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Case Study: 
Social Media Promotion 

Background: 
SWISS International Airlines has been a long term advertiser with 
PASSPORT magazine having placed their first ads with us in 1997.  
In 2019 they wanted to increase activity with the LGBT community 
and tasked PASSPORT with generating a social media 
engagement plan. 

Objective: 
To find an engaging way to raise awareness of SWISS as a viable 
airline carrier from the USA to Europe for their Business Class 
product among gay and lesbian community members; with a 
secondary goal of increasing purchase intent. 

Approach: 
To tackle this challenge,  PASSPORT created an on line content 
section focused on one of Europe’s largest gay gatherings, Gay Ski 



Week in Arosa.  Readers were asked to read the story and then enter 
the contest by submitting their favorite vacation “snap” and in 40 
words or less tell us why they wanted to visit Arosa.   

The prize was round trip business class tickets for 2 on SWISS, 3 
nights in Zurich at the Park Hyatt and 5 nights at Arosa Gay Ski Week 
with Gold Event passes and lift tickets. 

The contest was promoted in-book with a fractional page ad co-
branded with SWISS, Arosa Gay Ski Week and PASSPORT; as well 
as a direct email to 60,000+ enewsletter subscribers, a Promoted 
Facebook post, Twitter promotions and a blog post on our website.  

Results: 
Reader reaction was phenomenal! 

Over the course of 30 days: 

38.1K people visited the Contest page 
19.7K people clicked to read the content 
14.5K completed the contest entry requirements 
  6.6K entrants opted-in to receive further information from SWISS   
  3.2K people liked the Contest page 
  2.8K people invited friends to visit the page 
  2.4K people shared the page 

The Takeaway: 
Swiss was delighted with the results.  Per Jillian Adolf, Manager of 
Promotions and Social Media at SWISS: “You guys [PASSPORT] 
knocked it out of the park!  The engagement exceeded any other 
social media promotion we have done during the past year.” 

The Long Tail: 
Again per Jillian Adolf, “One year later we have been able to track a 
conversion of 3.6% from those who opted in across our full product 
line.”   


