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Product Price

Place Promotion

the 4Ps.
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context.
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year-on-year downturn.

Jan – Jun ‘19 vs Jan – Jun ‘20
Source: Aggregate of GA for Tour Operators, Hotel Groups and Airlines
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angry and negative 
Negative posts are up 21% 
and positive down 28% 

Posts are not just negative, 
they are Angry. Up 39% and 
angry about cancellation 
policies, covidand getting 
refunds 
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FCO
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rapidly changing 
behaviour.

June 2020 vs May 2020
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Source: SEM Rush
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5 opportunities to beat 
the competition.
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data is the answer.1
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better by design.



Covid mentions subsides, 
but lockdown matters 

In the last month, conversations 
are up 14% 
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be the answer. etihad travel voucher 1450%
are travel agents open 300%
travel zoo 170%
can we travel to spain 130%
france travel advice 130%
can we travel to wales 110%
when can i travel to spain 110%
when are travel agents open again 110%
travel to france quarantine 110%
national rail journey planner 100%
traveling to france 100%
germany travel restrictions 90%
travel to germany from uk 90%
can you travel to spain 90%
fco travel advice spain 90%Source: https://trends.google.com/

16/06/2020
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what is your 
proposition? 2
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stay 
true.
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Which channels or 
routes to market deliver 
the best ROI for your 
business?

take it to your audience.
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Source: Sagittarius / Travolution Travel survey 2019



time for a pivot?

1st Mar – 15th June 2020 - More than 26,000 are discussing active holidays 
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build trust. 3
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be honest.
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customer stories.
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33.6% of consumers report checking reviews of 
businesses and services more frequently than they 
did before lockdown

73% of consumers want to see how companies are 
handling the virus

23% of consumers report decreased trust in 
companies since the outbreak

55% of consumers are more worried about online 
scams than they were prior to the pandemic
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“Very much we see travellers wanting to 
start travelling again. But we also see a 
lot about information being very 
important to travellers, about what the 
journey is going to be like, what 
restrictions there might, what the border 
arrangements are.” Hugh Aitken

VP Commercial, Skyscanner

Source: https://www.travolution.com/
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reassure.
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play the 
long game. 4
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marketing isn’t 
an overnight 
process.

Source: https://www.traveldailymedia.com/travelzoo-unveils-new-outdoor-advertising-campaign/
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Improve user experience across your entire site
Optimise for voice search
Focus on topic clusters instead of keywords
Go into detail – but only when it’s relevant
Embrace video with YouTube SEO
Build credible backlinks
Get a grip over technical optimisation
Target local searchers with local landing pages and listings
Know how to measure SEO performance

seo tactics.
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start now.
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Standing for ‘Expertise’, ‘Authoritativeness’ and ‘Trustworthiness’, 
these are Google’s official recommendations for delivering a 
quality experience online.

Improve your online reputation and reviews
Don’t overwhelm users with ads or try to deceive them
Cite and receive links from credible sources
Make sure YMYL* content is supported by scientific evidence

Google’s E-A-T

*Your Money or Your Life content is the type of information that, if presented inaccurately, untruthfully, or 
deceptively, could directly impact the reader’s happiness, health, safety, or financial stability.
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take advantage of 
the new normal. 5
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“2 years of digital    
transformation 

in 2 months”
Satya Nadella, CEO, Microsoft
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desktop is back.

Device usage – 2019 vs 2020
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content consumption habits shifting.
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disruption.
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A wait-and-see approach is not 
going to weather this storm. 

“To win in this crisis, leading 
CMOs need an agile strategy that 
allows their team to detect, adapt 
to, and respond to changes”

Haixa Wang,
VP Skift Research

Source: https://skift.com/2020/05/21/covid-19-travel-marketing-strategies-pivot-messaging/
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What our teams within XO do, in easy accessible language...

experience optimisation (XO).

data /insight.
We have central responsibility 
for the organisation of, control 
and harvesting of data with 
the goal of knowing 
everything about a client’s 
customer.

The more we know, the more 
targeted, relevant and 
optimised the rest 
of Sagittarius work becomes 
across teams.

strategy.
We are primarily positioned to 
understand the client’s 
existing vision, goals and 
intended audiences.

Taking analysis and insight, 
mapping this against the 
client’s aspirations, to help 
design a plan for the next 
12/24/36 months that delivers 
on the clients/brands targets.

multi-channel 
marketing.
We take the strategic 
approach and decide which 
channels to best reach the 
intended customer base at 
the right time and place with 
the right messages.

Typically this relates to search 
engines:
• Making a site 

highly visibly
• Connecting a 

site’s content to the users
intent.

creative/
content.
We create the stuff people 
see, read and watch. Across 
every part of a customer 
journey the content is crucial.
Before they even arrive on a 
website, the customer will 
have read the messages 
within search, seen the 
adverts on social etc.
On arrival at the website they 
should be inspired by 
product/services details that 
drive them to engage.

ux/ui.
We are responsible for the 
onsite experience.

The way that information is 
presented, how best to 
navigate the site including the 
order in which the customer 
encounters the things they 
are looking for.

Our priority is ease and 
pleasure of use in order to 
promote a return visit and 
deeper brand relationship.



@SagittariusMktg

not one size fits all.
all our clients are different with differing levels of maturity and success across 
the areas of their customer experience efforts.

to align ourselves succinctly to such a wide variation of client statuses we’ve 
established three levels of XO delivery to match client desire and market 
position.

Catch Up 
For brands that are experiencing 
challenging times, have been 
through recent change and simply 
want to get back on a level playing 
field to compete again.

Keep Up
For brands that feel they are 
performing well among peers, but
recognise there are always new 
ways to improve on their customer 
experience to keep hitting targets.

Stay Ahead 
For brands that lead the way in their 
sector but want to build upon their 
competitive advantage and further 
protect themselves from potential 
disruptors in the space.
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thank you.
Paul Stephen
paul@sagittarius.agency
@paulrstephen




