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1. PREFACE

No one can deny that digital has changed our lives beyond recognition.
The way we shop; the way we find love; the way we hail a cab; the way we
keep in touch with friends; the way we order a takeaway; book a flight;
select a restaurant… the list goes on. In fact, we’ve seen that digital
disruption has caused a meteoric shift in many traditional industries.
Uber is the world’s largest cab company; yet owns no vehicles, Airbnb has become the
world’s largest accommodation provider; owns no real estate, and Facebook owns the
most media globally; yet creates no content.
Digital is a key component of the success of any business, yet we see a real dichotomy
of use in the travel, tourism and destination marketing space. Despite the emergence of
iconic ‘digital first’ businesses like Lastminute.com, the poster child of the Dotcom boom,
launching in 1998, TripAdvisor in 2000 and Skyscanner in 2002, much of the industry has
been a little slower to embrace what Digital can offer.
Looking at the UK, tourism is one of the few growth sectors in the economy and, according
to Deloitte1, it will grow at 3.8% annually through to 2025, by which point it’ll account for
almost 10% of UK GDP.
Looking further afield, UNWTO2 predict that international tourist arrivals are expected to
increase globally 3.3% a year, with emerging economies taking an increasing proportion

1	Deloitte, Tourism, jobs and growth, 2013 https://www.visitbritain.org/sites/default/files/vb-corporate/Documents-Library/
documents/Tourism_Jobs_and_Growth_2013.pdf
2
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of those visits. These statistics clearly show that there will be more visitors year-on-year
and that emerging economies are expected to take an increased proportion of them.
Unfortunately, we might not be able to be as disruptive as Airbnb and Uber in driving
footfall, increasing spend, or encouraging return visits. But harnessing digital to get your
product in front of your audience will unquestionably sharpen your competitive edge.
During the 21 years of Sequence as an agency, we’ve had the pleasure of working with
a diverse range of local, national and international travel, tourism and destination
organisations, and helped them use digital to build revenues, drive footfall, increase
bookings and build relationships.
This whitepaper is produced to clarify our thinking throughout this journey, based upon
extensive experience, research and benchmarking. I hope that some of what we share
might strike-a-chord with your own digital strategy.

Richard Baker, CEO
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2. INTRODUCTION

At the heart of any digital experience is the customer. When it comes to
experiences that concern attractions and destinations this experience
falls within 5 distinct stages. The RACER framework brings the 5 stages
of travel together to form one integrated strategy. It provides our insight,
opinions and thoughts on each step of the journey.
We’ll detail how to best use digital along the way, how each step works with each other
and what questions you should be asking yourself to ensure that your communications
and strategy at each step are truly integrated. We don’t see each step as a segregated
item.
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Three golden rules
Our first port of call is to look at defining three key baseline concepts that should underpin
all digital activity.

An audience-first approach
When looking to create a new arm to your digital strategy, always focus on the audience.
We too often expect people to behave like as we do. So questions such as ‘What would
the customer do? What would the customer think?’ and ‘What does the customer want?’
can help us adopt the mindset of our customer instead of clouding our thinking with our
own intuition.
In digital, we use user testing concepts whereby we get a demographic of people to
perform simple tasks and try and spot patterns of misunderstanding, confusion or
frustration that we can then use to improve the product. We can improve a brand.

Think cross-device
Cross-device solutions are now critical. More users are accessing the web via tablets,
mobiles and wearables. 65% of all same-day online bookings were made on a mobile
device. Mobile internet affects not only the way travel is distributed and sold, but how we
consume and experience the destination.
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Emarketer1 predict that in 2016 51.8% of Americans will use mobile to make travel bookings
rising to 69% by 2019, so it’s becoming increasingly important to make sure that your
digital presence works on the small screen. This is no different within the UK. Making
something mobile friendly isn’t just a technical fix. Consideration should be made to
ensure the content works well and if poor or patchy reception might impact objectives.
There is more at play than just the device.
But be sure not to see mobile as a constraint. Mobile presents an excellent opportunity
to harness features such as camera, GPS, Bluetooth, NFC and Micropayments. You can
also use mobile to revolutionise the visitor experience using Virtual Reality, Augmented
Reality or Gamification. All concepts which the modern customer (and therefore, visitor) is
familiar with or at least would like to experience.

Watch and learn
We need to keep in-tune with our audience – they change, they grow up, they become
unpredictable. Audiences follow trends; they buck trends; they gather new experiences
elsewhere and they develop their expectations continually. The great thing about digital
is that everything is measurable, but it’s important to look beyond page views, sessions,
conversions and session/page duration. Because, if you begin the journey with an
‘Audience-first approach’ you need to seek feedback to get a fresh perspective on a
regular basis.

1	eMarketer November 2015 http://www.emarketer.com/Article/By-2016-Most-Digital-Travel-Bookers-Will-Use-Mobile-Devices/1013248
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It’s an ever-changing and ever-grown world. If you get left behind by the trends, so too
will your brand.

The tourism toolbox
To help with these rules and achieving a truly optimised digital engagement plan, we put
together 5 initial thoughts - or our ‘toolbox’ of methods and ideas - to start bringing your
campaign to life. Consider the following mind-shifts when planning, implementing and
developing your strategy:

Avoid the silo
Always consider your marketing efforts part of an ecosystem. It’s important to note that
each step along a digital marketing plan should not be considered in isolation. The
opportunity exists for digital marketers to understand how each step works alongside
the next, such that they create a strategy that provides an integrated experience for the
visitor. Be it physical or digital.

Integration is key
If it’s not already the case, digital needs to be integrated into your whole marketing plan.
Avoid running it as a separate strand/department. It can (and should) touch every aspect
of your marketing efforts and will only become increasingly entwined.
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A focus on either/or is sometimes risky if you haven’t looked at where your visitors are
coming from. It may be the case that your visitors are predominantly digital. If so, great.
This whitepaper will serve you well. But it may be that digital is just a small aspect of
the customer journey that intertwines with a more physical and traditional marketing
approach. This is all dependent on your destination.

It’s never finished
New channels appear all the time. New devices are released; new trends are adopted…
consider your digital ecosystem a living thing – time and budget need to be planned so
you can continue to evolve and nurture your activities to keep abreast of the competition.

Partnerships do work
Even the most successful businesses use specialist consultants, agencies or freelancers
to add to their in-house resource to deliver their digital strategy. Avoid the temptation to
become a jack-of-all-trades brand and consider augmenting your core skills (which will
be the understanding of your business) with credible trade experts in fields such as SEO,
paid advertising, social, web, CRM, content, UX and web.
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Use the data (for everything)
You can use technology (such as a CRM) to pull together all the data around a visitor. For
example, you could use the search terms they used to find your website, what they looked
at on your site, the information they left when making an enquiry or booking, through to
their spending patterns during their visit to shape your future contact with them. You could
offer a personal welcome at the gate, targeted offers or personalised recommendations
that you know could catch their imagination based upon the data you have gathered.
Never make a decision on marketing or strategy without the relevant data. This is
especially true within digital.
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The RACER framework
To provide structure to our paper, we’ve created a framework that organises our insight,
thoughts and findings across five common steps of how digital is being applied in the
destination marketing space.
The digital industry has talked about the ‘five stages of travel’ for some time (In 2012
Google shaped the ‘Dreaming, Planning, Booking, Experiencing & Sharing’ model), but
we felt it was dated as it didn’t support a holistic customer destination viewpoint. It didn’t
address how digital technology could shape the customer’s perceptions and behaviors.
It will connect browsers and visitors with your brand at all aspects of the customer journey.
All of which come together to form a complete customer journey.
We’ve called our framework RACER:
Reason – why to go/visit/stay
Analyse – informing, finding out more
Connect – interact, convert then reserve/book,
Experience – make the big day easy, fun and memorable
Retain – keep the memories, tell others and come back!
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Customers

Marketer

A “reason” to want...
Thirst, wish, attract,
entice, desire

Have you seen this cool thing?
Have you seen their new ride?
Have you seen the atmosphere?
John just went - was amazing!

How are you going to entice
them? Attract them with WOW
factor. Why are you different?

Let’s find out more...
Research, planning,
explore, discover,
investigate

So lets find out more?
What can I do there?
Can my youngest kids go?

How are they to look for you?
Website? Social? Reviews? Are
you keeping an eye on how
they are searching? Are you
proactive rather than passive?

Reason

Analyse

Convert & complete
Interact, connect,
personality, fulfil
Connect
The big day - making
it easy, fun and
memorable
Attend, visit, desire

How much is it? Let’s book!
Accomodation? Events?
What about onsite facilities?
Disabled facilities?
Just received an email update.

Engage your customers starting the experience. Online
booking, upsell, reminders.
Show your personality. “Have
you thought of?”. Email
reminders before the big day.

How are we going to get there?
Is there parking? What about
food? So what’s the plan? Can I
provide feedback?

Queue times, Quick passes,
Memory creation, Upsell
options, Plan your route,
Gamification & challenges.

Where’s the gift shop? That was
great - can we go again? Here’s
the pic of the day. “You’ve got to
go there - awesome”.

How can you create/
retain memories? Customer
satisfaction - good & bad! Do
you build relationships with your
audiences? Offers, newsletters,
campaigns. Entice to keep
coming back or recommend.

Experience

Ambassadors
Keep, memories,
stories, return
Retain
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“If you haven’t found
it yet, keep looking.
Don’t settle.”
STEVE JOBS, APPLE CO-FOUNDER.
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We want to find a reason; the answer to why the customer will find you.
To plant the seed for an idea that develops into a visit, booking or sale.
We’re at the very beginning of the customer journey here. So it’s of vast
importance.
Often these triggers occur offline through an advert on the tube, an article in the press, TV
or Radio coverage featuring a new ride, a special offer or a new attraction. Unfortunately,
your competition is also competing for that attention.
If customers find you by searching your name, that’s great - you’ve obviously generated
enough brand awareness so that people know to visit you right away. But if a customer
doesn’t have that knowledge, they’ll keep looking; using search terms that relate to their
desires, ideas or problems. Unless you adopt their thinking, they might not find you.
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Considerations
Consider offering answers digitally to questions that your customers might have. You want
them to seize on that idea and make it easy for them to pick your destination.
A major area in this early phase of the journey is search engine optimisation (SEO).
Without going into too much detail, make sure you appear in ‘long tail’ search results –
all too often we see people getting hung up on ranking at the top of Google for a broad
search term.
For example, making sure you’re found for searches like ‘rainy day activities in Brecon’,
‘touring motorcycle campsites in Cumbria’, ‘school science visits in the East Midlands’,
‘forest lodges with hot tub near Exeter’, ‘Indoor Karting venues’, ‘pet friendly hotels’, ‘child
friendly cafes near the river’ could help you cast your net a little wider and firm up your
proposition as their chosen idea. Keyword research is something you should do before
creating any web page.
However, be true to your brand and brand offering. Know what you can and can’t offer,
who you are more likely to (and want to) attract and how your offer compares to the
competition. If you don’t cater for a particular market segment or don’t want to attract a
particular segment don’t be frightened to follow this through. It’s better to set the scene
early, rather than disappoint when it’s too late, as it may result in negative reviews.

22
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How to succeed
Know your audience
Do you know your target audience? What makes them tick? What attracts and turns them
off? Do you know where, why and how they use digital?
You will probably have more than one audience type and their needs, desires and
expectations will be different. Scenarios around appealing to 18-24 year-old single men
will differ to those that appeal to a retired couple.
The first thing to do is segment your audience into smaller groups, but try and avoid
doing this just by age, as segments such as ‘low income’, ‘early adopter’ could transverse
all ages as could access limitations (device, connection speed etc.) or physical access
limitations (wheelchair accessibility, hearing loops, closed captioning etc.).
Build basic personas around these groups, but keep it simple. Personas can be used
throughout the process to test your assumptions, develop a structure to your efforts and
define a set of personalisation rules that you can apply across your digital activity. Once
you know a person, you can better talk to them.
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More than just a website
Remember that your digital reach has the potential to extend far beyond your own assets.
It’s a good idea to spread your content as far and wide as possible. An excellent way of
achieving this is by getting your content picked up on news or magazine websites, as this
is often then picked up in turn by content aggregators like BuzzFeed, Reddit or Flipboard.
Also don’t forget content sharing tools like Slideshare, AuthorStream or Readymag
because these all help to make your digital footprint bigger. You’ll be surprised what gets
shared on the internet. Look to create friendly content that would be suitable on other
blogs and websites.
Gamification is also a good technique to get people to experience your brand. Trends
such as the adoption of smart mobile devices, consumers becoming more tech savvy
and travellers seeking enhanced digital experiences have all contributed to gamification
becoming a widely used technique in tourism marketing.
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Case Study - Visit Norway

One great example is the highly competitive and somewhat addictive
game: Ski Jump from Visit Norway. The objective is to navigate a ski jumper
down the slope and land successfully whilst managing variables like
wind speed and direction. A leaderboard allows us to experience a bit of
European competitiveness and an optional email address entry at the start
of the game provides an excellent source of data for the VisitNorway.com
marketing team.
Beyond the game being good fun, it became a great viral success and
presented a reason for people to be exposed to the VisitNorway.com brand
who previously may not have considered Norway as a holiday destination.
www.visitnorway.com/holmenkollen
25
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The importance of social
It’s been suggested that social media plays almost no role as a first touch point. In our
experience, this couldn’t be any further from the truth. We agree it might not be your first
touch point, but social environments and actions will undoubtedly be involved. A recent
survey found that 84% of millennials say user-generated content has influenced what they
buy and virtually all (97%) post on social networks and share experiences with friends
while traveling. We suggest you look long and hard at your social channels.
With roaming charges being reduced across the European Union and ever increasing WiFi availability, we’re seeing an exponential increase in social media used to share holiday
photos, videos, check-ins, updates and blog posts.
At the most basic of social usage, social sharing of articles, tweets, links to games and
apps is a powerful collaborator. No matter how good your team are at getting the word
out, you’ll never be able to compete with the strength, speed or spread of social sharing.
Even top news agencies now rely on social media for capturing breaking news stories as
it’s quicker than getting their own resources to the source of a story.
When using social media, think ‘context not content.’ Too often destinations are using
Twitter as a glorified news ticker, and this, whilst useful to some, becomes one-sided and
isn’t harnessing the power of the channel. To leverage the most from social media, you
need to open a two-way dialogue - treat each comment as the start of a conversation.
Follow people back, re-post their comments, and generally engage with them as you
would if you were talking to them in person.

26
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Always remember that engagement on social media is a two-way street. One where you
must spend more time than the visitor or browser to make it work.

Embrace social proofing
Social-proofing (or social influence) is also extremely important to consider. Social
reviews and commenting can make or break a business overnight. Today’s connected
consumers are inspired and guided by other people’s experiences – their reviews, ratings,
updates and memories de-risk decision making, and are typically considered more
trustworthy than those created by a well-oiled marketing machine.
The authority from sites such as TripAdvisor, Holiday Check, Booking.com and Expedia
reviews serve as undeniable proof that consumers trust their peers. Whilst you can’t
control these reviews it’s important to put in place a process of monitoring and
responding to feedback.
During the monitoring stage, look for reviews that stand out from consumers who like
what you provide to them. Reward them if you can, as these are your brand ambassadors
and will provide other potential visitors with insight and opinion to use in their own
decision making.
Of course, not everyone will post positive comments. Make sure your process for
responding to such posts is quick, efficient, polite, friendly and never patronising. Respect
opinions. Use humor carefully, never just cut and paste a previous response and at all
costs try to avoid becoming a faceless corporate robot! Build empathy with the person
27
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complaining, give them your name, apologise, and be sure to share what you’ll change in
the future to stop it happening again.

Search engine optimisation
The first port of call, in most cases, for your future customer will likely be search engine,
and we know how fierce the competition is to get your brand onto that critical first page.
As we have previously mentioned, when producing content, base your keyword research
on long tail.
Some organisations are fortunate to have large budgets to invest in pay per click (PPC)
and search engine optimization (SEO). Whilst it’s presented by some as a ‘dark art,’ good
rankings can be achieved through considered content and context.
Search results are not just limited to your own website so be sure to spread your social
media, news, PR and press stories as wide as you can. A Wikipedia page is a solid
authoritative reference point if you can get one, and portals such as DMOZ (www.dmox.
org) and Freebase (www.freebase.com) will help your own rankings due to the kudos,
page ranks and domain authority they have.
Investigate the use of Google ‘My Business’ accounts – they’re often used to populate the
right-hand ‘knowledge graph’ block on the results page and are great to get noticed by
including a quick headline snapshot (think front-page of a newspaper approach) of the
business. The same goes for YouTube.

28
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Schema, Google structured data, HTML5 grouping and microdata tags should also be
on your wish list for driving useful content and structure from your website to the search
engines to enhance your search results.
One of the most useful features of HTML5 is the significant improvements to semantic
HTML, allowing your page content to be better segmented for search engines. Grouping
tags such as article, header and address all help to provide structure to your data and
provide a helping hand for sorting and categorising your content. This, armed with
microdata, such as schema can really help improve rankings. Schema is an extension
of semantic HTML which allows more structure and guidance to your content, allowing
event titles, dates and locations to be brought to the top of the search rankings. Speak to
us if you have any questions about your website – to know if it’s built in a way that Google
likes.
Finally don’t forget other search engines exist and whilst Google is unquestionably
dominant, Bing, Yahoo, AOL, Ask and DuckDuckGo are still well-used and offer similar
features to those outlined above.
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“Errors using
inadequate data are
much less than those
using no data at all.”
CHARLES BABBAGE, MATHEMATICIAN, PHILOSOPHER AND ORIGINATOR
OF THE CONCEPT OF A PROGRAMMABLE COMPUTER.
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When a potential visitor has a shortlist, they’ll want to dig a little deeper,
research, and plan before visiting. Your organisation might be just one
of many in a hazy idea-cloud of potential destinations and attractions.
They will have visited in the region of 22 different travel websites in over
9 separate research sessions.
Roughly 85% of consumers consider the internet as their main source for planning their
break. On top of that, social media plays an important part in the decision-making
process. According to Facebook, 48% of travellers who use social media to research
proposed travel plans actually stuck with them where the other 52% made changes
influenced by online reviews.
The question is: how do you help the customer cut through the online clutter to see that
light as to why visit your attraction? The answer will depend on their personal reason for
wanting to visit and what they want out of the visit.
This is a phase of the journey where browsers are showing some form of interest in your
destination.
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Considerations
Unlike the ‘Reason’ stage, where pretty much everyone is at the same level, you’ll start
to see your audience segments come into play. Some may already be engaged and
specifically interested in your offering; these people need to be provided with answers
to their questions. However, many others will still be comparing your offering to your
competitors.
Again, staying true to your brand and helping to reinforce the original enticement from
the referring site or article will help reassure and win consumers.
Make sure that there are no stumbling blocks in the way of getting the answers they need.
Also, be sure there are clear calls-to-action to move to the next stage. Strike while the iron
is hot with your content; you’re aiming to build momentum so you can seal the deal. Be
careful not to appear too pushy, though.
It’s a fine balance between providing all the answers and providing too much information
that your potential visitors end up fishing through reams of content. This is where your
personas and real-world user testing is important. Don’t be afraid to ask for help from
your loyal customers, through feedback forms, think-tanks or customer focus groups.
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How to succeed
Monitor the market
We’ve already discussed the power of social media in decision-making and how other
people’s opinions and views can quickly feed into the decision-making process of
potential customers.
Therefore, it’s important to keep tabs of what is being said and try and spot patterns of
behavior that you can use to either fine-tune your future digital activity or, if we’re talking
damage limitation, take some immediate and decisive action to put a matter to bed.
Buzz monitoring is the process of tracking mentions (typically based around multiple
keywords) of an organisation on social platforms, such that analysis of what is being said,
and how often it’s mentioned can help you build a picture of the ‘sentiment’ around your
brand and offering.
There are lots of tools out there to help you with this, and we’d recommend trialing to
find what works best for you. There are specialist agencies who can help with setting up
monitoring and social listening, and develop reputation reports and strategies specifically
tailored to you and your type of customer.
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Always look to engage
Monitoring is not enough. You’ve got to take a proactive stance and respond on your
social media channels. If you don’t speak about your organisation or contribute people
will only listen to the words of others. The risk is that you let a vocal minority determine
your fate – not a bad thing if comments are positive, but incredibly damaging if
comments are negative.
On the other hand, you can’t afford to spread yourself too thin. If you don’t have the
luxury of resource to monitor, populate and control social media then cut down and focus
on your most prominent channels. It’s better to have a smaller number of social presences
which can be worked effectively with the resources you have at your disposal.
Look to set targets that define how you’ll use social proactively - for example, how many
posts you’ll make a day, a week a month, and whilst spontaneity is perfect for social
media try and plan ahead. Thinking about building buzz yourself around key dates,
holidays, topics, happenings that your customers will relate to.

Recruit brand ambassadors
The goal is to create compelling yet independent content that appeals to the personas
you created during the segmentation process we outlined in the ‘Research’ section.
Working with trusted ambassadors and influencers external to your organisation is an
excellent way of extending your reach whilst also maintaining a degree of impartiality.
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Look at your customers and find brand ambassadors who can comment on your behalf,
and create new perspectives that strike a chord with your prospective customers.
Bloggers and social media influencers can all be used (and rewarded) to help grow your
online reach and add a personal touch that might not be achieved through your own
brand channels.
Bloggers who live locally can help build a local community perspective around your
brand. You could also look to work with a particular membership club or society that has
a similar demographic to your target customer and work with them to focus on a mutually
interesting topic.

Make content work harder
Be sure to consider how the user will navigate your website once they land and be
prepared to make changes to this journey to make it easier for them to find what they’re
looking for. You can use analytics tools such as the User Flow reports in Google Analytics
and Google Search Console in Google Webmaster Tools to give you an insight into the
types of journeys that users are taking to reach a particular goal.
Some content management systems (CMS) will allow you to group content and create
personalisation rules that can be used to manage how this content is presented to the
user. For example, if we consider the scenario of a hotel operator near Silverstone, they
might want to group content around the British Grand Prix, and tailor specific content to
motorsport fans.
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Using personalisation technology, we know that the user searched on Google for
“Silverstone Grand Prix Hotel,” and we can use this to deliver relevant content such as
testimonials, package deals, travel information, even special imagery we know will
appeal to this demographic. You can achieve the same effect through creating static
landing pages, albeit via a more manual process.

Navigational efficiency
It’s also worth considering the nuts and bolts of how your navigation is working or how
your search tool is performing. Test your navigation on an ongoing basis. Heat-mapping
tools can give you a visual feel as to how users are interacting with your website. Popular
heat-map tools include Crazy Egg (www.crazyegg.com), ClickTale (www.clicktale.com)
and Mouseflow (www.mouseflow.com).
You can use taxonomies to categorise your content that can provide an alternate
navigation method, such that people may find moving between content items tagged by
the same keyword – really useful if you operate a content rich website.
It’s worth checking that your search tools are delivering the best user experience –
features such as, common miss-spellings, fuzzy searching, autocomplete and ‘did not
mean’ type functionality can really help the user find what they’re looking for just that little
bit sooner.
Keep in mind that you should approach your website with a content-led marketing
strategy. Always write content in an action-driven approach. Call-to-actions and next
38
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steps should be included to make sure there are no dead-ends in the user experience.
Building web pages has never been so complex.

Give them the answer!
Your prospective visitors are on your website looking for more information to make an
informed decision. Streamlining how long it takes to find what they are looking for will
create a better user experience resulting in improved brand perception.
A good technique to help improve access to information is to bring together common
queries under an FAQ or “did-you-know” section on your site. You could take this concept
a step further with enterprise self-service knowledge systems tools such as Transversal
(www.transversal.com), SDL Knowledge Center (www.sdl.com) that can be integrated
into your site. These tools are incredibly powerful, and the community-based Q&A
features could even allow your audience to help each other directly.
Finally, when providing a lot of information, maps or plans are a powerful way of
communicating a lot of information efficiently. They present an opportunity for users
to visualise spatial information through a familiar and easy-to-use interface. Consider
adding hotspots or ‘layers’ of information to the map so that overlay details of facilities or
even suggested ‘routes’ to allow the visitor to make the most of their visit.
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“Invisible threads are
the strongest ties.”
FRIDRICH NIETZCHE, PHILOSOPHER.
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Connecting with your visitor so they transition to become a customer
is the make-or-break step in the cycle. If this fragile process isn’t as
smooth as it could be, the consumer will revert back to the previous step,
re-analyse their options and likely re-visit some of your competitors. Rest
assured, this is the most important.
In June 2014, SafeCycle1 conducted a survey which found 83% of adventurers abandon
their online travel bookings with 30% wanting to do more planning (see the reason/
analyse sections), and 13% abandoning because the booking process was too confusing.
In their 2014 survey, Visit England2 reported that whilst 94% of English attractions have
a website, only 25% offer online booking. We suspect that this is due to the perception
of online booking being an expensive website addition, but that need not be the case.
In fact, booking does not have to take place on your own site – portals like Groupon
(www.groupon.co.uk) and Wowcher (www.wowcher.co.uk) provide business models that
provide a go-between the consumer and the retailer.

1

SafeCycle Globetrotter’s Guide to Booking Abandonment, June 2014 http://www1.salecycle.com/GlobetrottersGuide

2	Visit England, Visitor Attraction Trends in England 2014, https://www.visitengland.com/sites/default/files/va_2015_trends_
in_england-full_report_version_for_publication_v3.pdf
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Case Study - Visit Britain

A good example is the Sequence developed VisitBritain shop that
demonstrates an e-commerce model that brings together under a national
banner travel, attraction, tour and sightseeing ticketing for dozens of
operators across the UK. The site acts as an official e-commerce portal
for destinations and delivers their product to 15 local markets in seven
languages and ten currencies.
www.visitbritainshop.com
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Considerations
The objective at this stage is to make the booking process as frictionless as possible. Way
back in 1997, Amazon filed a patent for their ‘1-click’ single touch buying concept. Whilst a
one-click purchase will likely be too simplistic to apply to manage travel and destination
use cases, you have to stay focused on refining the transaction down to the absolute
minimum.
We often see the shopping process being a commoditised add-on to a website. Whilst
this is often a necessary evolution to providing online transactions, it’s important that
investment is made to make it as user-friendly as possible. Thought should be given to
whittling down the functionality to minimise the risk of confusion. Unless you’ve tested
otherwise, be careful about offering too many cross-sells, upsells at the time of checkout.
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How to succeed
The need for a mobile strategy
If we refer again to the Visit England report, it found that only 8% of operators surveyed
offered a mobile website we see a stark contrast to eMarketer1 predicting that in 2016,
51.8% of users will choose mobile to make travel bookings. This is set to rise to 69% by
2019. This mismatch will impact the industry and operators have to prioritise mobile
capability to their transactional channels.
It’s also worth noting that Google are now placing increasing weighting to cross-device
coverage2 when calculating their search results so not embracing mobile could impact
your search rankings too. In their 2014 Traveler’s Road to Decision research3, Google
report that one of five leisure travelers downloaded a travel-related smartphone app due
to a poor mobile site experience. If mobile isn’t on your agenda for 2016, it should be.

1	eMarketer November 2015 http://www.emarketer.com/Article/By-2016-Most-Digital-Travel-Bookers-Will-Use-Mobile-Devices/1013248
2

https://support.google.com/adsense/answer/6196932?hl=en

3	The 2014 Traveler’s Road to Decision, June 2014, https://think.storage.googleapis.com/docs/2014-travelers-road-to-decision_research_studies.pdf
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Branded keywords
Now that the customer has narrowed down their search and are ready to book, your
website needs to appear for its branded keywords. If it doesn’t, it risks de-railing that
booking. Chances are, this is already covered from your website build, but don’t just
expect it to be – often variations, misspellings, abbreviations even translations might not
return your website.
If possible, purchase domain names for such variances and redirect the user to your main
web channel.

Don’t make me think!
Steve Krug’s ‘Don’t Make Me Think’ is now a classic book in the UX library, but much of
its content is still relevant. His core premise is that there is a duty on the website owner to
make the website so easy to use that the customer doesn’t have to think.
Whilst Krug could be considered a purist, and it goes without saying that most of us think
when we use digital channels, your digital presence needs to be easy to navigate for users
of all ages, skills and abilities. Some of your audience may not use English as their first
language – Google will pick up on this.
Usability isn’t just whether someone can easily use something or not; you also need to
think about your choice of technologies. Until last year, we noticed that several attractions
and destination websites were still making heavy use of Flash. The lack of any support for
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Apple mobile devices and now even many Android devices means consumers could be
faced with just a blank page when visiting websites on their tablets.
Also, think accessibility. Some of your consumers may be using screen readers, filtered
screens such as colour blind users or those with ADHD and autism. Cognitive disabilities
should also be taken into account, small things such as justified text can be a real struggle
for dyslexic users.

Test, test and test again
Continual testing with different devices, spot checks throughout the year and even better
real user testing should all be thought of as essential - and ideally budgeted for on an
ongoing basis.
You should load test your site to see how it performs when getting a high number of users
at the same time. If you’re handling booking online or have other features such as a ‘My
Account’ feature then penetration and security testing should be considered as you have
a duty to protect your customers’ information.
Accessibility testing is also key, and we’d highly recommend to not just use automated
testing tools. There are great resources available to help test with real users
for accessibility issues such as Shaw Trust (www.shaw-trust.org.uk/businesses/
accessibility-services/accessibility-landing-page), Digital Accessibility Centre (www.
digitalaccessibilitycentre.org), and of course, RNIB (www.rnib-business.org.uk). All offer
great insights – your digital agency can help with this.
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On-going cross-device testing will also be important, there are now a number of device
labs popping up across the UK (Sequence are fortunate to have their own here in our
offices). There are online simulators such as Browser Stack (www.browserstack.com)
which can also be used to quickly test your website on a large number of desktop and
mobile browsers.

Capture and look at the metrics
You need to understand what success looks like on your website and get a measure for
when everything is working as it should. In reality, it’s easy to become obsessed with
analytics but you need to assess how your users are interacting with your channels. Use
goals, funnels and if needed, custom dashboards to give you the information you need to
benchmark performance and drive future improvement.
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Google provides User Flow visualisation reports within their Analytics suite that can be
used to understand how visitors ‘funnel’ through your website through to pre-defined
goals. This can provide insight around drop offs patterns that you can use to drive
continuous improvement with your content and website functionality.

Make that booking easy
A simple but effective booking form (without too many screens and questions) is the best
approach. Good clean form design, including tab orders (because not all people use a
mouse to navigate), clear labels and tooltips make it easier to use. Avoid the temptation
to up-sell additional features at the expense of user experience. If the user journey is wellthought out, these options can be presented in a way that the customer feels they are
personalising their own visit.
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There are lots of extendable options available for online bookings including CRM
integration, mobile payment booking (using Apple Pay, etc.) – even photo upload to
provide a personalised ticket/pass. There are also lots of options available for ticket
production and control from the most basic printouts to e-ticket variants. All help to
contribute to creating a positive user experience.
Once the user has booked, allow them to personalise their trip. Itinerary schedules and
feature plotting are great functions for the user and a good way of you understanding
the likely usage of each attraction/feature at any given time. When the booking is made,
a chance of cross-selling/upselling – offering upgrades, package discounts, expedited
queuing etc. will happen and will not present confusion if offered after the transaction has
been completed.
How else can you get to the sale quicker and boost conversions across your site?
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“The only source
of knowledge
is experience.”
ALBERT EINSTEIN, PHYSICIST.
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Now that we’ve converted a browser into a customer, traditionally the
digital elements of this journey have ended, and it’s down to you to make
their real-world contact with you a memorable experience. Digital still
has great potential to enhance and improve experiences, though.
In the run-up to the visit, we can use the post-booking hiatus to attract, personalise and
enhance the experience for the visitor. If done sensitively this can help build excitement,
foster trust and make the user feel that you care about their time with you. As you do care,
this step could come naturally to you providing you know your options to do it.
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Considerations
You won’t be surprised to hear that mobile features significantly on how you can
use digital to build a positive experience. SMS is still very much a good tool here, as
according to Mobile Marketing Watch texts have an open rate of 98%. But don’t forget
other instant message possibilities from Snapchat and WhatsApp. Consider making
genuinely helpful contact through messaging (e.g. weather, offers, service updates etc.)
help create a positive brand experience. Care should be taken to keep updates to a
minimum – spam is the enemy of every organisation that uses digital.
In their June 2104 Traveler’s Road to Decision report Google report that 50% of Leisure
travelers will use their smartphone during their trip and 15% have downloaded mobile
apps specific to upcoming trips rising significantly for destinations that offer a specific
app that has a clear value add.
Apps can provide a powerful way of enabling your visitors to engage with your brand
whilst with you. Sequence worked with Cannes Lions to build a touch-screen app to run at
their creative festival in 2015. One that would showcase all of the award entries and allow
conference delegates to explore content at special kiosks around the venue. Bringing
delegates closer to the festival.
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How to succeed
Provide connectivity
We can’t help with geography, but try and provide visitors with mobile phone signal
and ideally free Wi-Fi as connectivity will not only allow them to keep in touch with each
other, but enable them to engage on social media. In late 2014, Hotelier Hyatt Hotels
Corporation took the lead by offering Free Wi-Fi1 for all travelers regardless of how they
booked across all their properties.
If you’re able to provide connectivity to users, it allows you to have a channel back to
them. Be it through social media, SMS or via your own app or mobile website. There’s
no reason why this connectivity could not be used to enrich their visit by enabling them
to make last minute bookings, upgrades, and changes to the itinerary. All of which could
lead to additional revenue and an improved experience – customers want answers to
questions fast.
The ever-growing use of mobile devices creates a new first-world issue: charging the
batteries. Attractions and venues are introducing charging stations to cater for these
needs. Often placed in seating and eating areas they allow customers to continue using
mobile devices throughout the day.

1	Hyatt website, December 2014, http://newsroom.hyatt.com/122214-Hyatt-to-Launch-Free-Wi-Fi-Access-in-All-Lobbies-andGuest-Rooms-Worldwide
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Check me in!
We’ve touched on digital ticketing previously, but the most basic of options being a
simple printed ticket that can be handed in at arrival. Digital ticketing can do a little
more, printed tickets can be enhanced with QR or barcodes to allow automated turnstile
scanning visitors to speed up entrance queues.
We can take this a step further to remove paper from the mix entirely. QR codes work
on screen so the ticket could be embedded within the confirmation email or booking
app. These ‘check-ins’ could even be extended to some of the main features of your
destination – helping to track usage but in turn could be used for prize draws, giveaways
or gamification purposes.
Apple released their Apple Wallet in iOS9 beyond the new payment options we’ll cover
shortly. It has for some time provided a secure repository for coupons, boarding passes
and tickets that can be saved to your phone during the booking process and can then be
triggered by barcode, location, time or iBeacon.
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Case Study - Wet and Wild Summer Games

A great gamification example using simple NFC check-in was the Wet and
Wild Summer Games campaign which created two teams from their visitors
and created attendance and completion challenges between each.
www.youtube.com/watch?v=cX-bYagTl64
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Make it easy to spend
Features such as Apple Pay (www.apple.com/uk/apple-pay), Samsung Pay (www.
samsung.com/us/samsung-pay) and Google Wallet (wallet.google.com) provide means
to make payments directly through a mobile device. You could integrate ‘tap and go’
into your own app to handle payments or loan out NFC wrist tags and do a pre-pay or
charge-at-checkout approach.
Disney have their Magic Band2, an NFC-based wristband that can be used to check into
the theme park, enter your hotel room, enable queue jumping and charge for food or
merchandise during your stay. It integrates into the My Disney Experience so enables
the resort to gather information on your stay that could be used to tailor your future
experience with the brand.
If you don’t have your own app or don’t want to invest in purchasing equipment like NFC
tags, you can still make use of these features by piggy-backing on other apps mainly
used in loyalty card scenarios, for example Stocard (stocardapp.com).

This way, please
We’ve touched in the ‘Analyse’ step how mapping could feature in the research phase,
and mapping lends itself to helping visitors enjoy their time with you. Beyond real-time
mapping tools to aid navigation around a destination or venue, mapping could overlay

2
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context-aware information such as personal satellite navigation to help the visitor
get from a to b, recommended routes, real-time queue length data or alerts of event
reminder, announcements or service updates.
Digital signage utilising NFC, iBeacons or BLE beacons are ways for providing locationaware information. When walking past a sign, or alternatively when swiping your phone
near it, you could be directed to a custom only-for-you web page or feature in your app.
Of course, digital signage doesn’t have to rely on visitors devices, touch-screen signs and
kiosks can also be used to provide interactive maps, links to your websites and internal
“on-site” pages and content can also be utilised.

Digital interaction attractions
Digital does not just have to be an enhancement to the experience, it can become the
experience itself. More attractions are using digital to deliver attraction features that add
to or replace traditional features.
Using audiovisual, and latterly digital exhibits is nothing new, Disney World Florida has
been using similar ideas for years in TomorrowLand at the Magic Kingdom with their
Innoventions attraction.
In fact, it was even used to test some of the new technology we’re using at home before
official launches (Xbox, for example). This has been such a success that they’ve extended
this idea so other attractions such as Advanced Training Lab and DisneyQuest.
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More recent applications see Madam Tussauds using technology such as the Oculus
Rift VR headset to provide exhibitions and experiences that ‘come to life.’ Putting visitors
into the shoes of DJ Afrojack on tour and enabling them to experience a 360 degree
experience on stage at one of his performances.
Traditional attraction photos are often seen as too expensive. But instead of losing
revenue from this potential purchase, allow people to share their photo on social media
at no cost. Though the feature is low cost or even better free, the attraction doesn’t need
to lose out – the share alone could be enough to entice another consumer on the travel
journey or even help to contribute to the thrill of the day for loyalty.
Closer to home, the Science Museum London worked with Google to provide an
exhibition which ran online. You could snap a picture of your face using webcam and
an artistic robot (or sketchbot) at the museum would doodle your face in the sand – the
drawing and output could be seen via a video link you could share.
Where possible, look to bring digital attractions or experiences to your destinations.
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7. RETAIN

“We don’t remember
days, we remember
moments.”
CESARE PAVESE, POET & NOVELIST.
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This is a chance to create an ongoing legacy from the physical customer
visit and help use their shared experiences to plant a seed that’ll give
another visitor the idea or reason to visit. We have worked hard to get a
customer, we should work just as hard to keep them a customer or future
customer. Regardless of the nature of your destination, happy visitors will
come back.
Social sharing of photos, tweets, check-ins, blog posts or reviews are obvious ways that
visitors can share their experiences to their social network, and you’ve typically got a
narrow window of opportunity to encourage them to do so.
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Considerations
Customer retention needs to be a central part of your digital strategy. You should look for
ways to keep in touch and use what profile data you have to encourage a revisit. Brand
devices such as loyalty programs are growing in popularity, with most attractions offering
discounts or incentives for that customer becoming a repeat customer.
Find ways to get visitors to share socially. In fact way back in 2011 flight comparison
website, Skyscanner, found that 52% of Facebook users stated that seeing friends’ holiday
pictures had inspired them to book a holiday to that destination. How many of us have
done exactly the same?
More recently, in their 2014 TripBarometer, commissioned by travel review site,
TripAdvisor, reported that 92 percent of UK travelers say that booking decisions are
influenced by online reviews. The objective has to be to encourage your visitors to share
their memories and give customers a reason to continue to engage with your brand so
that it will result in a repeat visit. The actual visit may only last a few hours or a few days.
But experiences and memories last a lifetime.
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How to succeed
The social share
Look at how you can encourage visitors to post socially when they are with you. It doesn’t
need to be complicated, you can provide props by way of encouragement, social photo
booths, use gentle reminders like social logos or ‘check in now!’ prompts on posters,
signage or maps, and if possible use a targeted #hashtag so you can provide focus and
tracking. Warner Bros. Studio Tour London did this by encouraging tweets to include
#WBTourLondon or their seasonal Christmas experience #HogwartsInTheSnow.

A trip down memory lane
Look to provide an easy way for visitors to keep their memories associated with your
brand. People do still buy the ride, walk-round photographer and character snaps. But
instead of the traditional print, you could offer free digital downloads from your website.
Your website can generally always work harder.
Using the same log-in details they created when booking, you could allow them to log-in
and get their photos, and offer direct social share tools. It could even create additional
revenue streams for reprints, posters, T-shirts etc. for the bigger attractions.
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Flipping the concept slightly, you could offer concepts like the Canon FANPIC that
provided high-resolution photos from the Rugby World Cup on which you can find and
share your experience across a variety of social channels. People naturally want to share
their experiences with others, just as they refer back to those experiences. You can make
those memories possible.

Re-engage with visitors
Using data captured during the booking process and subsequent visit, you can
start tailoring how you reach out to them in the future. For example, if you capture
demographic information – age, hobbies, and interests - by asking it explicitly via a
registration or feedback form, you can start creating campaigns that will appeal directly
to them.
If you have CRM data available you can make assumptions based upon their last visit
– even the food eaten, upsells taken, rooms booked, number of guests, ride ridden or
gift purchased. It could provide additional information that you can use to drive reengagement.
Try and think beyond email marketing. Consider using social channels (a direct message,
a post or tweet) as well as direct mail and even SMS. Consider special occasions like
public holidays or school term dates to inform when (and more importantly when not) to
reach out. Contemplate all options to re-engage.
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Reward and encourage social shares
Reward your followers and the accounts that post about you and your destination. Share
those posts. Respond to everyone personally, follow them – even if they don’t follow you.
Offer incentives for social shares, reviews, user groups or workshops that that encourage
interaction and dialogue with would-be brand ambassadors.
Consider ‘phygital’ signage – a twitter scroller on screens at the destination or selective
re-tweets or mention on the website can create a fun yet compelling reasoning to get
involved. We’re talking about social proof and the bandwagon effect here. Because if
people see things that others have done or achieved, they naturally want to do the same.
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Case Study - Yotel

A good example on this was the Yotel hotel #MyLegoMasterPiece
campaign. Each Yotel added a Lego wall to their hotel and asked guests
to add their own Lego creation and tweet it. Giveaways of upgrades and
free stays incentivised activity resulting in significant re-engagement with
existing customers.
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Don’t be afraid to ask
There’s nothing wrong with providing a reason to recommend a friend, especially if you’re
willing to offer something to make it worthwhile to both the customer and that friend.
Establish focus groups, don’t be afraid to ask for opinions and look for these groups to
create community content that can enhance your web or digital experience. Try to mix
digital with traditional approaches to feedback.
You shouldn’t avoid review sites, and there is a much theory around how to manage them,
far outside the scope of this paper. But in short; encourage feedback, offer closed surveys
first (to tease out possible negative feedback) and address that before directing the visitor
to a review site.
When a review is left on a review site answer it personally, professionally and
compassionately. Be sure to address every issue (if it contains negative feedback) and
take it seriously – and respond immediately
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8. CONCLUSION

It’s clear that that digital is changing our world. It’s disrupting how we
behave socially, and it’s driving changes in industries that have been in
existence for hundreds of years. Travel & tourism is lucky enough to be
one of the few global growth sectors and if harnesses digital correctly it’ll
be one of the few traditional industries to directly benefit from something
that has disrupted so many others.
As humans, we all have a thirst for the experiential – the sun on our faces, the beauty of
a view, the adrenalin rush of a ride, the smell of food, the touch of nature or simply the
feeling spending downtime with family and friends. Whilst digital can certainly hint at
what something might look like, sound like and (through virtual reality) feel like, it’s not, for
the foreseeable future, going to replace what the real world can offer.
The success of using digital ultimately hinges on getting into the mindset of your potential
visitor and forgetting your own. We’ve shared thoughts on how you can do this and
techniques of engaging with your previous visitors for insight. You need to understand
what makes them tick and how you can push their buttons, repeatedly.
You might love it or you might hate it, but eCommerce is here to stay. It’s key that
destinations build their capacity for online booking or purchasing. It’s a baseline
requirement, akin to having a landline was twenty years ago. It shouldn’t be complicated
or expensive, but it is a ‘must have’.
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Finally, we know how much mobile featured throughout this paper. Given the nature
of this industry, booking on the move, sharing your experience whilst experiencing it,
or dreaming of your next trip in front of the TV is the norm. Leveraging mobile across
all stages in contact with the visitor is a key tool that can help you gain competitive
advantage.
Beyond the above, there is no one panacea that can revolutionise a destination or travel
business. It’s about applying lots of small changes, many of which we’ve shared, to
strengthen your digital strategy. Now it’s over to you.
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9. ABOUT SEQUENCE

Sequence is an award-winning creative digital agency, employing 40
full-time staff offering a full end-to-end in-house service with offices
in Cardiff and London. As an agency, we are ideas-driven with a focus
always on solving our clients’ problems. We specialise in creating
beautiful and clever things that engage, excite and transact online.
Since 1995, we’ve been using best of breed tools to bring the web to life. We’re
experienced with using .NET and SQL to craft our work and specialise in using the latest
technologies and marketing platforms such as Sitecore and Umbraco. We also build rich
web, mobile and tablet experiences, as well as creative campaigns, interactive projects
and content experiences.

80

Your Guide to Digital Tourism

This strong technical pedigree has enabled us to develop systems for governments
and some of the world’s largest organisations. In 2012, we were awarded ‘Microsoft
Worldwide Partner of the Year for our cutting edge mobile work and more recently won
the Sitecore Site of the year for ROI.
Our clients include the BBC, NHS, Cabinet Office, VisitBritain, Visit Wales, Disney, Daily
Motion, Royal Mint, Fullers, Pinewood Studios, Cardiff University, Open University,
Honeywell and Queen Elizabeth Olympic Park.
For more, please visit www.sequence.co.uk
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