
Use, Management, & Measuring of Social Media at Airports  

Jason Zogg 

Airport Sustainability Planner 

VHB, Inc 



Use, Management, & Measuring of Social Media at Airports  

►Overall project first in an FAA Sustainability Pilot Program 

►Airports’ Use of Social Media presented as an Appendix 

►Purpose: Document tools being used, how they are managing and 

using them, and short case studies. 
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►Facebook pages 

►customized YouTube homepages 

with airport-related videos 

►blogs written and updated by 

various airport staff 

►twitter accounts 

►Flickr accounts (to share photos) 

►LinkedIn pages, which are less 

commonly used than Facebook 

►Large, medium and small airports 
all participate 

►Scattering of fanbase across 
unofficial pages 

►Links on website, logos & tags on 
business cards, e-mail signature 
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►Fare Sales / boosting service 

►Notify people in real time 

►Post suggestions 

►Customer service portal 

►Solicit opinions for future projects 
something that already exists 

 

►Building support & excitement: 
Updates on attempts to attract new 
service  

►Route Development: Find out 
what new service travelers 
want/need 

►Projects: Create community buy-in 

►Contests and prizes 

►Photo and video space 

So how does this differ from an airport website? 
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►Continuous & Consistent = Momentum & Activity 

 

Strategies differ based on size and resources: 

►Assign administrative staff 

►Create a dedicated team from a diverse set of departments 

►Hiring dedicated employee or intern 

►Assigning duties to someone on marketing or customer service team 

►Important: Set expectations: Note on the site page when it is monitored 
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►Akron-Canton 
 17,000 Facebook likes, active 

wall – customer service 

►Pensacola Gulf Coast 
 Answer questions, fare sales 

►McGhee-Tyson Knoxville 
 2,400 likes, 18 photo galleries, 

2 videos, despite being a small 
airport 

►Plattsburgh, NY 
 In the process of attracting 

more commercial service.  

 Participation from the local 
community, which allows the 
Airport gauge the needs of the 
community. 
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►San Diego International 
 Most comprehensive strategy 

 5 icons on its homepage for 
Facebook, Flickr, Twitter, 
YouTube, text msg alerts 

 “ambassaBlog” 

 Blog features guest bloggers 

 Created team of young, savvy, 
dedicated, passionate 
employees 

 Newspaper article with 
interview on examiner.com 

►Cleveland-Hopkins Airport 
 31,000 Facebook likes 

 Very active wall with users 
posting videos, photos 

 12 photo albums, 5 videos, 76 
photos by users, 61 user notes 

 LinkedIn 
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►Harrisburg International 
 Very popular Facebook page 

 Lengthy blog with slideshows 

 Custom YouTube page: 
“Harrisburg Observation Deck” 

 LinkedIn page 

 Twitter updates 
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►Facebook is the most commonly 
used by all airport types/sizes 

►Facebook “likes” 

►Total annual aircraft operations 

►Facebook likes per annual aircraft 
operation (likes/operation) 

►Highest number of likes: 
 South Bend, IN (5,378) 

 Yeager Charleston, WV (4,802) 

►Average number of likes: 
 1,076 

►Average number of 
likes/operation: 
 0.020 

►Highest number of 
likes/operation:  
 South Bend, IN (0.135) 

 Yeager Charleston, WV (0.077) 

 


