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• Objectives

• Social media audit
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• Integrating UGC into campaigns

• Risk and Learning's

• Measuring success

• Questions and Discussion



But first some stats…

• Susan Boyle had over a 100m hits on You Tube, more 
than 5 times those who watched Obama's inauguration

• UK internet users:

March 09 

• social networks: 9.8% • social networks: 9.8% 

• online retail: 8.6%
March 08

• social networks: 8.2%
• online retail: 9.7% Source:Hitwise 



Objectives

• Monitor, listen and respond to content on blogs and 
forums about Enjoy England, holidays and days out 
in England 

• Seed out content about days out and holidays in • Seed out content about days out and holidays in 
England where our customers are

• Use UGC to increase traffic and content on our site



Social Media Audit



Aim is to:

•Who is talking about you and your competitors
•Where are they talking
•Identify key topics and themes
•Identify key influencers

Social Media audit

•Identify key influencers

Take this learning and make it filter through all communication

Create a network of supporters, content creators, beta testers 
and user advocates



20 Free buzz monitoring tools 

http://econsultancy.com/blog/3890-20-free-http://econsultancy.com/blog/3890-20-free-
buzz-monitoring-tools



Creating your own versus using an 
established social network



Creating your own versus using an 
established social network

Benefits

• Own content

• Own technology

• Greater flexibility

Disadvantage

• Starting from scratch

• Takes longer to build up 
community

• Greater flexibility

• Keeping people within 
your site 

• Greater learning about 
your audience

• SEO benefit

• Social Media Fatigue

• Technology

• Labour intensive

• Critical mass



Harnessing local champions in the 
digital space



Social Media Wizard

• Access to an online set-up 
guide for members to take full 
advantage of social networks 
and communities  

• Drive community to generate 
their own comment, pictures their own comment, pictures 
and video on Twitter, Facebook, 
and Youtube 

• Content to be themed on 
making the most of your free 
time – whether it’s a lunch 
hour, evening or a whole 
weekend

• Build connected community of 
local champions to generate 
buzz



Twitter Champions

• Create a network of local 
champions to share 
discoveries on Twitter

• Instant, live messaging on 
Everyday Holiday moments

•
Everyday Holiday moments

• Regional ‘Twitter Streams’ 
of local discoveries 
embedded into 
enjoyengland.com 



Pulling content back into site



Integrating UGC into 
campaigns



Using UGC campaign as part of a 
campaign - Inn England

www.innengland.com



What have we learnt
& 

What are the risks?



Learning’s:

• Start out small, adapt and try new things

• Internal resources 

• Listen to your customers - Adapt to their needs and • Listen to your customers - Adapt to their needs and 
monitor their behavior

Risks: 

• Clear objectives 

• Fear of negative comments

• Critical mass



Measuring Success



Measurements 
Quality versus quantity

• Traffic, return visits, views, dwell times

• Brand awareness/ perceptions

• Volume  and quality of interaction

• Amount of fans/ friends and rate of increase

• Conversion



Final Thoughts

• Clear objective and strategy

• Start small and keep agile

• Support at all levels

• Success does not come overnight



Thank you

Constandina.Milios@visitEngland.orgConstandina.Milios@visitEngland.org


