
Marketing the Caribbean in the Digital Age

Digital Public Relations Part II



Great E-Newsletters
• They Build a Relationship, Rather Than Going For the Hard Sell

• They’re Well-Designed and Easy To Read

• They’re Targeted To Me

• They Encourage Communication

• Define Success – What is the purpose of your newsletter?

• Style/Format – Keep it clean and simple.

• Content – Figure out what your readers want and give it to

them. Don’t forget the subject line!!

• Frequency – Determine how frequently your readers want to

hear from you/receive your eNewsletter – and what you can

commit to.

• Viral – Make it easy for readers to forward articles and

information to peers and friends. Provide a “Forward to a

Friend” link.

• Personalize – At minimum address the reader by name. Your

eNewsletter should be “written by a person” at your

company...not the company.

• Test, test & test again – Test the eNewsletter on few email

addresses to check for errors and other issues – before sending
to the entire distribution list.



Great E-Newsletters

Well-Designed and Easy To Read

Style/Format –Keep it clean and simple.

Viral –Make it easy for readers to forward to 
peers and friends. 

They’re Targeted To Me



Great E-Newsletters

Blogs

Hampton Hotels Lost Landmarks

Hampton Hotels has launched a very cool new feature on 

their website. Lost Landmarks is an interactive program that 

calls for wannabe detectives young and old to investigate 

some of today's most mysterious pop-culture 

disappearances. The Lost Landmarks launch is part of the 

complete redesign of www.hamptonlandmarks.com and 

aims to track down these - and other - famous artifacts from 

the U.S., Canada, and Latin America that have seemingly 

vanished into thin air.

This is what they have to say:

"We invite everyone from the somewhat curious to the 

expert artifact hunter to visit hamptonlandmarks.com and 

investigate these great pop-culture mysteries," said Judy 

Christa-Cathey, vice president of marketing for Hampton 

Hotels. "These beloved pieces of pop culture have gone 

missing, unbeknownst to many people. We're hoping with 

the online help of industrious fans, we can bring these Lost 

Landmarks back to where they belong and help preserve 

them for future generations."

What a great way to get people interested in Hampton 

Hotels , while at the same time giving people an opportunity 

to find treasure. I for one love treasure and will be checking 

the Hampton Landmarks website regularly.

http://www.hotelsbycity.net/blog/blog/2007/05/18/hampton-hotels-lost-landmarks/
http://www.hotelsbycity.net/chains/hampton-inn/
http://www.hamptonlandmarks.com/
http://www.hamptonlandmarks.com/
http://www.hamptonlandmarks.com/


Social Networking in the Travel  & Tourism Industry

Why is Web 2.0 so important in the travel and tourism industry?

ñIf you are a tourism board or Destination or CVB then tourists and 

travelers are blogging and podcasting about your Destination 

when they get home.ò

ñWe see podcasting as alternative radio. You do not need an iPod 

or other MP3 player to download a podcast. In fact, you can listen 

to a podcast at your desk, on your computer or you can listen to it 

on satellite radio .ò Hotel/Motel Management

http://travelspike.com/travel_podcasts.php


Social Networking in the Travel  & Tourism Industry

Why is Web 2.0 so important in the travel and tourism industry?

A Turn-key Social Network Solution - You Have Full Control

One of the challenges with social networking involves controlling what 

the general consumer is saying about your travel brand. Solve that 

problem by having your own social network within your website !



Travel Social Networks - Help Travelers Find Your Website 

• Social networks and online communities are the hottest trend in the 
industry. 

• They allow you to grow your traffic economically by using viral 
marketing to create a community of travelers who promote your 
destination or travel service. 

• Social networks also help to increase your search engine visibility, 
because Google, Yahoo, and MSN favor websites with frequently 
updated content. 

• User generated content (like reviews and message boards) is a 
tremendous asset, because it enables your website to sustain itself.



Press Release Heading 
(Pitch Angle of the Story)

Complete Press Release or 
Bullet Points

Backlinks to company 
website of back stories.

High Resolution Images 
available for download.

Complete viral videos 
available for download 
and uploadable to social 
media sites such as 
YouTube.

Podcasts/Blogs of 
Company executives or 
Communications Executive 
available for download

Ready made quotes by 
company executives 
available for print and 
quote.

Social Media links such as 
Technorati, Dig It, Google 
etc for easy tagging.

Media contacts with e-mail 
and contact information.

http://poweri.com/caribbeanpitch

http://poweri.com/caribbeanpitch


ñMarketing in the digital age isnôt just about banner ads and fax 

blasts anymore. Itôs about leveraging new technologies and 

social trends to increase exposure. Itôs about educating the 

mass market and niche audiences in new ways.ò

The number one social influencer of consumer decisions:
Testimonials!



Digital PR Online Promotion Electronic Public Relations Travel PR Internet 
Public Relations

Work with travel experts who understand travel, destination marketing, 
hospitality, online tourism, web 2.0, and online marketing.

Currently, there are 70 million blogs on the Internet –which means this new 
media concept clearly has an upside for digital PR and electronic marketing.

That it why it is important to include a digital strategy to monitor, reach, and 
work with the blogs and sites relevant to your brand. Keeping in mind that 
bloggers and podcasters are alternative media channels and nobody likes 
corporate commercial pitching.

With the new media as important as it is in today’s world… as your content 
gets published online, it will assist in gaining search engine rankings by getting 
a link back to your own site.

http://travelspike.com/index.php
http://travelspike.com/index.php
http://travelspike.com/digital_strategy.php
http://travelspike.com/travel_podcasts.php


CASE STUDY:  Shelborne

A Historic South Beach Resort Hotel

Historic Shelborne circa 1940 -1950.

Saturday, December 28, 1940. - You could have nine pounds of laundry washed for 29 cents. You could rent 

an Oceanfront Penthouse for $15 per day from December through June 1941. This is also the date the 

hottest new South Beach Resort Hotel , the Shelborne Beach Resort Accommodations, celebrated its 

formal grand opening.

Everyone's favorite bandleader, Chet Brownagle and his orchestra played at the opening. The Miami Herald 

wrote this of the Shelborne before its opening:

Article from Miami Herald, December 1940:

"Chet Brownagle, favorite bandleader here for the last 10 years, will begin a season's engagement tonight at 

the formal opening at the Shelborne Hotel. Chet and his orchestra will play in the Mayan Room hotel cocktail 

lounge from 4 until 6 p.m. and in the Blue Room from 7 until 10 p.m. for dinner dancing."

Miami visitors and their guests will find something entirely different when they visit the Shelborne's cocktail 

lounge. It's done in Mayan theme with walls and ceilings splashed in vivid and brilliant colorings of reds, 

greens, blues and yellows and depicting in queer-shaped hieroglyphics and gargoyle grinning heads the 

calendars and shields of Mayan-land which is now Central America. Mural done by Ethel Tennyson of Miami-

depicts "True Man", ruler of this ancient civilization seated on his throne of gold and jaguar skins, dressed in 

finest of jades, embroideries and a very elaborate headdress of quetzal plumes.

Blending and toning down the bizarre effect are the walls of soft-grey and the appointments in natural wood 

and deep blues. Bordering the Mayan Room is the dining salon Blue Room. Walls are of a natural wood with 

matching tables and chairs upholstered in Biscayne blue. Dance floor centers the room, which is done in a 

glassed-in effect, and which borders the flagged terrace and pool.

The Shelborne hospitality, along with the Miami Beach sun, sand, and surf, attracted guests from all over. 

Indeed, the Shelborne enjoyed almost mythical status in the 1940's, 50's, and 60's. The Shelborne was 

home to the Miss America and Miss Universe Pageants, and was a home away from home for some of 

America's biggest stars.

Subscribe

http://www.shelborne.com/
http://www.shinesouthbeach.com/shinePop.php
http://www.shinesouthbeach.com/shinePop.php
http://www.shelborne.com/historic.php
http://www.shelborne.com/

