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MY SOCIAL/SEO/PPC EXPERIENCE: 
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 Facebook.com/Boulder.Colorado 

http://www.avaya.com/


Up for Review 

+ Facebook 

+ Twitter 

+ Email 

+ Web Content 

+ Pay-per-click 

+ SEO 

+ Analytics 
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FACEBOOK LOOK & FEEL: BOULDERADO 
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+ Good historical 

focus 

+ Look to tidy up 

cover photo 

+ Look to improve 

“join my list” app 

icon and name 



FACEBOOK LOOK & FEEL: ST. JULIEN 
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+ Clean and good 

app boxes 

+ Consider a more 

branded profile 

picture and using 

the pretty 

mountains shots 

for the cover photo 



FACEBOOK OPTIONS: BOULDERADO 
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+ Look to improve 

“join my list” app 

experience 



FACEBOOK OPTIONS: ST. JULIEN 
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+ God content on 

the Hotel Info app 



Facebook Scorecard 
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Hotel Boulderado St. Julien 

Look and Feel ✓ ✓+ 

Options ✓ ✓+ 

Followers ✓ ✓+ 

Engagement ✓ ✓+ 



Social Strategy 
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+ Follow the “Rules” of social 

• Entertain! (Be likeable/sharable!) 

• Be helpful (tips on travel, save me money) 

• Don’t want it too bad 

+ Leverage your assets: What makes me special? 

• Place: it’s all about Boulder and Pearl St! 

• Boulderado: History and authenticity 

• St. Julien: Unique offering for downtown 

 

 



Social Strategy 
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+ Add allure to assets:  

• Post about more than yourself: Pearl St, Flatirons, Boulder, & then the Hotel 

• Drench your posts in the full sensory experience: words, photos, video 

+ Don’t Go it Alone: Build allies 

• Who has influence in your sphere? 

• Do favors for other complimentary pages or people: restaurants, Downtown 

Boulder, Boulder FB, power Tweeters, etc. 

• Align yourself with a cause that aligns with your value/s 

+ Be heard above the noise 

• Find ways to create and promote something extraordinary 

 

 

 



Tactics 
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+ Converting guests into fans 

• Check in promo 

• Like promo 

+ Segmenting Audience 

• Facebook: guests 

• Twitter: media  

+ Experiment with promoted posts/Tweets 

 

 



Tactics 
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+ Cross promote: website/newsletter/social media 

+ Align goals with medium 

• Growth of likes/followers 

• Engagement: comments, shares,  

people talking about, retweets,  

• Actions: click-throughs, sales  

+ Timing: Time of day/day of week 

+ Consistency: keep a calendar 

 



Tactics 
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+ Figuring out what works: Campaign tracking with Google Analytics 

• utm_source=        (i.e. facebook) 

• utm_medium=      (i.e. socialmedia) 

• &utm_campaign= (i.e. parentsweekend12) 

• Result: 

http://hotelboulderado.com/?utm_source=facebook&utm_medium=socialmedia&ut

m_campaign=parentsweekend12 



Tactics 
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+ Experiment with different channels! 



CONTENT: PICTURES SPEAK LOUDER THAN WORDS 
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TWITTER 
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@HotelBoulderado @StJulienHotel 

Followers 2,509 2,011 

Following 1,678 323 

Tweets 4,734 1,324 

Grade: ✓+ ✓ 



EMAIL 
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WEB CONTENT 
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SEO SCORE 
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Organic (SEO) and Paid (Pay-Per-Click) 
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Paid 

Organic 
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GOOGLE: “Hotels Boulder” 

+ High placement via paid 

ads for St. Julien 

+ Good organic placement 

for Boulderado but 

outranked by two others 
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GOOGLE: “Boulder Hotel” 

+ Good organic placement 

for both hotels 

+ Bonus for paid placement 

for Saint Julien 



OVERALL SCORECARD 
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@HotelBoulderado @StJulienHotel 

Facebook ✓ ✓+ 

Twitter ✓+ ✓  

Email    ✓+  

Web Content ✓+ ✓ 

Pay-Per-Click n/a ✓ 

SEO ✓ ✓+ 

Analytics ✓  ✓ 



Q/A 
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