สุดยอดเว็บบอร์ดไทย เพื่อสังคมออนไลน์คุณภาพ  
(Thailand) – 262 articles
3.  Báo Mới (Vietnam) – 129 articles

Expedia
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Social Presence (based on volume of posts) Social Media – Top posters on Twitter

Social (Owned Media) – Facebook
Facebook: @Expedia.co.th
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1 2

Social Media – Top posters on Twitter
@road_transport (354 posts) 

Travel news aggregator from business insights platform Owler; based 
in San Mateo, California 

Transport news aggregator from business insights platform Owler; 
based in San Mateo, California

Entrepreneur 
@Jose_Corea_ (286 posts)

@ttravel_agency (49 posts) 

Owler, 6 December 2016@Ngetwitsendiri, 20 October 2016

A Los Angeles woman 
received an expletive 
message addressed to her 
from Expedia, and found 
out that the ±ight she 
booked through Expedia 
was cancelled without 
her permission, after she 
complained about Expedia.

Ex-Expedia IT employee 
Jonathan Ly pleaded guilty 
to having secretly accessed 
senior executives’ emails to 
engage in insider trading 
based on con�dential 
information – he had made 
US$331,000 from the insider 
trading scheme.
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92% 85%

1% 1%

7% 14%

News - Top Sources Top journalists
1.  SGNewsMan – 93 articles 
2.  Kopitiambot – 51 articles 
3.  SGDealHunter – 19 articles

Introduction of Brand 

News Presence (based on volume of posts)

Established in 2005, Agoda expanded quickly in Asia and was acquired in 2007 by the Priceline Group. 
Agoda has since became one of the world’s fastest-growing online hotel platforms catering primarily 
to consumers in the Asia-Paci�c region, with headquarters in Singapore and operations in Bangkok, 
Thailand and throughout the region.

Agoda had 3,640 articles published across online news publications from April’16 to March’17 and 
21,435 posts across social media from October’16 to March’17.

Comparison of the Indonesia Travel Xchange (ITX) against other 
booking companies. The articles highlight that ITX is not an online 
travel agent like Agoda and other sites.

News article detailing how Huong, a Vietcombank account 
holder lost VND500 million (USD $22,000) due to hackers 
acquiring her information via a fake link she clicked. She shared 
that she mostly completed her online transactions via Agoda 
and Paypal.

1%1%1%1%

7%7%

Detik Travel, 15 December 2016 Thoi Bao, 24 August 2016

1.  SINGPromos.com (Singapore) – 112 articles
2.  Kopitiam Bot (Singapore) – 51 articles
3.  VietNamNet Bridge (Singapore) – 8 articles

Agoda
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Social Presence (based on volume of posts) Social Media – Top posters on Twitter
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Social Media – Top posters on Twitter
@zuzanocka (90 posts) 

Travel news aggregator from website Owler 

Self titled ”Regional Recruitment Leader in Financial Institution”

Page for job listings in Thailand 

@workthailand (66 posts)

@ttravel_agency (21 posts) 

@pantuo_kratoo, 9 December 2016@ShunJou, 20 March 2017

Twitter user, @ShunJou, with 33.4k followers, tweeted that he 
prefers booking through Agoda because the prices are easy to �nd 
and does not need to pay taxes.

Twitter user, @pantip_kratoo with 2.68 million followers, tweeted 
about tips on booking hotels through Agoda.
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News - Top Sources Top journalists:
1.  Kopitiambot – 75 articles 
2.  Talia Avakian – 39 articles 
3.  Alison Millington – 34 articles

Introduction of Brand 

News Presence (based on volume of posts) 

The �rst website that many people would search when planning for holidays is TripAdvisor. TripAdvisor 
is an American travel website company providing travel-related reviews that ranges from hotels to 
attractions. TripAdvisor is free of charge to users, since they provide most of the content and it is 
supported by an advertising business model, which is radically di�erent from both Agoda and Expedia 

TripAdvisor had 7,998 articles published across online news publications from April’16 to March’17 and 
10,808 posts across social media from October’16 to March’17.

9 Indonesian destinations received the Travellers’ Choice Award by 
TripAdvisor at PATA Travel Mart 2016.

Mandarin Orchard Singapore received the 2016 TripAdvisor 
Certi�cate of Excellence.

2%2%1%1%

7%7%

Tribunnews, 10 September 2016 My Newsdesk, 22 June 2016

1.  Báo Mới (Vietnam) – 457 articles
2.  Yahoo! Finance (Singapore) – 347 articles
3.  Thời Báo (Vietnam) – 335 articles

TripAdvisor
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@ttravel_agency (502 posts) 

Member of the public that frequently posts about TripAdvisor 

Travel agency 

Hotel NEO Malioboro – Yogyakarta 

@NeoMalioboro (213 posts)

@sosialisator (196 posts) 

@korpriofficial, 22 March 2017@nytimes, 11 October 2016

TripAdvisor took a stand and 
stopped sales where travellers 
come into contact with 
wild animals or endangered 
species held in captivity.

Bali earned the title 
of The World’s Best 
Destination with 
Travellers’ Choice by 
TripAdvisor.

Social Media – Top posters on Twitter

61 Digital Disruption of the Hospitality Industry

2
1

https://www.facebook.com/TripAdvisor/
https://twitter.com/ttravel_agency
https://twitter.com/NeoMalioboro
https://twitter.com/sosialisator
https://twitter.com/korpriofficial/status/844736482732490753
https://twitter.com/nytimes/status/785999952417853458
https://twitter.com/meltwater
https://www.facebook.com/MeltwaterGroup/
https://www.linkedin.com/company/meltwater-group
https://plus.google.com/+Meltwater


62 Digital Disruption of the Hospitality Industry

About Meltwater
Meltwater helps companies make better, more informed business decisions based on insights from the 
outside. More than 24,000 companies use the Meltwater media intelligence platform to stay on top of 
billions of online conversations, extract relevant insights, and use them to strategically manage their 
brand and stay ahead of their competition. With 50 oµces located on six continents, Meltwater is 
dedicated to personal, global service built on local expertise.

Meltwater also operates the Meltwater Entrepreneurial School of Technology (MEST), a nonpro�t 
organization devoted to nurturing future generations of entrepreneurs.

Meltwater Marketing Blog  Meltwater Insights

https://twitter.com/meltwater
https://www.facebook.com/MeltwaterGroup/
https://www.linkedin.com/company/meltwater-group
https://plus.google.com/+Meltwater
http://www.meltwater.com/blog/
http://www.meltwater.com/insights/



