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‘’The Online Shopping Experts’’
Marketing – Performance Web Sites – Rich Media – Technology Platforms



Internet Customer Recruitment Dominates from 2009 

Forecast to exceed TV advertising for the first time
Growth is not single but double digit
While costs have increased remains very cost effective

eDigital research reports that 
in the travel industry, 

consumers are relying on the 
internet, not just for 

background research, but to 
book their holidays.
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Online Channel Solutions – Common Problem 
Poor recruitment & site optimisation – Delivers 3-4 fold difference in results

Typical pages viewed per purchase 15 – 49
>50% of visitors are lost having viewed less than 5 pages

Recruitment> Engagement> Transaction>

In Travel 
Good ‘n’ Bad 
2.5% <0.3%



Online Channel Solutions – Common Problem
Poor recruitment & Site optimisation – Delivers 3-4 fold difference in results

Typical Losses: 

Recruitment (Lose 20-35%) - Leaves 80% - 65%
Engagement (Lose 60-95%) - Leaves 32% - 3.2%
Transaction (Lose >90%) - Leaves 3.2% - 0.3%

Resulting Conversion:
3.2% - 0.3%



Recruitment Critical Success Factors (CSFs)
Recognise what DRIVES the order VS what TAKES order



Recruitment Critical Success Factors (CSFs)
Understand what drives the consumer to make a travel booking

eDigital Research reports that Online research came out as the most 
influential source for travel planning (78%).

In addition 75% of consumers prefer to book various components of their 
holidays online.



Recruitment Critical Success Factors (CSFs)
Understand what drives the consumer to make a travel booking

Analyse the 
proportion of 
Visitors that return 
post research

Our experience is 
similar to that of 
Foresters;

Over 50% book 
after having 
Visited site 15-29 
days later



Recruitment Critical Success Factors (CSFs)
PPC & SEO Optimisation – Right Message – Right Language – Right CTA 

Reinforcing Natural Search 
Listing
Informative, Rich Content
Strong Calls to Action, but 
not intrusive
Maximising return from SEO 
Traffic
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Recruitment Critical Success Factors (CSFs)
PPC & SEO Optimisation – Right Message – Right Language – Right CTA

Poor SEO & PPC



Recruitment Critical Success Factors (CSFs)
Type of Customer & Point of Entry consideration

Customer
Stage 

Browsers
I’m looking for an 

exotic holiday 
destination

Hunters
I’m looking for an 

exotic holiday , in the 
Maldives in December

Buyers
I’m looking to book 
the Maldives in Dec 

for ~£2K/pp

Point of Entry 
Mechanism

Category Navigation Guided
Navigation

Search

Brand communication Important 

Product ranges & cross 
selling 

Important Important

Accessing product Important Important Important

Enabling decisions Important Important

Taking the order Important

Up selling Important

Retaining Customers ? ? ?



Transaction Critical Success Factors (CSFs)
Be more radical - Take a call & enquiry versus an online order 



Conclusions
Marketing Business Perspective

Strong business case, particularly when selling a service proposition 
to encourage customers to the phone or to enquire.

Offline (direct) marketing still represents an effective form of 
recruitment given its penetration potential. Couple this with email 
‘retention’ activities makes a powerful marketing strategy.

Strong analytics that underpins any creative execution is essential 
given the complexities associated with converting customers online. 
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Want some help?

Mike Anderson
Managing Director

The Online Shopping Experts

0845-862-0416
www.wmps.biz


