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TUI Travel PLC at a Glance

• The world’s leading international leisure travel company

• Revenues of £14 billion

• 30 million customers from 27 markets

• Over 200 products and brands

• 143 aircraft and 3,500 retail shops in Europe

• 50,000 colleagues



Driving factors for online content

Relevancy

Interaction

Social 
Engagement

SEO

Information

1) Support your 

business objectives

2) Support a user in 

completing a task 

- will they find what they 

are looking for?? 



Approach to content

Audit What content do you currently have?

Analysis What is your content ecosystem like?

Strategy Make informed achievable recommendations

Workflow Make a plan to create & integrate content

Delivery Start with the content, not with the tools

Measurement Capture the Impact

Maintenance Good content will not take care of itself
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Considerations when managing content 

Data Management is Key!

Behavioural 
Targeting & 

Personalisation

Content 
structure –
Less can be 

more

Translation & 
Localisation

CMS Data 

Mapping



Examples from TUI Travel PLC
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Interaction - Video Content

Effect of video on booking funnel
No video was 

seen during visit: 

Narrow funnel

Video was seen during 

visit: Funnel is wider, 

higher conversion

The booking funnel becomes wider: More visitors go further after having seen video

More visitors book after seeing the hotel video: 200% increase in online conversion
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Interaction - Industry Leader in Video



Interaction – Check out Tubemogul

• Free service that provides a 

single point for deploying videos 

to the top video and social 

networking sites

• OneLoad distribution is 

accompanied by powerful 

analytics showing you who, 

what and where your videos 

are being viewed. 

• Real-time viewership, audience 

engagement, geographic tracking, 

stream quality and much more for 

your videos. 



SEO & Relevancy - Tailoring for Google 

Searches

Alcudia generic page

Alcudia Luxury page

Alcudia copy 

specific to 

Luxury

More inspirational imagery

Alcudia copy specific to Luxury

Only Luxury hotels (4T-5T) recommended

Thomson Luxury benefits

Thomson Luxury range

Quick links to LUXURY Alcudia hotels and 

LUXURY Majorca destinations



Alcudia Luxury Copy

Alcudia Generic Copy

SEO & Relevancy - Tailoring for Google 

Searches



Recommended Luxury Alcudia Hotels

Recommended Generic Alcudia Hotels

SEO & Relevancy - Tailoring for Google 

Searches



New Content - Thomson Luxury Benefits and Range

SEO & Relevancy - Tailoring for Google 

Searches



Quick links to LUXURY Alcudia hotels and LUXURY Majorca Destinations

Quick links to ALL Alcudia hotels and ALL Majorca Destinations

SEO & Relevancy - Tailoring for Google 

Searches



Information - Product Differentiation



Relevancy - Pre-departure Strategy

“My Thomson”

*Source : Navigator customer focus groups (August 2008) & MyThomson usability testing groups (Jan 2009)

“We want more information 

about our holiday”
They’re going elsewhere for 

information like the best things to 

do in resort etc

“The holiday only feels ‘real’ 

once we’ve paid the balance or 

got our tickets”
Missed opportunity to keep them 

engaged from booking to departure.

“We welcome reminders 

about relevant things we 

may have forgotten.”
Outbound telemarketing convert 

25% of all calls to a sale.

“No travel company is doing 

anything different.”
Real opportunity to differentiate by 

filling a need that no-one else can.

What customers told us…



Holiday booking 

details

Photos, maps & 

videos

Weather in 

resort

Rotating excursion 

adverts

Holiday checklist

application

Personalised and 

dynamic adverts for 

holiday extras

Ettington

12/10/2009

2009 / 238182



Other trends…

• Customers use it more often 

the more they paid for their 

holiday.

• Customers use it more often 

the closer they get to their 

holiday departure date.

• Over 60% of online customers have accessed their 

MyThomson and My First Choice

• 90% said it made them more excited about their 

holiday

• 86% said they found the personalised extras useful

• 82% said it would make them more likely to re-book 

with TUI

• Very successful in generating ancillary revenue

• Next step: Rollout for Offline

Relevancy - “My Site” performance so far



Five weeks prior to a Trek’s departure, all 

customers on that particular trip are invited 

to join a dedicated group on Trek America 

Live for that trip 

• enabling them to get to know each 

other before they travel

• friends and family can view each day of 

the trek

• map automatically pinpoints the 

trekker’s position depending on day of the 

trek 

• photos and videos are tagged by 

destination and specific tour. Clicking the 

flags on the map will display photos from all 

trekkers that were on that particular trek in 

that location

Localisation & Social Engagement –

Trek America Live



• When a customer has signed up to 

Trek America Live with Facebook

Connect the system automatically 

updates the user’s status on 

Facebook when they are on the 

trip. 

• A link back to Trek America is 

included in each post so the 

customer’s friends can see more 

content posted by the customer.

Localisation & Social Engagement –

Trek America Live



Registrations

• Launched mid-August

• 1000+ registrations

• 2000+ images uploaded

• 80+ blogs

• 430+ forum posts

Usage

• 11,000+ monthly unique visitors

• 157,000+ page views

• 5,500+ clicks to user profiles from Facebook

• 1,300+ clicks to Trek America

Commercials

• ££ tracked to Trek America prospect sign-ups 

who have converted

Localisation & Social Engagement –

Trek America Live



Rich in editorial & user generated 

content - Exodus

• Total Community Members: >30k

• User submitted videos: 61

• User submitted photos: 15k

• Forum Topics: 4k

• Trip Reviews: 3,5k

User Photos

Professional Photos



Mobile – Reuse of Existing Content

• Expert Chat: Live chat with Exodus employee

• Search and view functions with innovative UI 

• News, offers, lates

• “Reset Your Compass:” Suggest random trip

• Top 10: List of expert selected trips 

• Competition: Participate in current lottery 

• Review: User reviews of trips 

• Departure Lounge: Community and forum 

• Gallery: Pro and user photos 

• Share: Real integration with mobile twitter and facebook 

• My Trip: Schedule 



Innovative, comfortable search

Rich content in results

… including 

Augmented Reality:

Wouldn’t you rather be here? 

Mobile – Reuse of Existing Content



Rich, descriptive product content 

… with YouTube 

integration …

… and user & pro

reviews.

Mobile – Reuse of Existing Content



Mobile forum

Real integration with mobile twitter

and facebook! Mobile chat with expert

Mobile – Reuse of Existing Content



In a Nutshell or two
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Support your business objective

Support a user in completing a task 

Will they find what they are looking for?? 

Keep it Simple!

1

2



TUI Travel PLC  |  Department | Name | 11/11/2010 |  Page 29

Our Vision: “ Making Travel 
Experiences Special”

Thank you for your attention

Sandra Leonhard
Sandra.leonhard@tuitravel.com


