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How travel companies can make the most
out of their online marketing
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TravelMole guest opﬁnion by Simon
Bowker, UK managing director of online
marketing service provider eCircle

The online interaction between you and your
customers is just like any other relationship. 1t
requires time, effort and consideration. And
beyond that, the correspondence must be
convenient, and delivered in a way that is relevant
and appropriate to the consumer.

Travel companies should remember that
regardless of channel, any form of marketing that
is mistargeted, badly composed or difficult to
respond to, can be and will be, classified as junk.

Our day to day lives are saturated with marketing
messages and so it is more important than ever
for travel marketers to work at engaging
consumers in a two way conversation, in order to
ensure cut through and create loyal brand
ambassadors.

Email i1s one of the best ways for travel companies
to go about establishing a relationship with both
potential and current customers in a friendly,
personal and engaging manner.

That said, it is astonishing just how many travel
companies are failing to really make the most out
of this valuable marketing channel. In order to
make the most of email marketing, travel
companies need to follow basic best practice
guidelines.

Catching their eye

I'll never understand why companies don't use
their own company name as the addressee, in
order to grab attention straight away. Whether
this is in a bid to remain informal and personal, or
as a cryptic tactic to evoke intrigue and mystery, 1
don’t know. In actual fact this approach is just
more likely to ensure your mail is consigned to
the junk mail folder.

Your email needs to make it past the first hurdle -
ultimately, you need the recipient to open it in the
first place! Don't leave room for
misinterpretation, make the benefits clear and put
out an unmistakable call to action. Consider what
will catch the attention of your reader and then
test, test and test again on a small section of your
database, to see what really generates the best
results.

Good first impressions:

The benefits of getting this first stage right are
endless. We all recognise the difference between
receiving a mailer addressed 'To the Homeowner’
and one that addresses you by name. We've all
been distracted, amused or entertained by a viral
that applies our name cleverly - people respond
more to communications that they feel were
created specially for them.

As they say 'content is king’, so think about what
your customers are looking for. When we worked
with Tourism Ireland to drive traffic to their site
and increase numbers of tourists visiting Ireland,
a combined approach of using a 24 day advent
calendar campaign with daily updates, localised
content, prize draws and video messages proved
to be the best approach. The campaigns gained
some fantastic results such as high open rates of
72% and click rates of 97%.







