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Are resorts’ most valuable guests 
active on social media? 
 
The Goods  
For this analysis we divided RFM scores 
into low, medium, and high groups and 
then used data from a standardized set 
of social media survey questions to find 
the breakdown for each group. 
  
The Results  
Within the socially active group, 37% 
had a high RFM score, 33% had a medi-
um RFM score, and 30% were in the low 
RFM group. Within the NOT socially ac-
tive group, 43% had a high RFM score, 
29% had a medium RFM score, and 28% 
were in the low RFM group. 

 What This Means  
First, if you use social media, your mes-
sages have a better chance of reaching 
your low RFM guests than those with 
high RFM.  
 
It’s also a reminder to use multiple 
channels. These most valuable guests 
aren’t going to be reached the same 
way your less frequent and less wealthy 
skiers are. You MUST use other media – 
print, email, direct – to make sure your 
offers get in front of their eyes. 
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How many of your social media 
fans were guests in 2011/12? 
 
The Goods  
To find our answer we gathered social 
media survey responses from guests 
during the 2011/12 season, found the 
percentage of those who followed that 
resort on Facebook or Twitter, and used 
the survey response rate to work back-
ward to estimate the number of total 
guests who were also fans or followers.  

 
The Results  
For the sample we looked at, resorts 
saw an average of 6.2% of their Face-
book fans and 4.2% of their Twitter 
followers book lodging at their resort 
last season.  

 What This Means  
Let’s first remember that we don’t know 
what role, if any, social media played in 
these travel decisions. While 7.3% of 
fans’ vacation decisions are being influ-
enced by social media, determining 
whether social is playing a critical or 
minor role in the process is a riddle we’ll 
solve another day.  
 
However, what we do know is that many 
of your fans are destination guests. They 
are spending money at your resort and 
do have a chance to see your messages. 

 
 
Originally published June 5, 2012. 

 
  



 
  



How do email click rates compare 
to rates on social media? 
 
The Goods  
This sample is based on resorts that are 
using the Bit.ly link shortener where 
click stats are public. Our early sample 
of 18 resorts included 50 posts that 
were shared on Facebook, Twitter, or 
both during the Spring of 2012. Com-
bined, these 50 tweets had the potential 
to reach 2,637,363 fans/followers. 
  
The Results  
The average click rate for this sample of 
50 social posts was 0.29% (clicks/total 
fans).  Email, on the other hand, saw an 
average click rate of 2.03% (clicks/total 
recipients) across the entire 2011/12 
winter season.   

 What This Means  
Keep in mind that this is a small sample 
and results may vary during peak winter 
months. Social media posts are also free 
to send and may reach people that 
aren’t in your email database or even 
your fan or follower counts.  
 
This isn’t a case of choosing one chan-
nel or the other but knowing what to 
expect from each and how you might 
allocate resources, budgets, and expec-
tations. 

 
 
Originally published June 19, 2012. 

 

  



  



Does a ski resort Facebook page 
grow faster during snow storms? 
 
The Goods  
We used Weather Underground daily 
snowfall data for 25 ski resorts through-
out the 2011/12 season to find our 
answer. Combined, these resorts had 
535,000 Facebook fans. If snowfall was 
recorded on any specific day, it was la-
beled as a “snow day” (and visa-versa) 
and then daily fan growth was com-
pared. 
  
The Results  
On the days that snow fell, fan counts 
grew by .279%. On days that no snow 
fell, fan counts grew by .238%. To com-
pare those two numbers in more clear 
terms, fan growth was 16.99% higher on 
days that it snowed.  

 What This Means  
There are two lessons to be learned. 
First, the results from our past snowfall 
analyses are now supported by another 
behavior – this time “liking” a ski re-
sort’s Facebook fan page. Snow falling 
at your resort makes your message and 
voice more relevant.  
 
Second, when planning an ad buy or 
other campaign to get more people to 
“like” your resort brand, consider that 
your efforts could be significantly im-
pacted solely by the snow that is or isn’t 
falling at your resort that day. 

 
 
Originally published October 9, 2012. 

 

  



  



Does social media activity decrease 
as the age of guests increases? 
 
The Goods  
Facebook Insights look only at resort 
fans. We are looking at resort guests. So 
instead of analyzing your fans (who may 
or may not be active), we’re looking at 
your guests who are active on social 
media (but may or may not be your fans) 
and could potentially be reached by any 
social post, not just your own. 
  
The Results  
Around 30% of 20-somethings are not 
active on social media while the same 
number (about 30%) are active once you 
hit age 50. After 65, that rate stays well 
below 25%. 

 What This Means  
The big takeaway is a simple one: Social 
media simply doesn’t have a good 
chance of reaching older guests. On the 
flip side, social posts do have a greater 
chance of reaching younger customers.  
 
Remember, this is looking at social me-
dia’s reach as a whole, not just your 
fans. It’s a simple lesson, but a critical 
one to keep in mind as you plan, create, 
and execute social campaigns. If social 
media is a marketing medium you 
choose, adjust your expectations as the 
target demographic gets older. 
 
 
Originally published October 30, 2012. 

 

  



  



Does a tweet's length impact the 
number of times it’s retweeted? 
 
The Goods  
For this analysis, we looked at over 
25,000 ski resort tweets posted be-
tween late November 2012 and early 
January 2013. The retweet count of 
each tweet was divided by the follower 
count of the resort at the time they 
posted it. Tweets were then grouped by 
the length of the message (1-140 char-
acters) and analyzed. 
  
The Results  
Sure enough, the trend is very similar to 
that of an email subject line: shorter 
tweets tend to be retweeted much 
more frequently than longer tweets 
right up until the limit – 140 characters 
– where the retweet rate once again 
spikes.  

 What This Means  
A common Twitter tactic is to shorten a 
message by the length of the resort’s 
username plus five. This allows the in-
sertion of “RT @yourusername ” before 
the message for easy retweeting through 
non-native Twitter applications. Though 
logical, this appears to be ineffective.  
 
Like subject lines, it also seems there is a 
dead zone were your message isn’t short 
and to the point but not quite pushing 
the size limits either. In this area, there is 
a significant dip in the retweet rate. 
 
 
Originally published January 15, 2013. 

 

  



 

  



Are older resort guests becoming 
more active on social media? 
 
The Goods  
For this analysis, we took data from 
17,000 surveys given to guests at 17 
different resorts and looked at respons-
es to the question, “are you active on 
social media.” We grouped responses by 
the age of the respondents and com-
pared results from this year to last year. 
  
The Results  
From ages 41-70, each group showed 
an increase in the percentage of resort 
guests who said they were active on 
social media. While most groups below 
age 40 didn’t change significantly, one 
group did: 21-25. Whether it’s a sign of 
social media fatigue in younger users or 
an anomaly in the data, time will tell.
  

 What This Means  
For resorts that are putting significant 
resources into social media, seeing an 
increase in usage among older resort 
guests – the ones who spend more and 
stay longer – is good news.  
 
And while the overall likelihood of 
these guests seeing your social content 
is still much lower than that of a 20- or 
30-something, it’s certainly a positive 
trend.  
 
 
Originally published October 16, 2012. 

 

  



  



For every Twitter follower a resort 
gains, how many do they lose? 
 
The Goods  
For this analysis we took the last three 
months of follow and unfollow activity 
for the Twitter accounts of 17 mountain 
resorts. These resorts had an average of 
just under 6,000 followers each. 
  
The Results  
Every day these resorts averaged 11.25 
new followers and 3.94 unfollows for a 
net increase of 7.31 followers. In other 
words, for every 100 people who fol-
lowed these resorts’ Twitter accounts, 
about 35 unfollowed.   

 What This Means  
The number of daily unfollows was a 
little surprising. At the same time, how-
ever, we couldn’t help but think there 
may be a big opportunity therein.  
 
It’s a case of growing vs. mitigating loss: 
If a marketer can identify spikes in un-
follows, they may be able to pinpoint 
post types or other activity that is can-
celing out their efforts. Rather than push 
for new follows, decreasing unfollows 
may be an easier path to increased 
growth. 
 
 
Originally published October 23, 2012. 

 

  



  



Does social engagement follow the 
same curve as email performance? 
 
The Goods  
To find our answer we looked at resort 
emails sent to 300,000,000 recipients 
and compared their performance to that 
of 325,000 resort Facebook posts. Open 
rate is defined as “unique opens / total 
sends” and like rate is defined as “post 
likes / page fans”. 
  
The Results  
On the email side, the peak open rate is 
about 40% higher than the lowest open 
rate. With Facebook, that difference is 
300%.  

 What This Means  
Though the peaks and valleys are simi-
lar between the two channels as they 
ebb and flow throughout the year, those 
same peaks and valleys are more exag-
gerated on the social side than they are 
with email.  
 
In other words, email seems to perform 
more steadily throughout the year. A 
site like Facebook can greatly magnify 
any efforts when the timing and mes-
sage is right, but it also sees very low 
engagement during warmer months. 
 
 
Originally published April 16, 2013. 

 

  



  



What kind of ratings do ski resorts 
have on TripAdvisor? 
 
The Goods  
To find an answer we gathered TripAd-
visor data for 325 mountain resorts in 
the United States. For each resort we 
recorded both the number of reviews 
that showed up but also the average 
rating. TripAdvisor ratings range from 0 
– 5 at 0.5 point intervals. 
  
The Results  
The vast majority of resorts had a rating 
of 4.0 or 4.5. Though a few did manage 
a perfect 5.0, even more fell at 3.5 or 
even 3.0 with just a few scattered at rat-
ings lower than that point. 

 What This Means  
While you may not have control over 
what people write on these sites, you do 
have some control over who ends up on 
these sites with the intent to review.  
 
If someone came to your resort, filled 
out a survey, and had an NPS of 9 or 10, 
why not set up an automated email en-
couraging them to share their 
experience on TripAdvisor, Yelp, or other 
review sites? A simple tweak to help 
keep your resort’s rating up. 
 
 
Originally published May 21, 2013. 

 

  



  



When it comes to RFM, who are 
your resort’s Twitter followers? 
 
The Goods  
We used a sample of more than 200,000 
guests from 10 U.S. resorts for this anal-
ysis. Excluded from this sample are 
leads or Twitter followers who don’t 
have transactions in the database. 
  
The Results  
As expected, the RFM curve for the ma-
jority of guests followed the bell curve 
we’d expect from RFM. What’s interest-
ing is the curve for Twitter followers. 
Rather than a bell, the graph sits slight-
ly below the other before turning 
decidedly upwards after passing 13 on 
the scale. In other words, a Twitter fol-
lower with transactions in your database 
is more likely to have a high RFM score 
than other guests. 

 What This Means  
Since social media burst on the scene, 
there has always been a classic “chicken 
and the egg” scenario at the center of 
the measurement and ROI debate.  
 
Because many RFM scores include large 
numbers of transactions from before the 
social media era, the data seem to sug-
gest that loyalty among social media 
followers may be a preexisting condi-
tion. It’s not to say social media can’t 
generate loyalty, but it does appear that 
social media has given already-loyal 
guests another outlet to be involved 
with a brand they love. 
 
 
Originally published May 28, 2013. 

 

  



  



What are ski resort social followers 
most influential about? 
 
The Goods  
For this analysis we took a random 
sample of just under 8,000 twitter fol-
lowers of North American ski resorts. To 
find topics of influence we used Klout. 
  
The Results  
What’s perhaps most interesting on first 
glance is how skiing sits at #8. This is 
below music, television, and movies and 
serves as a reminder of where skiing lies 
in most skiers’ priority lists. Going down 
the chart we see indicators of every-
thing from major ski markets (Boston, 
Vancouver, Colorado, etc.) to other 
sports (baseball, football, hockey, etc.).
  

 What This Means  
There are many takeaways from this 
analysis, but let’s explore two. First is 
what your guests are most influential 
about besides ski related topics. For ex-
ample, music and journalism aren’t 
necessarily in competition for time on 
the snow but could act as channels to 
reach skiers. 

 
The second point is the topics them-
selves. Looking for new content? Well, 
3% of followers are influential about 
trivia. Over 4% are influential about 
comedy. The more we learn about resort 
guests, the better we can reach them. 

 
 
Originally published July 2, 2013. 

 

  



  



How frequently are resorts upload-
ing YouTube videos now vs 2006? 
 
The Goods  
To find our answer, we analyzed over 
20,000 ski resort YouTube videos up-
loaded since July of 2006 (only two 
videos were uploaded before then). Vid-
eos were grouped by the month they 
were uploaded and counted to get a to-
tal number of uploads for each month.  
 
The Results  
Interestingly enough, it appears the 
monthly video upload volume in 
2012/13 was slightly lower than 
2011/12. Looking at annual volume con-
firms this trend. Between July 1, 2012 
and June 30, 2013 there were 5,038 vid-
eos uploaded versus 5,224 between July 
1, 2011 and June 30, 2012.   

 What This Means  
We now know that the volume of social 
posts from ski resorts peaked in 2011/12 
for both Facebook and YouTube – a 
trend that likely carried over to other 
networks as well.  
 
The obvious question is “why”. While 
that’s a question we’ll hope to answer in 
a future Stash, we’d guess that the dras-
tic improvement in content quality has 
come through a “fewer and better” ap-
proach where the time saved from 
posting less frequently is spent making 
each post more engaging and relevant. 
 
 
Originally published September 24, 2013. 

 

  



  



Some marketers shun asking for 
engagement, but does it work? 
 
The Goods  
To find our answer, we looked at all 
mountain resort tweets and Facebook 
posts from July to October of this year. 
To avoid updates that weren’t meant to 
get engagement, we only included con-
tent with at least one interaction. The 
chart represents interactions (likes, etc.) 
per thousand fans/followers. 
  
The Results  
Asking for retweets snagged 2.5 re-
tweets per thousand fans versus 0.6 
retweets for tweets that didn’t ask (4x as 
many). Asking for likes got 10.9 per 
thousand versus 8.0 (1.4x as many). 
Comments were 5.0 compared to 0.9 
(5.8x as many) and shares were 9.4 ver-
sus 2.2 (4.2x as many).   

 What This Means  
Bottom line, asking for engagement 
drives more engagement.  
 
Many marketers will stick to their guns 
about not asking for engagement. For 
the rest, however, this is a potentially 
valuable lesson. While this concept can 
be abused and Facebook is adjusting 
their algorithm accordingly, for the oc-
casional bit of content where 
engagement is important, asking for 
these actions may be the most effective 
way to get more of them. 
 
 
Originally published November 5, 2013. 

 

  



  



Are older social users as influential 
online as younger users? 
 
The Goods  
To begin, we aggregated data from 10 
mountain resorts for over 55,000 guests 
whose age and Klout score were both 
known. We then grouped and averaged 
scores by age. Age is on the x-axis and 
average Klout Score (10-100) for each 
age is on the y-axis. 
  
The Results  
Right off the bat we see a nearly identi-
cal trend to social activity based on age. 
After a dip in the mid 20′s, social media 
influence steadily declines.  

 What This Means  
As far as we can tell, online reach and 
social influence appears to bear little 
resemblance to what may be happening 
offline.  
 
The big takeaway we see is that success-
ful word-of-mouth marketing online may 
require (and ultimately reach) a very dif-
ferent demographic. The online world 
appears to be influenced by the same 
people who use it the most – the 
younger crowd. 

 
 
Originally published November 12, 2013. 

 

  



  



Are guests who follow your resort 
on social more likely to return? 
 
The Goods  
To find our answer we used social survey 
data from a half-dozen resorts across 
two seasons and divided the results into 
four groups based on the four "are you 
following this resort" responses they 
could provide. 
  
The Results  
Facebook is the clear winner, with “nei-
ther” and “Twitter” nearly even at the 
bottom. Interestingly, rather than a cu-
mulative effect from following on both 
Facebook and Twitter, it looks to be 
more averaged with Twitter pulling 
down the return rate rather than boost-
ing it higher.  

 What This Means  
While an email analysis along these 
lines carries similar questions, the 
chicken-and-the-egg scenario is espe-
cially tricky with social due to the 
organic nature of most “follow” or “like” 
actions made by users. 

 
So are Facebook fans more likely to re-
turn because of the content you share 
or are they more likely to return be-
cause loyal customers are more likely 
seek out and find your brand on social 
media? We’re guessing it’s a little bit of 
both.  

 
 
Originally published January 14, 2014. 

 

  



  



Do multiple Facebook posts a day 
lead to less engagement? 
 
The Goods  
To find our answer we analyzed over 
25,000 Facebook posts from mountain 
resorts in the United States. Instead of 
looking at total engagement, we looked 
at engagement rate in terms of how 
many fans the page had at the time the 
content was posted. 
  
The Results  
It doesn’t take long to see that each in-
cremental Facebook post will get fewer 
likes, comments, and shares than the 
previous. Of the three, shares come the 
closest to zero after 10 posts.  

 What This Means  
It’s important to remember that this 
does reflect a diminishing return, but it’s 
not a negative return. Each additional 
daily post may get less engagement 
than its predecessor, but less engage-
ment is still engagement.  
 
Unless you only have enough content 
for a daily post or other goals or priori-
ties that conflict, there’s not much in the 
data to scare you away from posting 
more than once a day on Facebook. That 
said, pacing yourself may be worth con-
sidering so you don’t post a dozen times 
one day and only once the next. 

 
 
Originally published January 21, 2014. 

 

  



  



Facebook has a diminishing return, 
but what about Twitter tweets? 
 
The Goods  
For this analysis we looked at over 
20,000 tweets posted by mountain re-
sorts between Nov 1, 2013 and Jan 24, 
2014. Each tweet was labeled with a 
number corresponding to the place it 
held in the resort’s daily content lineup: 
“1″ meant the 1st tweet of the day, “2″ 
the 2nd, “3″ the 3rd and so on. 

 
The Results  
Right off the bat we see a trend similar 
to Facebook posts. Starting high with 
the first posts of the day, engagement 
steadily drops with each subsequent 
post. Favorites start at 0.10% with the 
first tweet and sit at about 0.05% with 
the 7th. Retweets start near 0.08% and 
drop to 0.04% after 7 posts.   

 What This Means  
Rather than content fatigue, the biggest 
factors for a non-algorithm feed like 
Twitter may be content types. Early in 
the morning is when ski areas excitedly 
report snow totals and the day’s condi-
tions. Likewise, if a picture is also 
shared, photos are a bit more impressive 
during early morning light.  
 
Rather than content getting worse or 
followers getting overwhelmed, the de-
crease in engagement may simply be a 
matter of competing with the more ex-
citing topics that occupy the first talking 
points of the day.  
 
 
Originally published January 28, 2014. 

 

  



  



Does the length of a YouTube video 
impact its views and ratings? 
 
The Goods  
For this analysis we looked at over 
22,000 YouTube videos uploaded by 240 
North American mountain resorts. Com-
bined, these videos had nearly 
50,000,000 views and over 110,000 rat-
ings. We then grouped these videos by 
their length into one-minute intervals. 
  
The Results  
While the variations in view counts 
aren’t as dramatic as with ratings, both 
curves follow a fairly similar path where 
their lowest points are for videos under 
a minute in length and peaking around 
3-5 minutes. Videos longer than 5 
minutes showed a sporadic, but none-
theless downward, trend all the way to 
10 minutes.  

 What This Means  
The short version is, yes, length matters. 
It shouldn’t trump the needs of a specif-
ic piece of content, but it does correlate 
to both the number of views a video re-
ceives as well as how users rate it.  
 
What was interesting, however, was the 
low view and rating results for shorter 
videos: especially those under one mi-
nute. This makes us believe that while 
videos can certainly be too long, it ap-
pears they can also be too short. 
 
 
Originally published February 25, 2014. 

 

  



  



Which words are in titles of highly 
rated resort YouTube videos? 
 
The Goods  
To find our answer we looked at over 
125 commonly used keywords in ski re-
sort YouTube video titles. We limited the 
sample to videos that had at least 1,000 
views and words that showed up in at 
least 20 video titles. For each keyword 
we found both the average rating and 
average view count. 
  
The Results  
Right off the bat you notice that the ma-
jority of the top 10 places are occupied 
by words about snow or terrain. Weather 
words are mixed in but most fall in the 
middle of the list. Especially interesting 
was the appearance of a specific content 
type – “GoPro” – in the 5th spot.  

 What This Means  
Keywords, of course, don’t guarantee a 
video will get high ratings or views. But 
on a discovery-engine like YouTube, 
they are a key factor that helps videos 
get seen. 

 
While the view count is an important 
piece, the real takeaway of this analysis 
deals with what the ratings say about 
viewer behavior. While not perfect, they 
are a good indicator of the types of vid-
eos (or topics videos cover) that skiers 
and mountain resort guests are most 
likely to not just watch, but enjoy. 

 
 
Originally published March 4, 2014. 

 

  



  



 

 

 

 

 

 

 

 

For all the latest articles and insights, visit: 
 

ryansolutions.com/stash  



  



 


