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Methodology


‘‘


Speed and Volume
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Experimenting with 
Social Media


A Framework  
for Thinking  


about “Insight”


Brand


Customer


Rational Emotional


When customers think of great 
sports brands they think of 
“quality and tradition”


Some customers do not want to 
see their favorite brands sponsor 
extreme sporting events because 
it makes them feel the brand is 
less trustworthy


There are sports that customers 
do not consider to be sports at 
all (e.g., sailing, NASCAR)


The best thing about participat-
ing in team sports is the feeling 
of camaraderie
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Joining Existing 
Conversations


Qualitative 
Di!erences


Replies from Myspace Replies from TripAdvisor


Posted on Myspace: Jun 14, 2007 1:43PM


The Hilton hotels and also holiday inn 
have really good reward points :-)


Posted on Myspace: Jun 14, 2007 1:44PM


Would anyone be interested in a young 
professionals group of Colorado? Look-
ing for like minded individuals to come 
together to better our businesses. We 
need workers, suppliers, and idealists. 
Monthly meetings all over state. Dinner, 
activities, cocktail brainstorms.


Posted on TripAdvisor: 10:22 pm, June 09, 2007


Almost all hotels participate in some sort of rewards 
program. The first thing you need to decide is what 
type of hotels you will most likely be staying in, or 
rather what price range. Also you may want to get 
into a rewards program that covers a large number 
of hotel brands, for instance triprewards (triprewards.
com) and choice hotels both cover a wide range of 
the cheaper chain hotels and are popular programs 
with other ways to earn and use your points. 


If you are looking at more upscale hotels then just do a 
search for any brand that you like and you can quickly 
find what rewards program they o!er. Also it is quite 
possible that the airline(s) you do frequent flyer with 
also will o!er points/rewards for certain hotels.


Brand


Customer


Rational Emotional


Members are not very loyal 
to one specific program


Customers shop and mix 
rewards programs
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Mining the Web


G$$7'$(&'.*+7(".*L+,MMN*O'8'4#
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$)2&"#-&O8&#-'6,9#61#),#*#LhL#$%*$#&8&,#M'.2*,#L*$&"#-'6+9#%*8&#"('.,&9;?


Engaging with  
Customers in Private 


Customer Communities


Brand


Customer


Rational Emotional


Members are not very loyal to 
one specific program
They prefer versatile rewards 
programs that let them transfer 
points between di!erent 
brands


Customers complain about pro-
gram whose points have a low 
perceived value when trying to 
claim rewards


Customers shop and mix re-
wards programs
They often transfer airline points 
or miles for hotel stays


Members are confused by point 
expiration policies
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2'.&#'5#*#:6.9&,7#2*,*0),0#*++#'5#$%'"&#9)55&.&,$#1.'0.*2";?


#>K%&4#


:*"&9#$%&).#"$*$6"#',#,62:&.#'5#,)0%$"#"$*4&9#*"#'11'"&9#$'#,62:&.#'5#"$*4";#e)8&,#$%*$#=#0'#
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##


>=#+)/&#fW'$&+#:.*,9g#:&(*6"&#$%&4#*.&#*++#*:'6$#6,)5'.2)$4#'5#E6*+)$4#'5#"&.8)(&"#*(.'""#.&0)',"#


*,9#('6,$.)&";?#


Brand


Customer


Rational Emotional


Members are not very loyal to 
one specific program
They prefer versatile rewards 
programs that let them transfer 
points between di!erent brands
Customers prefer programs that 
reward by the stay rather than 
by the night


Customers complain about program 
whose points have a low perceived 
value when trying to claim rewards
They prefer brands that appreciate 
their loyalty
Members seek major brands in 
destinations that are “o! the beaten 
path”
They are loyal to organizations that 
o!er familiarity across all brands


Customers shop and mix re-
wards programs
They often transfer airline points 
or miles for hotel stays
Some brands have programs 
that are regionally more consis-
tent than others 


Members are confused by point 
expiration policies
When they report bad experi-
ences they want to feel heard
For some, managing multiple 
rewards programs can become 
taxing 
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IMPLICATIONS
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Endnotes
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