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Visit Britain
Facebook: LoveUK
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Viator
Facebook: ViatorTours
Twitter:@viatortravel
YouTube: Viatortravel
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Viator: Committing and engaging

Viator’s “Local Knowledge Verticals”
• Dedicated destination platforms
• Each with a blog, FB and Twitter platform
• 3-in-1 strategy for top keyword categories
• Aggressive  promotions
• SEO benefits
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Viator social media  -carefully monetising

“Value” Drives Conversion
• Content drives engagement, “value” drives 

conversion
• Viator SoMe “value” is exclusive access to 
short-term promotions and discounts
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Viator  tracking and evaluating

Tracking and evaluating the average revenue and cost per 
fan/follower/subscriber.  Viator experience:

• Average value of one FB fan = $3.67
• Average value of one Twitter follower = $0.38
• + SEO value
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Exodus
Facebook : Exodus Travels
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Exodus committing
118 images 
placed
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• Now more than 20,000Facebook 

fans – 200% increase on last year

• 16,434 responses/engagements on 

Facebook & Flickr in the past year 

– 263% increase on last year

• Developed, launched and managed 

‘seven continents  and ‘re-set your 

compass’ competitions

• 1,358 photos uploaded to Flickr, 

tagged, captioned and linked

Exodus engaging
16,434 responses/ engagements via 

social media platforms
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• 328 (or 1.72%) of people who entered the 

Seven Continents competition with the 

Facebook source code  have gone on to 

book a trip since 03 August 2010. 

• Of those 328 people, 232 (71%) are first 

time bookers.

• 29% of them aged 22-34 – lowering the 

average age of people travelling with 

Exodus

• These 328 spent £994,643.94 

• ROI of 1:100

• Better than PPC at ROI 1:25

Seven Continents delivered almost £1 million

Age @ time of dept %
Missing 30 12.93
>-2 - <10 1 0.43
>10 - <22 10 4.31
>22 - <34 66 28.45
>34 - <46 70 30.17
>46 - <58 32 13.79
>58 - <70 22 9.48
>70 - <82 1 0.43

TOTAL 232
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Five key social media trends for 2012

Engagement 
crowd 

sourcing

Bloggers 
opinion 
formers

Natural 
search

Beyond 
Facebook

Social 
commerce
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