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Introducing our panelists 

Rene Mizwicki 
Senior Director of Loyalty

 Marketing, Global Hyatt

 Corporation 

Andy Rubin  
Manager, eCommerce

 Marketing Strategy,  

American Airlines 

Jeff Varhol 
Director of Content,

 Travelocity 
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Why did we create yatt’it? 

!! To create a sense of community for

 Hyatt Gold Passport members 

Online Travel 

Community 

Consumers Relationship HYATT 

Key Objectives 

Leverage social networking and user generated content as a medium 

 to drive brand preference for Hyatt  

…simply because social networking is an important part of  

people’s decision-making process every single day. 

Goal 

!! To strengthen current customer

 engagement with the Hyatt brand 

!! To develop relationships with potential

 customers 

!! Drive Hyatt Gold Passport enrollments

 (yatt’it participants are HGP members) 
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What is yatt’it all about? 

!! First time travel tips 

!! Comments and ratings from Hyatt Gold Passport

 members 

Providing Fast Facts by city and

 Entry Requirements by country 

Providing real-time flight, airport and

 weather information 

All visitors to yattit.com can browse 

the wide variety of content. 
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How did we create yatt’it? 

Hyatt  

Concierges 

Hyatt Gold Passport 

members 

Development Process 

Launched to HGP members March 24; official global launch March 31 

Engagement:  ~5 page views/visit;  1000+ new tips & comments  

80+ Properties worldwide 
(40+ US, 30+ International) 

5,000 worldwide 

invited for Alpha phase 

Continuous 

site  

development 

100+ Concierges trained 

10,000 worldwide 

invited for Beta phase 
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You sell travel—why do you care about 

creating engaging customer experiences 

with social media? 

Kicking off the discussion… 
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Forrester’s four-step POST approach to social media 

P 

O 

S 

T 

People: Who are your customers? What 

are they ready for? 

Objectives: 

What do you want to accomplish? 

Strategy: How will your relationships with 

customers change? 

Technology: 

Which technologies will be most effective? 
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Sarah Rotman Epps 

+1 617.613.6249 

srotman@forrester.com  

www.forrester.com  

Thank you 

For a copy of this presentation,  

please go to www.forrester.com/atme08 


