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Digital Visitor

Social media agency

social media software and services 

Created 200+ social media solutions globally 

Deliver increased traffic, enquires, business, loyalty...

Clients include:



Our Philosophy

Social media has 2 main elements 

– Onsite and Offsite

Both required for to maximise 

the vast benefits of social media 

Most companies concentrate on 

Offsite strategy

Onsite has longer term benefits

Visitor Review is your all-in-one 

social media solution and can be 

at the heart of your social media 

strategy

OnsiteOnsite
++

OffsiteOffsite



What have we done?

Online community for Voyages 

Jules Verne

Group travel over 55s

Communicate post tour

Share  reviews, videos, albums

online feedback and rating

Earn points

Direct to book another group 

tours

Staff profiles

Direct to booking pages

www.vjvlounge.com



Results so far

Live for 7 months

1200 photos

75 videos

900 members

Browsing time of 3m+ 



Why build your own online community?

Undoubtedly huge benefits in building your own online community

•Browsing time

•Traffic on your website and not other sites

•Providing your visitors with authentic and engaging information

•Increase conversions with peace of mind

•You control and can moderate the content

•Utilise content in other marketing activities

•Connect to other social media websites with Facebook connect, Twitter 

updates, Share with 300+ social media sites

•Longer term benefits and marketing opportunities

•Your  own community should be at the core of your social media activities



How to build your own online community

Scope / Strategy

• Consider the profiles you will have – members, staff, company profiles? 

What will drive each of these?

• What features do you want? reviews, discussions, information push 

(watch), competitions and other interactive features

• Where do you want it to sit? On your site? 



Our findings – Don’t’s

Overcomplicate.  A lot of sizzle 

and no sausage

Make sure the function your 

deliver will provide benefit

Friends– exist to create common 

interest – this is already there 

under your brand

Groups – as above

Long registration

Strict upload procedures



Our findings – Do’s

Reference all content against your products for maximum benefit.

Allow visitors to contribute whatever they like

A review, a video, photos, a discussion, a dream itinerary?

Comments / Discussion – a dilemma – the solution



Our findings – Do’s

No community is an island. Share 

with other social media sites. 

Good content drives 2.5x face 

book fan size to your site per 

month

Incentivise for the content you 

want



About Warner Leisure Hotels

• 13 Hotels and Villages, exclusively for adults

• Mature market (targeting the over 50s)

• Vast number of Experiences at their locations

• Previously had a social media campaign to follow their excellent ‘Strictly’

breaks

• Wanted a more encompassing strategy with clearer and longer term

benefits than current typical / offsite social media



About Warner Leisure Hotels

• Their own community at the heart of their Social Media strategy

• Gather content, experiences, stories, videos

• Run competitions

• Push interesting information to members

• Allow members to interact with other members and team

• Enhance brand loyalty

• Drive awareness about the vast number of events and experiences on 

offer



Transformation



Integration

3 integration options

1. Add their community to a unique url

2. Embed seamlessly with their own website with 3 little buttons

3. Graft a community onto a subfolder of their own domain i.e. 

warnerleisurehotels.com/community

Users will be able to contribute against every product of Warner

Leisure Hotels – every experience and venue



CONTRIBUTE AND ADD REVIEW

The upload feature 

will be an overlay 

over the page the 

user is browsing.  

Users can simply add 

text or images and 

video.



DASHBOARD

A simple overlay and does not 
take the user away from the page 
they are viewing

Users will see activity of the 
products they are watching, or 
items they have contributed 
against .

Users can edit their ‘watch list’ to 
receive updates on WLH venues 
and experiences

View their inbox for message from 
other members



Social Media hub – drive new audiences

The core of their social media 

strategy

Connected with other social 

media channels

Facebook connect, Twitter, 300+ 

Visit Britain and Visit England

Grow their offsite channels

Drive traffic back to WLH and not 

away

Maintain traffic on their own 

website



The future

Facebook, Twitter? Twitbook? 

600+ social media channels in 2 

years time!

Relocate your online community 

whenever you need to.

Safeguard against future shifts in 

offsite social media popularity



Take homes

Consider the longer term strategy 

for your social media

Don’t re-invent the wheel – many 

companies are trying to do this 

with little success.

Power of SM yet to be realised, 

don’t put all your eggs in one 

basket

Don’t overcomplicate your own 

community – the biggest 

organisations have been tripped 

up by this.



Some stats

Positive content on offsite channels – 63-67%

On your own channel = 80-90%

Drive 2.5 x your fans to your site with engaging daily content 

(average)

Double the browsing time on your site

Make your strategy a 3-6 year strategy – not 3-6 months.



Thank you for your time

anthony@digitalvisitor.co.uk

www.visitorreview.com


