REDIH

Travel & Tourism

In recent years, the holiday and short break market has often been affected by
external events. Tactical direct and online marketing are a powerful weapon in

volatile markets.

We have helped to fill spare bed capacity for big hotel groups like Principal Hotels and Le Meridien, and put
more holidaymakers on planes and trains for operators like Eurostar Holidays Direct and Cresta. And for
VisitLiverpool, we drove more online enquirers to their website. Using proprietary planning tools like Red C's
Marketing Value Chain, our strategic experts can advise on segmenting your database to maximise ROI. And

[ Red C have consistently provided us with exceptional

our experienced creative teams can help you achieve the cut through you need in a competitive marketplace.

So if your current marketing activity isn't getting the impact and results you need you should be talking to us. Sel’Vice in a Professional yet friendly Way Noth|ng iS ever a
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Red C were awarded a prestigious accolade from Cresta Holidays in 2000, the award for ‘Outstanding Business dead“nes no matter hOW ShOI’t d lead'time we give them m

Partner’, acknowledging our understanding and strategic input into the Cresta marketing strategy.

Natasha Edge, Former Marketing Manager, Cresta Holidays

A CRESTA Keycamp

HOLIDAYS

———
——
———

Clients past and present...
eurostar

@D (wher-eD
£ MERIDIEN o visitliverpool.com




REDIH

| -;an:’l have a {ree
dinner on us!

I & mioklerploce of an. fferl

[title] Eurostar Holidays Direct New Brand Launch.

[brief] Develop a holiday product for Eurostar, which rivalled

that of the major tour operators.

[solution] Eurostar realised that by providing only travel, they
were missing out on a huge profit opportunity as other tour
operators were successfully offering holidays including travel on
Eurostar. In partnership with Cresta Holidays, Red C provided a
complete business plan and launch strategy including estimated
passenger figures, profitability forecasting, suggested brand
identities, creative executions, recruitment opportunities

and strategies.

From creative advertorials to direct mail packs we used strong

imagery and hard hitting copy to highlight unique selling points.

[results] Using strategic direct marketing initiatives we
generated over £1 million worth of sales in the first week alone.
Eurostar holidays also won the Royal Mail’s ‘Best Business Start

Up’ award due to the success of the campaign.
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The right incentives to take a break

[title] November Mailing.

[brief] Encourage past bookers to book again before the

December deadline.

[solution] Using data from the client base we looked at how a
brochure follow up mailer could work harder to overcome inertia

and get previous enquirers and holiday takers to book their next

summer break before a December deadline. Not only did we
want to increase response to this mailer we also had the added
problem of how to make the pack more memorable when it was

received on a grey November day.

Reviewing results from previous contacts it was clear that

discounts played a part in repeat bookings and that most young
This s the Life! ryy — families were looking for little add-on extras to make their
next holiday a little more special. The solution was to turn
straightforward percentage discounts into something more
rewarding. Segmentation of the file rewarded previous bookers
with the biggest discount and even the lower end of the prospect
file had the simplest of discounts re-packaged to add value. Our
creative used imagery to capture the imagination of target groups
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and encourage them to think about a sunnier, happier place in

dull and dreary November.

S e [results] The result was a successful November campaign where
— all mailing cells beat their initial forecasts and a new way of
presenting discount was achieved.
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