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OBJECTIVE 

EXTEND BRAND HOSPITALITY 

AT A POP CULTURE EVENT TO 

DRIVE CONSUMER 

ENGAGEMENT ONLINE AND 

OFFLINE 

OBJECTIVE 
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Big Idea 

Break into the crowded market at 

SXSW to reward consumers with a 

helpful and valuable experience, a 

solution to one of the biggest 

challenges attendees face:  

LONG LINES 

CAMPAIGN BACKGROUND 
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How It Happened 

1. The Opportunity: The Hotels.com marketing team 

identified an opportunity for the brand to have its first-ever 

activation at SXSW.  

2. The Idea: Create an experience that provided value to 

festival attendees, offering up a solution to common 

challenges faced by festival-goers.  

3. The Activation: Hotels.com announced a line stand-in 

service via Twitter, with hashtag #SkipTheLine. Attendees 

were required to reply with location and hashtag, to deploy a 

street team member to their line for a 30-minute hold in 

downtown Austin.  

HOW IT HAPPENED 
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Success in Numbers 

SUCCESS IN NUMBERS  
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229 
#SKIPTHELINE REQUESTS 

12.3 million 
IMPRESSIONS ON TWITTER 

165 
RETWEETS 

197 
REPLIES 

297 
MENTIONS 

187 
NEW FOLLOWERS 

In three days, Hotels.com and Finn Partners generated:  

5.7 million 
MEDIA IMPRESSIONS 



MOST ENGAGING BRAND TWEETS 

MOST ENGAGING BRAND TWEETES 
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MOST ENGAGED USERS 

MOST ENGAGED USERS 
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COVERAGE HIGHLIGHTS 

COVERAGE HIGHLIGHTS 
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TAKEAWAYS  

• Don’t Forget Your Core Followers 

During The Festivities  

• Build A Well-Rounded Support Team  

• Mind Your Senses  

TAKEAWAYS  
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