ADVENTURES
IN TRAVEL
MARKETING
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Actually, no. The reality is that travel
marketing is fiercely competitive and
frequently disheartening. The success
of your activity is forever at the mercy
of everything from the state of the
economy, to the weather.

Then there's the path to purchase.

It wasn't that long ago that more or
less all travel purchases took place
either in person at a travel agent,

or over the phone. These days, the
process is more fragmented. How do
you deal with customers who now
have very different expectations of
what a travel brand should offer them?

We've encountered more than our
fair share of these challenges over
the years. We've helped fill spare

bed capacity for big hotel groups

like Principal and Le Meridien, and
put more holidaymakers on planes
and trains for operators like Eurostar
Holidays Direct.

We achieved it all
using our expertise in
direct mail, brochures,

email, search, TV and
more... NOwW we're
sharing it with you.

These pages give you the
stories behind every success
and a fair few tips we've
picked up along the way.

Cottagesdyou
Jet2holidays
Welcome Cottages
Hoseasons
Eurostar

Shearings

Great Rail Journeys



coftagesyoun

DESTINATION:

Bring to life the kind of magical |
memories you can only create
on an English cottage holiday

THE ROUTE:

There's something quite unigue about a holiday in England.
Hopping from rockpool to rockpool with your fishing net,
conquering castles where gallant knights once battled
hundreds of years ago, or ducking into a café for scones
and jam while the rain lashes down outside.

Every memory you make is a souvenir,
something you treasure forever. That was
the idea we had for Cottages4you and

down the country, we inspired families to
create some magical memories of their own.
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We developed press advertising, direct mail, email
and social media posts to support a TV campaign -
all of which resulted in an unprecedented surge

in both phone and online bookings.
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VisitEngland. Using tiny trinkets and souvenirs <m\
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For magical
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cottage in England
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Visit cottagesdyou.co.uk

or call for a brachure

0845 268 6658

cottages/you

Our fridge full

of souvenirs

and trinkets is a

nostalgic nod to

childhood holidays -

and a striking visual

that helped make
us memorable.
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Jet2holida yQ -\

Package holidays you can trust

DESTINATION: | \
Make under-performing
destinations desirable again

THE ROUTE:
Jet2holidays’ customers are creatures of habit. : m)
Once they've been somewhere they/ll revisit that Jet2holidays': Jetzhoi‘day.;) QR
country year after year. Jet2holidays wanted to know Uniguely ERE S O B . EXPLORE...
whether we could persuade these set-in-their-ways 2
travellers to try somewhere new... Greece. G R EEC E IR 574/ 8
ar X Gewan g e, ‘:E ()
Our solution was an inspirational mailing that  —— s 945
. . R e 7 /i)
brought the uniqueness of Greece to life. s s e e e 2 W/ 200
A common problem among travel brands is they N
make every destination sound similar - golden sands, = W i .:“:}‘:w;_;xxw
blue skies and crystal waters, that kind of thing. . N { %m@.;m'm"
o e
We knew that the Greek Islands offered a much Rnodes 3 = _ __._P.*. p—
richer story than that. The question was, how Pev o 2017 HII'JDE[{)?JE\-;ERCLT:#ESS
to tell it? We decided to write the brochure as
if it were a travel guide. (RLUtae
— RETREATS
We kept the copy ‘snackable’, by structuring it
around three principles: wander, savour and
marvel. Rather than try and sum up an entire To Italy and beyond!
island over several paragraphs, we let its sights, The malllng was so
secrets and flavours do the work for us.
successful that we went
on to create brochures
o promoting Italy, Croatia
there's so much .
“explore] " and The Balearic Islands. .
‘ SOINT OF INTEREST:
Good travel writing should whisk the
reader away to the destination being
described. Don't restrict your writing to
what you can see, but what you can hear,
tasteand smell, too- | .
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welcome
cottages

More from your holiday

DESTINATION:

A fresh

new look for
Welcome
Cottages’
customers
and owners

THE ROUTE:

After several years working with Wyndham

Vacation Rentals, we were tasked with
rebranding Welcome Cottages.

We created an overall brand identity that

encompassed their unique personality and

tone of voice, as well as a proposition that

could work for both holidaymakers and
property owners alike.
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What can you do on a cottage holiday?
The answer, it turns out, is just about
anything. Our Planning team identified that

a cottage acts as the perfect base after a
long day out doing... whatever.

FOR CONSUMERS

So we wrote a list of ‘doing’ words, words

that covered the almost limitless number

of things you could do on a cottage break.

We then introduced a list of ‘positive
consequence’ words, to describe the
restorative effect of taking a break in a cottage.

We rebranded their website, including the
homepage, listing pages and more. We also
produced brochures, press ads and internal
staff emails to communicate the rebrand.

The ‘doing’ words were used as starting points
to inspire a new wave of content creation.

welcome
cottages

Mare from your holiday

Adventurmg,
sightseeing,

enrlchlng,
unwinding...

moml:es

Call 0345 268 9483 or visit welcomecottages.com

268 0816

Explormg,
skipping,

smiling...

and plent
more besides
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FOR OWNERS

Welcome Cottages’ property owners care
about one thing: getting their cottage booked
as often as possible. So we created a strapline -
‘more to your door’ - as a promise to owners.

We wanted to reassure them that Welcome
Cottages will take care of their property as if it
were their own. Yes, there may be properties
more expensive and luxurious, but there are
none more important.

We rebranded the landing page and wrote a

downloadable guidebook specifically for owners.

We also created an acquisition brochure,
welcome brochure and newsletter.

welcome

More time spent getting to know you

6 Every yuar 1 visit alf the homeowners in my region.
1T have a chat,
haw things have been going — and most importantly,
haw wa can haip. Having that persanal touch.
makas ail tha difference. gy
S Joe, Regiors Marager, Seuth Wit

We'd love to
Welcome you

Request an Owner Information Pack
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welcome
cottages

More to your door

-
welcome
cottages

More to your door

)Wn e r welcome

Cottages

More to your goor

Your Hdliday i :
Letting Guide

Come for the bookings
Stay for the service
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cottagesyoun H—oseofgohs

DESTINATION:

Show the huge
variety of Hoseasons
holiday experiences...

in 30 seconds

THE ROUTE:

DESTINATION:

Make cottage
breaks go up, as the

economy goes down

THE ROUTE:

In 2010, with the economic downturn still being
felt, more and more UK holidaymakers were
planning breaks in the UK. With this in mind,
Cottages4you decided to get back on TV.

It had been several years since Hoseasons had last
been on TV, and brand awareness was at an all-time
low. So, the brief was two-fold: get us back on TV,

Red C recognised that there's a unique appeal to but get us noticed, to.

going on a cottage break. It's about countryside,
fresh air walks, and the homely charm of the
cottage itself.

Hoseasons started life as the place to go for boating
breaks. But over the years it's diversified, and now
offers everything from cottage and lodge breaks, to
parks and adventure holidays. So how could we get
across the variety of fun on offer... in half a minute?

We let a kickstart question spark our thinking:
what if you loved your cottage break so much,
you brought it home with you? Then we let our
imagination run wild. Pretty soon we had a series
of striking visuals: beach in the back garden,
local pub in the garage, country walks in the

We found our answer by casting Denise van Outen.
The star of stage and screen gave our creative a
memorable famous face, one we used to strong

lh .. !

p——

front room... all bringing to life the proposition pomT OF INTEREST: effect across posters and direct mail.
of bring your cottage break home with you. ; dities '
Don't be afraid to play with absurdit
The ad first aired on Boxing Day and drove a or consider extreme CONSeqUENces.. The resu |tS went Way beyOﬂd
huge surge in bookings. We even picked up an it often results ir: creative that's expectations, bOth in terms Of
i e memorable. .
award at the 2011 Travel Marketing Awards. LTor L brand awareness and bOOklﬂgS.
zed where you can siay on o Hoseasons holiday
O . Indeed, it wasn't long S igitnie e i i e it
Our striki ﬂg visuals before Hoseasons oty oomtesmiem ey

not only generated
great brand recall with

approached Red C
once again to deliver
another sales- pOI

hOlldayma kerS, they boosting campaign. ' Dusfacemfronwour

Casting @ famot™ "\ ely that your
caught the eye of the e pagnmalesitmore eV T L
judges at the 2011 message ges 7™

Travel Marketing Awards.




_” EUROSTAR"

DESTINATION:

£ 1million sales
in just one week

(:

THE ROUTE:

Eurostar had realised that by only providing
travel, they were missing out on a huge
profit opportunity. Why? Because other tour
operators were successfully offering holidays
that included travel on Eurostar.

So, in partnership with Cresta Holidays, Red C
provided a complete business plan and

launch strategy including estimated passenger
figures, profitability forecasting, suggested
brand identities, creative executions, customer
recruitment opportunities and strategies.

From creative advertorials to direct mail packs,
we used strong imagery and hard-hitting copy
to highlight unigue selling points. The results?
Over £1million of sales in the first week alone.

[l5 a n’la&'fnm»'[:.\-u 1 an ”c:f

Eurostar Holidays also
won the Royal Mail's
‘Best Business Start Up'
award due to the success
of the campaign.

. POINT OF INTEREST:

| brands rely on clichéd stock
hy. lllustrations cost more O

t they more than repay the
s of stand-out,

{ Most trave
photograp
produce bu
investment, not justin term

but with better results, too. B J

DESTINATION:

Across Europe on business [ () 5

and pleasure with

multi-language emails

THE ROUTE:

In October 2011, Red C was appointed to
handle the email marketing for Eurostar.
Eurostar needed to have a whole new email
marketing strategy created, one that targeted
everyone from their Leisure customers to
their Business clients.

Our first task was to redesign the email
templates, to make them both content-rich
and visually engaging. We then supplied
toolkits for each channel to agencies across
Europe. It meant that no matter where it was
sent from, each email followed a consistent
style and layout. We continued to tweak and
refine the template design throughout our
partnership with Eurostar.

Our strategic email expertise has resulted in
Eurostar having a complete eCRM makeover.
A makeover that has helped them engage
customers with timely and relevant emails,
resulting in an increase in bookings and
customer loyalty.

% PARIS AND BRUSSELS £59 RETURN ®

" Find out

T

Your trip bo Paric o Brutuss can yisld 2 wialth of sxparinces. That melt-in-the-mouth bits of
macaoon on the Rue oes Halles. The breath-taking gothic beauty of Satlon Square. Sights, smeils,
sounds and snsations that will ench and sty with you.

Book your £59 return before the 15 and we'll whisk you away 1o the heart of these
two thailling cilies. Thin it's time for you to uniock 8l the nepiration they hive to sham.
The quasticn ks, what will you bring back?

"Modern Tokyo
in Paris

ACOREMpPOrary a1t nerve cantra on the
Ianks of the river Seine, the Paais do Tolyo

If i
You share Interesting, informative
content that yo,
Ur customers can
. Nt get
IIr'1ywl*ne{r¢=_> else, they wij| read jt andg
click on it.., even in an email

Dear <Mame>,

As a Eurostar Plus Points member, be the first to book £59
retum in cur exclusive pre-sale, from 3 September.

Heng's your chance 1o enjoy & bresk to the continent. You

can visit friends or family, or even get them to vist you.

Remember, they can also ean points for you when they

ook on eurostar.com. This offer is valid for travel from

18 September to 19 December 2012, 5o what are you
for?

waiting
The Lty Toa they book on evos
“Paris highlight.

Paris Versailles road race, 30 September 2012

Feeling Inspined? Then put on your running shoes and get set for this scenic 16km road race
that starts from the Eiffel Tower and makes its way through the city to the Palace of Versadles.
Registration to run ckises 10 September,

Find out more

A 40% increase in

click-through rates proved
that the database is more
than happy to engage with
good, well-written content.



=D
This & T
DESTINATION: DESTINATION:

Reactivate long-dormant Engage VIP customers with
customers with direct mail an exclusive loyalty programme

. ) THE ROUTE:
THE ROUTE: | pas .
. . " SHEARINGS : - SHEARINGS
Shearings Holidays had a problem familiar to many : ; Shearings has built a loyal customer base over
tour operators: a large list of customers who booked ot the years. Some customers travel with them
once, then never again. o T%Ago%z, multiple times a year. Shearings wanted to take e e
Saaplann ON YOUR NEXT . Somele. il
i . HOLIDAY WHEN the opportunity to thank and reward these
So, they called on Red C's strategic and creative S . . ,
' very important people with an exclusive offer. o AL o At $74/ 8
; i Mes Smith, treal yoursel fo the hollday of your dreams OFFER CODE ; Setsfintint N
e?<pert|se.to challenge their Lapsed and Dormant —— - - e A
direct mail packs - and make them work harder. e But they also had a secondary motive: to engage A 945%
m&ﬂ?mwg'{“dmmmﬁ 5 and encourage a dialogue. GREAT CUSTOMERS DESERVE GREAT REWARDS _ /200
Following strategic analysis, we came up with four —- e oA ot UGN Ty 0, AR ook o i s an i
copy platforms that we felt would help overcome G e S5 ks ok e o ke by | So Red C created a 3D-mailpack that not only gave o oo pkt shoangs e s rey
objections and motivate customers to rediscover il ik i it g8 Shearings' loyal customers the priority treatment AN OPPORTUNITY T HAVE YOUR SAY, 100
Shearings once again. ;m_& S—— (and a special pin-badge), but invited them to join an E:mi“:{ﬁ;‘;;mmﬁ%:?:;xu:“
A exclusive customer panel. SN e D BT IR gRe e
One route focused on the breadth of v s g — i
mw::.wm...---—- gokden ane Atbins
destinations and experiences available ey ot oy St Ay The pack was sent to 25k housefolds, and feedback g
s umpm and sounds of the festival N T Maonoging Droctor - Shoorngs Holidays.
to travellers seeking adventure. A second e frgm customers h.as. been overwhelmingly POSItIVe... s A s
offered reassurance to travellers with with friends of recipients even contacting Shearings
G ‘ i |
mobility issues - a key demographic. = = to request a pin badge! oo walg
. . T ' '
A third communicated Solo Travel to OF INTEREST: § M s v savor ’
customers who may have lost a loved | _When writing to an older audience 3 E g '
one. The fourth focused on Shearings' Its always worth testing longer cofi;y s
unbeatable value for money. Testing is :;the reader is interested in your offer.
. . . . e i u Merry Christrmas and o
ongoing to prove the winning route, with 1€y will read more - especially if the sy Now Yoo
ticket price is high, e o

each variation being rotated to determine
its success amongst customers.

whersver 2018 fokes you.

LTW Afbins

Mg Des

Tk : .
Your Dream Escape - yOR

Whesevar, whenovar and however you want 10 vl

[r— s

| POINT OF INTEREST:

- ; :

. Simple pin badge s surprisingly effective
ustomers who have one can advertise .
our

your loyalty scheme for you, whilst encouraging

customers who don
on't have one
earn one, +totryand

* CRUISE - EXPLORE

15,11/
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GREAT RAIL JOURNEYS QL q

DESTINATION: ﬂ DESTINATION:

Making off-the-page more Take GR] customers ... e

Destinations  Holiday Types = Why Greal Rail?  Specials = Brochures

effective... by making it | on an engaging Fromhepess of Coloado 552l
more efficient N journey... in an email

£

THE ROUTE: THE ROUTE:
s?eec.h{ess . . : . :
GRJ's brochures and off-the-page ads were o ﬁjgr ‘jg({ér GRJ tasked Red C with rescuing their emails, a PSR EXPLORE
. . ‘ No £ . . . . . Welcome 12 the first editon of The Joumay, sur newsietter alf aboul 7 Lf
starting to look tired, and results were flagging , tf series of repetitive promotional postcards which byt it Mok e
- e : : b i g
too. So Red C pitched for the opportunity to - were massively under-performing. oot oucuks
T - i reland Tours =
reVIta|ISe them . Ry Journeye. by £301i tuf sy over S0 of cur coanin's most i -
e e, T Over 12 months, we transformed the entire R o
We won the account based on a mantra of A ) Wy eCRM programme. By injecting some personality, ﬁ e il o
‘think small to achieve big’. Making direct introducing editorial content and making the - 29
marketing creative more effective often involves emails more inspirational, we almost doubled
small changes which have a cumulative effect. response rates and conversion. - REST:
Your ALLINCLUSIVE 21 day holiday includes | POINT OF INTE g
. Z . ot request a FREE BROCHURE -
Mrinces el M i t for
= i 01904730926 One notable success story Good writing is a sound investment i€
o TS W v Grealkail.com was The Journey Newsletter. travel brands, helping you stand out ";‘
Your first 3 an the
L —— GRJ customers are keen a marketplace where everyone sglls e
. . T i them in ve
Mi‘kéofje—m{@ ("O{NL%/ travellers, so the brand had same tours, and describes th

decided to publish its own similar ways. ol
magazine, The Journey, as a way
of whetting readers’ appetites

for their next adventure. s monomd

Destinations . Holiday Types

We reworked the brochure covers by using
a single striking image, offset by punchy
promotional messages.

Call 01904 734 359

Why Great Rall?  Specials = Brochures

GREAT Raib

' ' i Take a journey aboard the JouRnEYs
We restructured the press ads to cater for But cguld it work as an email? The cl.lent was o ;mazmg ciliys
scan readers and included imagery making sceptical, but we felt we could combine il
eye contact to capture attention. well-written content and email marketing

nous to not only engage readers but drive

We applied a similar principle to the them online to explore tours in more detail.

introductory pages, too, creating spreads

that were more engaging, but also more So, we created a new template that allowed our mﬁmﬂ,mm,mmm EXPLO
promotional at the same time. great travel writing and GRJ's glorious imagery o et 2o > Qur Tanebern
to breathe, offering both a great reading e ey I
Our a pproaCh Was 50 — 4\ experience and a compelling reason to buy. E*:&:;Emm;mwm u" - -
. st 7, T
successful that it wasn't lon SOINT OF INTER | o
_ g wl Interest in GRJ tours sky-rocketed, and customer s
before we were overseeing Very often, makinga brochure O/ e appetite for content proved so strong that e
the pl’Od uction of all G R)'s | more effective is a matter o: Pz:'::‘gessages The Journey went online as a blog... supported
g on a hierarchy ) 53

back, decidin

brochures and direct mail. \ - & making things easler for the reader.

by a new, dedicated team of travel writers.
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We are Red C

Red C creates marketing solutions that move people.
To click, to call, to read, to buy. When you need to make
things happen, we make direct and digital deliver the
numbers you need.

As an integrated agency, we help you engage with
your customers, cross channel. We take big brand
ideas and transform them into personal, one-to-one
communications that captivate and compel.

Email

Whether you're looking to get an eCRM programme off the
ground, or supercharge one that's floundering, we can
help - with strategy, creative, distribution and analysis.

Direct Mail

Our direct mail expertise has been proven over decades.
Whether it's door drops, inserts, catalogues or mailpacks...
we regularly outperform the control in tests.

Search

Making paid and organic search work requires active and intelligent

If you need more ROI, give our hands-on approach a try.
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campaign planning, not automated bid routines and keyword stuffing.
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Great journeys
always start with a
conversation

RED(«

Contactus | 0161872 1361 | redcmarketing.com | Anchorage 1, Anchorage Quay, Manchester M50 3YL





