
Frommers.com 

Rich engaging content, that builds trust  
and drives conversion 

 



  
Frommer’s:  
One of the most trusted names  
in travel publishing for over  
50 years 
 
Unlimited: 
A one-stop, full-service travel  
content and delivery platform,  
specifically designed to help travel  
companies attract new prospects  
and convert them to high-value  
customers 
 

Frommer’s Unlimited 

Service menu  
Content consultancy 
Custom destination & thematic content 
Rich imagery including Slideshow products 
Hotel property description services 
Off-the-shelf destination guides & points of interest 
Global events database 
Hosted private label websites or XML API feeds 
Mobile application development 
Localisation services   
SEO consultancy   
Social media services 
Custom publishing   



Partner to World Leading Brands 
Airlines   

OTAs & Metasearch 

And many more      

Hotels     

http://ca.msn.com/?lang=en-ca�
http://www.airfrance.co.uk/cgi-bin/AF/GB/en/common/home/flights/ticket-plane.do�


Rich Content 

Mexico's Carlos Slim - $63Billion  



79% of users expect an image of their 
accommodation when booking (1) 

82% of users expect images of the destination when 
planning (1) 

69% of 18-34 year olds will post travel photos (1) 

Imagery 

Source: 1: Frommer’s Unlimited – Digital Media & User Experience 
survey   May 2011 



The right delivery for each stage of the booking 
cycle. 

Imagery 

Slideshows and galleries for inspiration. 

Points of interest images for the local detail. 



Rome 

http://www.frommers.com/slideshow/?p=1&&group=703�


Case study – Frommers.com  
Objective   

Provide travellers with inspirational content that 
will increase their time onsite 
Engage customers at the beginning of their travel 
planning process (within Frommers.com and FB) 
Win new organic search traffic and grow page views 
per visit 

Strategy 
Develop a range of destination and thematic 
slideshows 
Ensure each slideshow tells a story by fusing 
imagery and narrative 
Create timely content to capture seasonal trends 
and timely events 

Results   
Over 20% increase in page views per visit  
Best performing slideshow drove over 180k PVs in 
one month 
Average visit duration of 8.25 minutes  

 



The destination is alive is your content?  

Provide insider knowledge not just the blockbuster 
attractions. 

Seasonal content to capture all the aspects of a 
destination. 

Timely content to provide a fresh perspective – 
linked to your offers. 

Narrative 



Voice recognition is going mainstream. 

Audio to glue your experiences together. 

Location based commentary provides information 
on the go. 

Audio 



Video 

86% Internet pop visit a video website at 

least once a month. (1)  

YouTube equates to  70% of all video visits 

in the UK. (1)  

36% growth in visits YoY to online video 

websites. (1) 

By 2015 video will be 90% of internet traffic. 

Average session time on YouTube 20 minutes. (1) 

Source: 1: Experian Hitwise UK  Data - Oct 2011 



Metadata 
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Two ways to find your product via search or 
mapping applications.   

We now geo-code everything… 

 
Mapping 
  

http://images2.layoutsparks.com/1/210879/black-lab-dog-cute.jpg�


Accuracy is everything. 

Build rich local experiences using your content and 
product. 

Geo-code your product, images, video. Everything….. 

 
Mapping 
  



Engaging Content 



The right content at the right time   



Content should be an extension of your Welcome! 

Develop a language based on your consumers 
experience of the product. 

For hotels create glossaries of hotel hardware and 
brand USPs. 

Tone of Voice 

Set phrases and unique tone of voice to deliver 
consistency and style. 



Q. What are the user stories the content needs to 
answer? 

Q. Which information is most relevant to your 
audience(s)?  

Don’t interfere with the booking path. 

Structure 

Allow communication between relevant content and 
product. 

Re-order content based on its importance to each 
audience. 



Objective   
To present Hotels.com as an authority on their 
destinations in key markets 
Increase conversion to book and build long-term 
brand loyalty 
Win new organic search traffic 

 
Strategy 

To devise a network of relevant multi-lingual 
articles 
To develop an intuitive content taxonomy and 
article  structure to ensure deep and relevant links 
to the product 
To define the hotels.com tone of voice and brand 
through the creation of high-quality unique content 

 
Results 

‘Top 10 Paris Food & Drink’ #1 Google.co.uk 
‘Where to Stay in Berlin’ #1 Google.co.uk 
‘Top 10 Valentines Destinations’ #1 Google.co.uk 
Substantial increases in basket size 

Hotels.com – Structure to aid conversion 



Hotel Property Descriptions  
 Why book?  
Opening paragraph generates excitement and 
encourage booking  

Brand promise  
Emphasis on the brand experience. Welcomes 
the guest into the hotel  

Location  
The key things that your guest can do in the 
local area 

Call to action 
Final paragraph ties the hotel with an 
attraction and persuades the customer to book 

In the hotel 
Describes the hotels best assets: swimming 
pools, fitness centres, restaurants etc.  



Rich & Engaging content drives   

1. Trust in your brand 
 

2. A consistent message 
 

3. Differentiation 
 

4. Higher Conversion 
 

5. Increased basket size and ancillary sales 



Frommer’s Unlimited 2011 Digital Marketing & Content Survey – Full 
report in 2 weeks at www.frommers.biz (Research & Presentations) 
 

Plans for digital content spend in 2012 

http://www.frommers.biz/service/documents/research-reports�


Frommers.com 

Thank You 
glonghurst@wiley.com     +44 (0)207 770 6072 

Full survey in 2 weeks at 
http://www.frommers.biz/service/documents/research-reports 

mailto:glonghurst@wiley.com�
http://www.frommers.biz/service/documents/research-reports�
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