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Allow us to introduce ourselves.

We are KINESSO, IPG Mediabrands’ award-winning,
tech-driven performance marketing agency.

Amid rapid change in the performance marketing
world, we give brands the clarity and confidence
needed to take action

In this report, we'll provide an overview of
performance intelligence across the travel & tourism
sector, demonstrating which brands are winning
when it comes to generating crucial visibility in
search, attracting attention with biddable media and
engaging audiences through quality content.

As the research shows, there’s a massive
opportunity for brands in this sector to optimise
their performance marketing in a joined-up way to
drive sustainable profitable growth.
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Ahout the report

This report is your snapshot of what's happening across digital channels in the UK travel and
tourism industry, showcasing how brands are approaching digital, and demonstrating the size of
the opportunity available.

We have focused on the three core elements that are the foundations of effective performance
marketing:

Experience Media H

How brands are How effective brands How effective brands
(CInteVilleRiglalelaRigeln are at using media to are at engaging that
the customer journey. direct attention. attention with content.

Using a mix of proprietary technology, data sources and insight, we're going to reveal which
brands are leading the way in the market, explain why those brands are performing as well as
they are, and showcase where the golden opportunities are for competitors.

We've identified a vertical where some brands are dominating overall search visibility,
despite spending a fraction of what many of their competitors are spending on overall
marketing budgets.

We've also uncovered significant gaps in digital proficiency that, if addressed, could
have a sizeable impact on ROI.




Overview

Analysing the core performance marketing channels, we've
reviewed the leading brands in the travel & tourism market
to understand how and why these brands are dominating
the market.

Using illustrative examples, we'll deliver insights to help
increase performance across these channels, to help you
drive new leads to your brand.
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UK travellers prefer a
beach/resort holiday

Competitor media spend
invested into Social & TV ads

Competitor average web traffic
through organic search
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UK travellers prefer to book their
holidays online vs. in-store
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Market
Research

Market research into the travel & tourism
industry helps set the scene on what is
happening, using these insights we can be
ahead of the curve when planning future
marketing strategies.

TOP INSIGHTS ACROSS MARKET RESEARCH WERE:

1. Growth in UK travellers taking domestic holidays is
expected torise by 7% vs. 2023.

2. 84% of UK travellers say they prefer to book holidays
online as opposed to in-store, with the majority using
this purchase channel for its ease. Further research
shows us the importance of supporting your customer
through planning and booking. This demand for ease
and support holds the opportunity to build brand
perception through your online user journey.

3. UK residents see type of holiday (e.g. beach, city
break) as the key filter when they are browsing on
travel company sites, ensuring your website is well
optimised to make the user’s journey effortless and
enjoyable will help increase conversion rate.
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T

Rise in UK residents
taking domestic holidays
compared to 2023

Mintel, 2024

oo

UK travellers would like more
support from travel companies during the
planning and booking process

Mintel, 2024

04s

UK travellers prefer to book
their holidays online as
opposed to in-store

Mintel, 2024

UK: Interest infilter options on travel
company’s wehsite

Type of holiday

Property type

Star rating

Customer review rating

Property amenities

Meals included

Environmental impact

Accessibility features

% of Respondents




Trending
on Social

Understanding what your customers

are discussing online is key when building
future marketing strategies. Using these
insights, we can create topical content that
speaks to your audience.

ACROSS OUR RESEARCH WE FOUND:

1. The fluctuations seen over time for Cruise,
Domestic and Package Holidays are aligned with a
spike seen in November, January and July.
Understanding these key trends can help brands
plan their content and social media investments
strategically.

. Over the year, 14% of the total sentiment was
positive across the three categories. Key topics
contributing to this positive sentiment were
offers/giveaways and holiday guides.

. The 11% negative sentiment was related to
discussions of YoY price increases seen for
holidays and the quality of customer service
received from travel companies.
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Social Brand
Mentions

Using social networks to market your company;
whether through social media marketing
campaigns or being active across customer
feedback is important when looking to build
positive brand awareness.

THROUGH BRAND SOCIAL LISTENING WE FOUND:

1. TUI gained the highest share of social mentions
(37%), followed by Royal Caribbean (25%) and Jet2
(18%). Mentions for TUIl and Jet2 see a higher split
of negative mentions around flight disruption.

Negative sentiment differed across brands with
only Loveholidays, Butlins, Jet2 and Haven
receiving 20%+. This is largely made up of service-
related complaints.

. P&O Cruises received the most positive social
mentions with 28%, largely due to their sponsorship
of the BAFTA Television Awards. Aside from the
sponsorship, several mentions were also praising
the service received from P&O Cruises.
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Audience
Analysis

Using audience research we can look to
understand the consumer; discovering their
behaviours, views and habits. This research can
help your brand target it's audience with ease.

By segmenting our audience into groups based on their
lifestyle we can find nuances that will help you
understand each group singularly.

TOP INSIGHTS ACROSS OUR AUDIENCES ARE:

Retirees often discover brands through search
engines and use these platforms to conduct product
research. They favour brands that offer great
customer service and are responsive to their
feedback.

Professionals are adventurous and they support
brands that offer rewards and listen to their feedback.

Families are more price savvy, often spending time
searching for the best deals on the market via social
networks. They tend to discover brands through
social media and are regular users on Instagram.
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% of Respondents

Holiday Preference

Professionals m Families

H Retirees

Beach / City break Road trip Staycation

resort

Spa/
retreat

Action /
adventure

Theme
park

Cruise Winter

sports

Other

BRAND RELATIONSHIP

SN £7

Brand Brand
Discovery Actions

Listen to
feedback

49% | 94i

Ads seen on
Social Media

30% | 121

ONLINE BEHAVIOUR

® @

Product Describe Me
Research Statements

Social Adventurous

networks

39% | 127i 42% | 130i

Brand
Advocacy

Rewards
(e.g. discounts)

46% | 99i

Most Used
Social Media

Instagram

47% | 158i

Families

BRAND RELATIONSHIP

Brand Brand
Discovery Actions

Ads seen on
Social Media

27% | 108i

\VELGCRYIY!
feel valued

43% | 97i

ONLINE BEHAVIOUR

Product Describe Me
Research Statements

Research for
the best deals

50% | 93i

Social
networks

38% | 124i

Brand
Advocacy

High quality
products

43% | 96i

Most Used
Social Media

Instagram

30% | 102i

Retirees

BRAND RELATIONSHIP

Brand Brand
Discovery Actions

Listen to
feedback

65% | 125i

Search
engines

50% | 131i

ONLINE BEHAVIOUR

Product Describe Me
Research Statements

Search
engines

71% | 130i

Uses loyalty
programs

75% | 135i

Brand
Advocacy

Great customer
service

64% | 156i

Most Used
Social Media

Facebook

44% | 112i




Audience
Analysis

Deeper analysis into audience groups will allows
us to look at the behaviours and habits of
consumers when booking their holidays.

By looking into specific travel questions across our
segmented audiences, we can further analyse their
travel behaviours.

TOP INSIGHTS ACROSS OUR AUDIENCES ARE:

Holiday intention differs by audience group, with
professionals looking for a mixture of holiday
activities, whereas families tend to opt for beach
and resort holidays and retirees over-index for
cruises.

Recent destinations demonstrates the recent
demand for holidays in the UK and short-haul
holidays to Europe.

Outside of cheap prices, service quality is important
for all audiences. This insight into motivation
emphasizes the importance of trust between the
consumer and provider.
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Holiday Intent

Professionals mFamilies ™ Retirees

% of Respondents

Recent Destination

Professionals
® Families
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Holiday Short-haul Long-haul Mid-haul
within the UK holiday to holiday holiday
Europe

% of Respondnets

Choosing Transport
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H Retirees
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prices (o[VE1[18% special  of travel customer
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Keyword Category Potential

search m Keyword Count Search Volume

Using keyword research we can analyse the
opportunity across travel/tourism products,
giving us an idea of the potential web traffic 16K
available in this search market.

Search Volume
Keyword Count

Generic Holidays Travel Domestic Cruise Holidays Package Things To Do
Information Holidays Holidays

SEARCH OPPORTUNITY FINDINGS INCLUDED:

1. Generic Holiday search (including terms such as
‘holidays’ and ‘weekend breaks’) holds the largest search
volume with 3.4M searches per month in the UK.

2. The Travel Information category (featuring keywords seamh 33330%"“
focused on flight and train information) also has a high

search volume (2.4M monthly searches), with N J Feb M A M
independent bookers comparing flight costs. ategory an e ar pr ay

3. Although other categories such as Things To Do and Srilse Holda
Package Holidays hold lower search volume, these - -
keywords are a great opportunity to attract users at key Domestic Holidays
moments in their journey to purchase.

Generic Holidays

4. Search for all categories peaks in January, with people :
thinking ahead for their summer getaway, and again in Package Holidays
July/August for last-minute deals and future holiday

Travel Information
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Iratfic Monthly Web Vists Device Spi
Analysis -

14M
12M

Using traffic analysis across leading sites we can

start to understand which channels drive high

10M
8M
6M
4M

Monthly Web Visits

traffic to site. This will help influence where to 2
focus energy to drive new website leads.
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1. TUl dominates monthly traffic with 14M website

visits. Their site is the only one to offer cruise,

flights, hotels and package deals.

. Optimising your website for mobile is crucial for this Traffic Source sm“
industry, with 80% of competitor web traffic
coming through mobile. Direct mDisplay Ads mEmail = Organic Search mPaid Search ®Referrals © Social

. N TUI ; | - | | |
Direct traffic makes up, on average, 28% of all web Jet2 . : . .
traffic. This share of traffic demonstrates the Loveholidays . . m : :
importance of having strong brand awareness On The Beach : : _ : : : :
within the travel sector. s C:;'::i i , W - i i i .
X X X . . X Parkdean Resorts : : [ | : : : :

. Organic search is a standout traffic driver in this Butlins ' ' ' ' ' ' T
industry, commanding on average 45% of web Hays Travel : : : : : : : " m
visits. Focusing on your website’s organic Royal Caribbean . , u : : :
performance will help improve ranking potential for MSC Cruises | | L . | .
valuable travel search queries. Sl bl o - - - - -
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\ Traffic Share %







Overall Competitive Landscape

n
Great Rail Journeys TUI
800K

2
search g //— Butlins [P&O CrEles Skysiel Jet2
> 600K
g /P/wkdean Resoy[s Loveholidays
123 400K
. . . (] T q Kayak
Using Google organic rankings, we have collated 5 / /SC Ko / /R / g A
competitive landscapes to show what websites = K IR \ / HAE Travel \_ -
. . L
currently lead within the market. | A On The Beach
0 1,000 2,000 3,000 4,000 5,000 6,000 7,000

# Ranking Keywords

ACROSS OUR ORGANIC LANDSCAPING, WE FOUND:

1. TUlis ahead of the pack for estimated monthly clicks

(733K) and ranking keywords (72% of the full keyword
set) due to their broad offering across holidays, flights

d cruises. ise Holi
and cruises ﬂf“lSﬂ“ﬂ'lﬂaVSla“ﬂscaﬂe

The overall organic search landscape showcases a

Package Holidays Landscape

wide variety of providers and aggregators that compete b e U1
in this highly competitive space. Royal Caribbean

2 9
Royal Caribbean are the best placed within the cruise £ \ 5 150K \ —
category, though it is incredibly competitive with other ST B = on The Beach
cruise providers performing well organically. g P&O Cruises %

g \ Iglu Cruise f§3 100K Loveholidays
TUl are currently dominating the package holidays b MSC Cruises / ° e
competitive landscape, other holiday providers such as % 50K _ 2 /
Loveholidays, Jet2 and On The Beach are also high £ TUI ~ £ 50K —_—
performing websites, making this category another 0 L \ & Virgin Holidays \
highly competitive space. Voyages Celebrity Cruises I Kayak —\_\ Thomas Cook

(014
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Wehsite
Proficiency

Using our in-house proficiency tool we have
assessed leading brand websites across four key
ranking factors; Trust, Content relevancy, User
experience and Engagement. By performing well
across each of these metrics your website will in-
turn rank well organically.

THROUGH OUR RESEARCH WE FOUND:

1. With TUI being the only brand from our competitive
set that offers Cruise, Domestic and Package
Holidays the domain receives a high content
relevancy score against our diverse keyword set.

. Trust stands out as one of the key factors behind
these website’s high performance. Focusing on
building a strong authority in this space can be
achieved through your domain’s rating, backlink
profile or brand awareness.

. With well established brands holding dominance in
the Travel & Tourism search market, it is key to
identify the pockets of keyword opportunity that
best align with your product offering/services.
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Tech Tech SEQ Benchmarking
© TN 10 1 T 6 69 g g uOM g =

SE0 DXA : :

()
s 50
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Assessing the competitive set through our in- >
. . . . o 30
house DXA (digital experience audit) we can look -
to identify how each site performs from a tech i
SEO point-of-view. 5
2 & ) > ) QO QO 4% ) S
0\%@ &\\0 K @4 N g O ~o®(b NN (\Qﬁ %0(\
O\ %) C)& c;\ Q% ,5\\0 50& Qg/
TOP INSIGHTS FROM OUR DXA DATA WERE: & Y & AT ST
1. Many websites scored above the average DXA )
score, with P&O Cruises scoring the highest.
Performing best across accessibility and best
practice metrics.
The average DXA score across our competitive DXA Scores Common Site Errors
setis 66, with accessibility, core web vitals and
brilliant basics being the areas competitors score P&O Cruises Competitor Average
wellin. Accessibility Broken Hreflang Links
. Areas where these sites need improvement overall Geotargetting Architecture
are; archltecture,_sne spe_ed and s!te errors. By it B L
fixing these tech issues, sites can increase their Site speed :
. . . g Best Practice
organic ranking potential. (mobile)
. . . Duplicate Heading Tags
Common site errors across this competitor set Site speed Brilliant Basics
include; broken Hreflang links, high external linking (Desktop) Score
and heading tag errors. Missing Heading Tags
Link Profile Core Web Vitals

Errors

{INESSO




“ser UX Audit
Relevance m Readability m Conversion
experience

60%

60t 985 gz gpe 548

UX Score

40%
To measure user experience, we look at three

key aspects; relevance (how relevant the 20%
website is), readability (how clear and concise
the website is) and conversion (how simple is

(0)74
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THROUGH OUR USER EXPERIENCE AUDIT, WE FOUND: 2
1. Jet2 and TUI received the highest scores, with a
clear, attractive website that is simple to navigate.
®
Using Al eye-tracking technology we assessed Jet2 » :
and TUI's main webpages. With an optimum score of detz-com -U TUl
70 we can see that the on-site content is focused on
clarity and making it easy for users to find the
information they need.
. Focusing on the Jet2 website, they proficiently Clarity score Clarity score
highlight key information and CTA buttons to ensure
the user’s journey is as smooth as possible. For
example, the attention focused on the Jet2 logo
shows the brand do a great job of centring the user’s I“ﬂ “]“
focus around the brand they are interacting with. . .
Excitement score Excitement score
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SECTION 03

 Assessing
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Paid Search

When organic ranking is proving elusive, paid
search is a shortcut to driving traffic to your site.
Using our Travel & Tourism keyword set we have
gathered paid search activity over a shapshot
period, identifying who the big spenders are in
the market.

ACROSS OUR PAID SEARCH ANALYSIS,
TOP FINDINGS ARE:

1. Overall, Loveholidays are seen to be the biggest
investors, covering 34% of the keyword set. This
activity is estimated to return over 176K monthly
clicks.

2. Package holiday providers such as Jet2, TUl and
On The Beach are seen to be spending more on
PPC than Cruise and Domestic Holiday sites.

3. Analysing estimated traffic by day helps us to see
when brands are most active throughout the week.
Thursday/Friday stands out as the most popular
day for bidding, we suspect this is due to the
alignment with payday and deals for weekend
travel.

{INESSO
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Competitor Media Spend

[
Me[IIa SI]e“[I Social mDisplay & Video = Cinema ' Direct Mail = Door Drops ®mOutdoor mPress mRadio mTV
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Competitor media

By understanding competitor media Hay Travel spend in TV ads
spend we can identify the marketing Royal Caribbean
channels that hold the highest ROI. lavep

MSC Cruises

Loveholidays
Great Rail Journeys
COLLATING COMPETITOR MEDIA Parkdean Resorts
SPEND, WE DISCOVERED:

1. TUl is the biggest spenders overall, Awaltlng confirmation we can include

focusing 78% of their investment on

social and TV advertising. Please do not publish without approval

. Leaders in the market such as TUI
and Jet2 are using a diverse media Facebook Instagram ®TikTok ®Snapchat YouTube
strategy, broadening their ad reach
by tapping into multiple marketing
channels.

. Targeting holiday seekers whilst they o
are browsing social media can be a Z
great way to attract new leads. o

Research shows Facebook and S & & ) '
YouTube as the two social platforms § 0 f \ ¢ o Competitor social
where our competitor set focus their ¢ X " media spend is
investment (37% and 39% of social invested into
spend respectively). YouTube

{INESSO
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SECTION 04

 Reviewing the Content
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Ad Creative

Research into competitor advertising helps you
to understand what creative and messaging
captures the consumer’s attention.

ASSESSING AD CREATIVE, WE FOUND:

1. Using Al eye-tracking technology we can see how

successful an advert is at directing your attention
to key information. Royal Caribbean does well in

capturing and directing users’ attention towards the
sales they have. They also use alliteration in posts

to help viewers recall the advert.

2. Loveholidays succeed in showcasing the joy that

awaits their customers, highlighting holiday imagery

that will entice the user.

3. Both of these creative examples score well for
excitement, with your brand’s advert sitting

amongst competitors in the market it is essential to

catch the user’s attention with your creative and
messaging.

{INESSO

Ad Creative & Messaging
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The target audience is more likely to be mature, so
the Royal Caribbean’s creative includes more
detail than others in the sector, reducing the

clarity but keeping the creative exciting with bright

images of the cruise and potential destinations.

Whilst exciting, users aren’t drawn to copy in the
Instagram ad as they are in the Facebook
example, ensuring your advert is both engaging
and clear will help increase your CTR.

oc 063

Avg. Excitement Avg. Clarity

Ad Greative & Messaging

3r3- loveholidays

LIVE YOUR @ o
STORY Lo e o v

BO0OK NOW

LOVEHOUDAYS CON =
Fly now, pay later § Degosits from | poos wow
25pp.

Using bold copy-and contrasting colours in the creative
Loveholidays receive high excitement and clarity
scores. Looking at the heatmap the focus area is the
centre of both photos, drawing attention to-the relaxing
resort and text.

Messaging is focused on experience and enticing
audiences to book a holiday as soon as possible.

0c 88

Avg. Excitement Avg. Clarity




Weh Gontent o Welsite Gontent Relevancy
Relevancy

Content relevancy is key to your website
performance, helping you to rank organically and
increase user engagement. Using our in-house
content relevancy tool we have assessed leading
brands against our keyword set. S

t10)74 Optimum content relevancy
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THROUGH OUR RESEARCH, TOP INSIGHTS WERE: Q.OA

1. With an optimum relevancy score of 70%, TUI are
the only brand that receive a good relevancy score
(60%) across our travel & tourism keyword set. This
is largely due to their wide range of services that
cover Cruise, Domestic and Package Holidays.

= Um %o g AW (1] P&O CRUISES

. TUI's ‘Cheap Holidays and Deals’ webpage received Ch;ap Halityaand

some of the highest traffic from our analysis;
ranking for 111 keywords and driving 90K monthly
clicks. Nearly half this traffic is from their #1
ranking for ‘cheap holidays’ (182K monthly
searches).

i i

Avg. Ranking Avg. Ranking

Est. Page Traffic Est. Page Traffic

. One of P&O Cruises highest performing webpages
was ‘Mediterranean Cruise Holidays’; ranking, on
average, position 8 across 51 keywords, this is
estimated to drive 8K monthly clicks.

{INESSO




Social Media Benchmarking

Followers —@=Avg Post Interaction

Social Account Analysis

8M 10%
7M
5 oM TR
Analysing our competitor’s social media accounts, e " %
we have looked at how successful each brand is O 9
organically. Analysing the marketing strategy of S am 4% §
leading brands can help us understand what 2 oM » =
works best for consumers. ™ :
0K 0%
& ? '\0\ \Qe'b(\ 5?;% \b&% & ? & & & %4@0 '\&,5\?} %o’l@ @Qﬁo"
SOME OF THE TOP INSIGHTS WERE: OC} o’b{@ %O\ © Q QQ,Q’ A © QQ@‘ . N
a ° o < o ¥ P
1. MSC Cruises and TUI lead with the largest social L ? @'8‘
media follower base. Both brands have their %
highest follower count on Facebook, with MSC
Cruises at 69% and TUI at 90%.
Instagram and TikTok offer great potential for
°

brands to build on their online presence and grow
their follower base. MSC Cruises and TUI achieved 'U TUI

high interaction rates from their social posts across

these two channels, which can serve as a reference
Reactions, Reactions,

for brands when running social activities.
Comments & Shares Comments & Shares AT ~¥a

Interaction rate Interaction rate T e

MSC Cruises and TUI's most engaging posts
consist of leisure activities available at different
holiday destinations to trigger audience interest.
Whether using humour or luxury as your brand'’s
tone of voice, producing relatable, engaging
content will help boost your online presence.

4
\ Source: Fanpage Karma, Sep 23 - Aug 24




Key Takeaways

Experience

» As evidenced through our traffic
analysis, organic search makes
up a huge portion of travel
company’s web traffic. Well
established brands currently
dominate the overall search
landscape, making a multi-
channel approach key to driving
new leads.

+ With this sector being highly
competitive, it is key to ensure
your website is well optimised
and a clear representation of
your brand. Regularly monitoring
competitor web performance will
help you to understand where
focus is needed to provide a
simple and pleasant user
experience for holiday seekers.

{INESSO

» Despite organic media being a
powerful tool, it's worth merging
organic with a strong paid
strategy to maximise your reach
potential. Learning from
competitors can help you refine
your paid activity.

* TV and social spend are the
standout channels for many
competitors. Utilising these
marketing channels your brand
should look to stand out from the
crowd and capture the
audience’s attention with enticing
ad creative

« With high competition across the
organic search landscape,
building a paid search strategy
that compliments your organic
ranking performance will help
drive valuable website traffic.

Gontent

+ Ensuring ad creative and
messaging is clear and enticing is
key to attracting users.
Loveholidays do this well with
short but clear messaging with
bright bold images showing
customers the potential holiday
that awaits them.

* Instagram and TikTok offer great
potential for brands to build on
their online presence. The right
creative can help drive high
interactions and engagement, as
demonstrated by MSC Cruises
and TUI's content.

+ Content can be led by data gained
through organic search and social
listening. Using these tools can
help determine what travellers are
excited about or what frustrates
them, which can inform future
content creation.

Danny Blackburn
Chief Strategy Officer

www.kinesso.com

m @kinessouk

@kinessouk

London

The Bailey
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London
EC4M 7EG
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West One

100 Wellington Street
Leeds
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https://twitter.com/RepriseMediaUK
https://www.linkedin.com/company/stickyeyes/
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About INESS0

When it comes to tech-driven performance
marketing, we do things a little differently. We're
part of the world’s largest performance marketing
network, with over 6,000 colleagues in 60 countries
around the world, coming together to make
experience, media and content work for your
audiences.

D Kimberly-Clark  §fCigna.  Panep

F\\ Adobe - Rdger  Hertz el

We give brands the clarity and confidence
to take action.

When consumers can do what they want, find
what they want and get what they want, that's

D ﬁ’t‘
when things flow. Our approach to flow is designed ! (— aform G geanIC‘l' H I SCOX
to understand why consumers behave in the ways = e

that they do, how and why they engage with
brands and products and, crucially, how we can
make that experience better.

When we do that, we can direct the attention of ‘ ¥ -

audiences to what is important to them, focus their L //

engagement with content that meets their needs, S BARKER AN D PEILO -_—

and eliminate those sources of fiction that harm the FU]]TSU STON EHOUSE 1919 — ALD'
—

customer journey.
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