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WestJet Webinar - Questions & Answers

1. How can a business track the specific outcomes/results of a social media 
(SM) marketing campaign, e.g., increased sales, and be sure they are the 
results of the SM campaign?

a. Understand what you want to accomplish with your Social Media campaign 
and implement tools to measure the results (Unique codes, opt-in pages, 
trackable URLʼs).  Itʼs all about capturing the data that can be directly related 
to your Social Media activity

2. How are you engaging Clout Leaders on FB and Twitter to spread the 
message of what you have? For example, what rewards are in place for 
people to spread your message and your deals?

a. We use a program (http://cotweet.com) that allows us to see a personsʼ 
“Clout”

b. We recognize those individuals that have “influence”, but do not have a 
specific strategy to target them to help spread the word about WestJet.  
Rather, we focus on building relationships with everyone without asking for 
anything in return

c. Those “Clout Leaders” will naturally want to help you if provide them value.
d. Targeting “Clout Leaders” is a fine line to walk since you might come off as 

pushy and this may have a negative effect. 

3. How do you keep your online identity and updates from being seen as spam 
or unwanted information and not losing that personal connection with your 
online contacts?

a. Provide value without expecting anything in return and it will come back to 
you.

b. Be a “Brandividual” and keep it personal.
c. Its important to have not-spamming your folllowers in mind when you are 

online because people follow you for a reason. Find out what the reason is 
and cater to the needs of your followers. Listen to what your followers are 
saying. If you are getting “spamy”, listen and change your message. 

4. How do you manage social media campaigns using a virtual assistant while 
still keeping personality?  I want to create a better social media system to 
market my fitness business, but at the moment do it all myself as I want to 
keep it 'real' and personal.

a. There is a fine line of being authentic with your voice but in life, you have to 
find an effective way to duplicate yourself.

b. Create a manual of what you want to say, the tone and the kind of information 
you want to be sending out.
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c. Do your due diligence and find the right person who fits your business.
d. There is a lot of criticism of Virtual assistants in the marketplace but if you 

give them great guidelines on what to communicate, you will be successful.
e. Can be a huge asset and provide some “relief” 

5. Our company is trying to establish guidelines around blogging. We see 
value in encouraging the public to openly post comments to us, however, 
we're unsure what we're opening ourselves up to if these comments aren't 
moderated prior to going live. We're also concerned that if our guidelines are 
too strict our employees will not participate. What are your thoughts on this?

a. You can set your website to moderate comments before the comments go 
live.

b. WestJet states on their Facebook page that no profanity, rude or offensive 
posts will be removed. People will think twice before they post those negative 
comments.

6. How do you recognize new social media platforms and get in early.

a. This is definitely a challenge. This really comes back to engaging – you need 
your community to tell you what the trends are.

b. Empire Avenue (http://empireavenue.com) is set up to measure influence 
online.

c. You can measure how much you are influencing online (based on the number 
of posts, tweets etc.)

d. The only way you will find tools like this is through the people in your network. 
There is no magical website with all the answers.

e. Mashable (http://mashable.com) is a great website that details social media 
trends.

f. Foursquare (http://foursquare.com) gives businesses the opportunity to do 
contests, promotions, giveaways.

7. I would like to know the steps for getting started with social media.  Are 
there any quick tips that you can give us that we take away some of the 
overwhelmed.

a. Start by establishing your online identity. Establish the online accounts. 
b. Get Connected: take all of those accounts and connect them so it doesnʼt 

become a nightmare to manage them. The more platforms you are on, the 
more opportunities you have. 

c. Find out who your audience is and determine which tools are appropriate for 
that audience. 

- Facebook fan pages are one of the top-drivers to companyʼs website 
(there is a growing number of people that search on Facebook rather than 
search on Google)
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- Twitter offers an arena for one-on-one conversation for those who have 
similar interests (tap into the mindset of people who are going through the 
same things) 

d. Create online relationships the same way that you would offline. 
e. Small business owners, determine where your time is best spent. 
f. Facebook, Twitter, LinkedIn and Flickr, if interconnected and can be a very 

useful business tool. 
g. Small business owners should search your business in Google and check 

groups and pages to find out what conversations are already going on about 
your business. 

h. Donʼt worry too much about your number of friends or followers. Generally, its 
quality over quantity. If you continue to engage with your followers, your fan 
base will grow. Keep it personal. 

i. When someone endorses/promotes you online, reach out to them and thank 
them for their endorsement. 

j. Avoid using others with clout to “sell” your business

8. Kudos on your two videos I can see the value in this for larger companies 
but how could you apply this to a smaller local company like myself I own a 
handyman service in St Louis and have started to explore Social media I 
have become tired of Google and all it's crap selling it's soul to the top 
bidder if you want to be found on Google it has only to do with what you are 
willing to pay SEO companies tied to them using the back door to list their 
clients in the top ten listings can this work for smaller companies like myself 
smaller companies such as mine are the backbone of America we need a 
new direction.

a. See Question 7 above.  Instead of paying for advertising on Google, use your 
social accounts to push out content that will help you move up the page in 
organic search results.

9. How do you encourage the demographic that you are interested in targeting 
to "follow," "friend," etc you on various social media sites.  In other words, 
once you launch your social media presence, how do you garner an 
audience?

a. Start with your current network (friends, family and others that like you).  Ask 
them to help you spread the word.

b. Treat your social media activity the same way you do your real business 
(make it personal)

10. When do you experience the highest levels of interaction, via FB and TW, 
(without running competitions)?

a. Which interactions tend to result in highest click throughs to your 
website?
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- The majority of people come to our site through Google. 
- We donʼt measure our success based on click-throughs
- People like videos and photos, anything with visual components. 
- The thing that has driven the most amount of engagement was the live 
updates sent on the relief efforts in Haiti. This was not something that 
people get to experience on a regular daily basis.

b. How do you track your ROI?

- we track the number of mentions
- tag clouds of the topics of what people are saying about you: negative, 
positive or neutral. 
- it might be as simple as tracking your tweets and urls.
- Facebook has an analytics programs (most social platforms do)
- you want to have some type of analytical tools to measure sales. Westjet 
uses http://omniture.com. 

c. What else do you "sell", other than flights via social media?  (Eg, lounge 
passes?, etc)

- seat sales
- sell the WestJet experience: why people should travel with WestJet over 
other airlines
- highlighting what type of interaction you can expect when you travel with 
WestJet

11. Do you have any renegade employees trying to handle situations on social 
media platforms? If yes, how have you handled it? If no, what kind of policy/
promise has you had in place to deter people from doing so?

a. Any large organization is going to face this at a certain point. We have 
passionate Westjetters out there that want to help and answer questions with 
the best of intentions. Weʼve created social media guidelines. If you search 
social media guidelines, you will find alot of examples and it goes through all 
the different aspects of social media interactions and provides guidelines on 
how employees should conduct themselves online. By implementing these 
guidelines, we were very successful. Our employees became aware that we 
were out there and they knew that if something was said online, they can trust 
that a representative from Westjet will respond and handle the situation. If a 
situation happens, that I feel is a little inappropriate, I contact that employee 
and have a conversation about how the comment could be misinterpreted. 
However, we have many employees that regularly engage positively on our 
site and they are doing exactly what we want.
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12. Would love to hear about YouTube and also #tweetdeal campaigns

a. Created promo codes to be distributed on Twitter.  The first one was 
moderately successful

b. The second promo we ran, we combined the promo code with a flight 
giveaway.  We ran it over 3 days. There was a much bigger return (30% 
increase in followers on Twitter and many more bookings).  Tracked the 
promo code to measure the effectiveness.

c. Twitter followers have increase from 6000 - 15000 over 6 months.
d. Continue to run Twitter promos that encourage “fans” to help promote
e. Tracking system: http://omniture.com  

13. With all of the different types of social media available, how do you 
determine which one to focus on to achieve your desired results? How do 
you target a certain demographic with a product/service that you are 
offering??

a. Find out where your target audience is and focus your efforts there.
b. Social media does not cost you money, but it can be time consuming.
c. There are over 500M people of Facebook....this is a good place to start.
d. Facebook allows you to target advertising based on very specific 

demographic details. For example, you can target your advertising to Males, 
under 25 with university education and an interest in sports.

14. I am curious what considerations or rules you might apply to your social 
media campaigns when you are dealing with different age categories. When I 
think of social media I think 18-24 year olds even though I use social media 
sites and I fall outside of that age category....are there things to keep in mind 
when using the different sites as they apply to age groups? 

a. The largest growth in social media is women aged 55-65
b. The largest demographic group on WestJetʼs Facebook Fan page is between 

the ages of 24 - 44.  They also have the most amount of interactions
c. MySpace - younger demographic
d. Twitter - people in 30ʼs
e. Facebook - wide range of age groups

15. On the subject of “Brandividual”...I had a discussion with a Twitter follower 
who felt that the Twitter display image should be an individual's photo rather 
than a company logo.  What are your thoughts on this, given that WestJet 
uses their logo only on Twitter?

a. The brandividual question is a hot topic because many people believe that 
Twitter should be personal and that companies should Tweet as an individual 
using "I" not "We" so people know they are talking to someone. We believe in 
a modified version of the brandividual for WestJet Twitter because our our 
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people are our brand. Any public replies  or status updates that we send on 
Twitter use "We", but anything that is 1-on-1 as a DM is done with personal 
messaging. WestJet twitter is not my personal account, and while I do bring 
my own personality to it, it is the company's account, and the messaging 
needs to be consistent.  

b. The reason we use the WestJet logo instead of my photo on our Twitter 
account is that it is much more visible. Since the vast majority of Twitter 
avatars are people's faces, another face would blend into the mix. The teal, 
blue and white logo really jumps out at your eyes when you're scanning 
through your Twitter feed. There is a lot of noise on Twitter, and we're 
constantly battling for attention. Using our logo as our avatar allows us to 
break through the noise and ensure our message is received.

c. I have no doubt that this topic will continue to be debated for a long time. I'm 
an advocate of personalizing the interaction with your social media 
community, but I think there is more than one right way to do it. That right way 
will vary depending on the size and type of company. 

Social Connect Blueprint           http://socialconnectblueprint.com

http://socialconnectblueprint.com
http://socialconnectblueprint.com


Follow WestJet
http://facebook.com/westjet
http://twitter.com/westjet
http://youtube.com/westjet
http://westjet.com

Follow Greg
http://facebook.com/sixfourg
http://twitter.com/sixfourg
http://redmileblog.com

Follow Social Connect Blueprint
http://facebook.com/socialconnectblueprint
http://twitter.com/socialconnectbp
http://youtube.com/socialconnectblueprint
http://socialconnectblueprint.com

Follow Trevor
http://facebook.com/trevorturnbull
http://twitter.com/trevorturnbull
http://trevorturnbull.com

If you have any questions about the information provided in this document, please don’t hesitate 
to contact me directly!

Cheers!
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