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a new perspective on words



Bringing together classic and online 
communications

• Engagement in the market:- customers, suppliers, 
company & media

• Be present in relevant conversations

• A consistent brand message





Social Media Case Study

Southern Ocean Lodge, Kangaroo Island

• Strategy
• Setup
• Content creation
• Online management





Southern Ocean Lodge - Social Us

• Social us - as landing page for all communications relative to engaging with social 
media. Eg.

• Guest confirmation

• Guest enquiries

• Guest welcome home post stay

• Email signatures

• Newsletters

• Instant connection makes it easy for friends to engage with us





Southern Ocean Lodge Blog

• Regular updates on

• Events at the lodge

• Destinational experiences

• Weather

• Wildlife

• Food & Wine - recipes, new in season

• Suppliers news eg. KI Spirits news in International Spirits competition

• Guest testimonials

• Media mentions and magazine articles

• Strong organic search benefits

• Update to date info for future & past guests, media, & industry bodies





Twitter - Southern Ocean Lodge

• Look and feel of twitter account is consistent with highly branded logo and background

• Network with key influencers in industry -media, guests

• Monitor conversations about SOL

• Introduce SOL to conversation eg. about food

• Sharing of knowledge & information

• Establishment of SOL as more than a one-dimensional luxury lodge - yes, we are 
participating in conversations about Kangaroo Island, wildlife by posting images, video and 
joining groups

• Engagement in real time conversation

• "World of mouth"





Facebook - Southern Ocean Lodge

• Links to blogs, tweets and YouTube videos

• Social Proof

• Written testimonials

• Network of friends and friends of friends 

• Opportunity to respond to question and comments in real 
time





TripAdvisor.com - Southern Ocean Lodge

• More and more potential guests of all markets look to the 
web for travel info

• Trip Advisor is valued as "the honest & trustworthy" 
sharing tool for travellers worldwide

• Other similar sites but Trip Advisor remains best known

• Need to encourage guests to post reviews post stay

• Need to respond to negative issues





YouTube - Southern Ocean Lodge

• Opportunity to communicate a better feel for a property, 
destination or events

• Upload any media ( Getaway), TV ads, in-house video 
with tags to drive SEO

• A video sharing site so people will potentially share your 
video to market on your behalf

• Some guests relate better to video





Measurement and ROI

• Qualitative and quantitative measurement reported at regular intervals lets us know we are reaching 
the audience and points to ways to improve engagement

• Free online analytics tools are available to measure interactions with key social media platforms 
(twitter, Facebook, blogs etc)

• ROI may be measured against objectives, depending what they are; if objectives are customer 
service focused the results will be more anecdotal, if objectives are sales driven results may be 
directly linked to online sales activities. 

• Ideally social media strategies will have a mix of objectives, including sales, customer service, media 
engagement, adding depth to a product and adding fresh content to drive organic search rankings.

• Implicit aim is to move to a meaningful, real-time dialogue with past and potential customers, 
media, suppliers, competition and to be part of conversations we otherwise might not have been.

• Measurements allows us to see patterns, admire growth, deplore shrinkage and fix issues. The 
conversation continues!
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