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Travel Agency Marketing

Lee Rosen
President, TRAMS, Inc.
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Travel Agency Opportunities

1998 2006

The Retail Travel Industry Has 
Changed!

Travel Agency Opportunities
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How to Influence the Travel 
Purchase

Marketing

Sales

Travel Agency Opportunities

Marketing Travel
The Best Travel Agencies Market
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Effective Marketing

Target Marketing 
Right Promotion
Right product
Right Client
Right Time

What is the Purpose of Marketing?

1. Keep existing clients.
2. Get new business.
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Effective Marketing

Generic
Travel Category
Product
Offering

Effective Marketing

Timing
Relevancy
Content
Presentation
Distribution
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What’s the foundation of your 
marketing program?

eMail
Customized
Targeted
Timely
Measurable
Links/Integrated
Viral
Affordable

Sales / Merchandizing

Point of Sale Technology
Information
Skills
Training

Effective Sales
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Let’s break into groups!



9

Creating a Well Rounded 
Marketing Strategy

Vendors

Clients Agency/Agents

Creating a Well Rounded 
Marketing Strategy

1. Vendor Driven Marketing

2. Client Driven Marketing

3. Agency Driven Marketing



10

Vendor Driven Marketing

Preferred Supplier 
Marketing:

Identify and focus on 
your key vendors.  

Develop an on-going 
plan designed to 
drive in desired 
business with the 
desired suppliers by 
putting the right 
product in front of the 
right customer.

Cruise
Tour

Car

Air

Vendor Driven Marketing

1.Use preferences as a way of targeting a  
specific promotion.  (Marketing Info) 

2.Use past travel as a way of targeting a 
specific promotion. (Travel History)

3.Use promotional frequency as a way of 
targeting a specific promotion. (Past 
Mailers)

Identify the right products 
then match to the right customers.
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Vendor Driven Marketing

1.) Use preferences 
as a way of 
targeting a specific 
promotion.

Vendor Driven Marketing
1.)  Use preferences as a way of targeting a specific 

promotion.  “Include” only those that apply.
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Vendor Driven Marketing

1.) Use preferences 
as a way of 
targeting a specific 
promotion.

Vendor Driven Marketing
1.)  Use preferences as a way of targeting a specific 

promotion.  “Exclude” only those that don’t apply.
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Vendor Driven Marketing

2.)Use past travel as 
a way of targeting a 
specific promotion.

Vendor Driven Marketing
2.)  Use past travel as a way of targeting a specific 

promotion. “Include” those that have previously booked 
with a particular Vendor.
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Vendor Driven Marketing
2.)  Use past travel as a way of targeting a specific 

promotion.  “Include” those that have previously spent a 
particular amount.

Vendor Driven Marketing
2.)  Use past travel as a way of targeting a specific promotion.

“Exclude” those that have cruised within a recent period.
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Vendor Driven Marketing

3.)Use promotional 
frequency as a way of 
targeting a specific 
promotion.

Vendor Driven Marketing
3.)  Use promotional frequency as a way of targeting a specific 

promotion.  Exclude” those that have received marketing pieces 
in the last 3 months.
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Vendor Driven Marketing
Query across Marketing Info, Travel History and/or Activities

Use one filter set and 
the results must match 
all of the criteria.  
Narrowing your results.

Use multiple filter sets and 
the results can match any
of the criteria.  Broadening 
your results.
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Client Driven Marketing
Sweet Spot 
Marketing:

Identify and focus 
on key niches 
within your 
customer base.  

Anticipate your 
clients’ travel 
needs.  Use their 
preferences and 
past purchasing 
behavior to 
create 
personalized 
offers that 
stimulate travel 
purchases.  

Client Driven Marketing

Find the “sweet spots” in your database 
by using the following:

1.) Marketing Code Statistics Report

2.) Family Member Information

3.) Special Dates

4.) Top X

Identify the right customers 
then match to the right products.
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Client Driven Marketing
1.)  Marketing Codes Statistics Report

Use Marketing Code Statistics to find the sweet spots in your 
customer base.

Client Driven Marketing
1.)  Marketing Code Statistics Report

Learn more about those niches within your database by first filtering 
on the niche marketing code and then re-running Marketing Code 
Statistics report.
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Client Driven Marketing
2.)  Family Member Information

Use Family Member Birthdates to locate families with 
small children.

Client Driven Marketing
3.) Special Dates.

Anticipate Special Occasions and Market accordingly.
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Client Driven Marketing
4.) Top X.

80/20 rule suggests 20% of your customer base is your 
sweet spot.

Client Driven Marketing

Generic HTML 
templates for your 
agency can be used 
to create your own 
customized 
promotional piece.
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Agency Driven Marketing
Agency/Brand 
Marketing:
Develop your 
agency brand and 
market your agency 
in addition to 
specific travel 
offerings.

Create and nurture 
relationships with 
your customers by 
touching them 
regularly. 
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Agency Driven Marketing
Heighten your presence and develop 
a high touch client strategy.

1.) Polish your Brand and Logo and make 
sure all agency collateral reflects it.

2.) Market Your Agency and Agent 
Services/Expertise, not just your Vendors.

3.) Mine your database for relationship 
building opportunities.

Agency Driven Marketing
1.)  Polish your Brand and Logo and make sure all agency 
collateral reflects it.

Use Headers and Footers to 
customize Invoices, Itineraries and 
Trip Statements.
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Agency Driven Marketing

1.)  Polish your Brand and Logo and make sure all agency 
collateral reflects it.

Use Headers and Footers to 
customize Document Templates.

Agency Driven Marketing

1.)  Polish your Brand and Logo and make sure all agency 
collateral reflects it.

Use Headers and 
Footers to customize 
Travel Surveys.
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Agency Driven Marketing
2.)  Market Your Agency and Agent Services/Expertise, not just 
your Vendors.

Use Custom Templates to create 
marketing materials focusing on your 
agency’s services.

Agency Driven Marketing

3.) Mine your database for relationship building opportunities.

Welcome new customers to your agency.



25

Agency Driven Marketing

3.) Mine your database for relationship building opportunities.

Thank customers who refer you to others.

Agency Driven Marketing
3.) Mine your database for relationship building opportunities.

Send Welcome Home Letters.
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Agency Driven Marketing
3.) Mine your database for relationship building opportunities.

Celebrate Special Occasions.

Agency Driven Marketing
3.) Mine your database for relationship building opportunities.

Send Travel Surveys.
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Agency Driven Marketing

3.) Mine your database for relationship building opportunities.

•Ideas are limitless:

•Trip Anniversary Cards

•Pre-Trip E-mail

•Forget Me Not

•Agents Can Handle Individually

•Marketing Managers Can Handle in Mass

•Queries

•Reminders
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Tips and Tricks:  ClientBase

Create Mailers and use Consistent Subjects
Save Queries/Use Date Formulas
Marketing by Passenger
All Caps is a no-no
Use Required Fields…but carefully
Salutation – Important field
Identify your agency in the From Email address: 

World Wide Travel<email@worldwide.com>
Do not use BCC method
Reset Connection Every X e-mails

Tips and Tricks:  E-mail

Short and sweet - too many scrolls loose your 
client
CAN-SPAM ACT 2003 (Applies to Promotional vs. 

Transactional e-mails)
– The “From” and “Subject” can not be 

deceptive or misleading 
– A valid physical postal address for the sender -

P.O. Box may not qualify
– Recommend adding a phone number as well 
– A functioning return e-mail address 
– A functioning opt-out/unsubscribe mechanism

Clients must be removed from the list with-in 10 
days
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Tips and Tricks:  E-mail

Always include a text version of your email 
with the HTML version
Choose your Subject Lines Carefully:
– Avoid Spam trigger words: Sales, Deals, 

Greatest, etc. 
– No characters/symbols &, _, -,#,* 
– Do not use all capital letters 
– No ‘ ! ’
Watch your font sizes ( 3 or smaller) and 

number of ! in the body of your html email

Tips and Tricks:
Sources for Client Lists

Your Frontline Agents!!!
Advertising:  Radio, Newspaper, Yellow 

Pages, Local Sponsoring etc.
Web Site
Purchase Lists
Partner with local businesses
Attend niche expo’s
Bridal Fairs
Welcome Wagon
County Assessors Office
Corporate Clients
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Tips and Tricks:
Sources for Marketing Content

Your Preferred Vendors
Your Consortia
TRAMS Marketing Advantage (TMA)
Passport On-line
AIPlus (www.myagencyinc.com)
Create custom agency templates
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Q & A
Ask the Experts

Lee Rosen, President TRAMS, Inc.
Lindsay Chomyn, Dir Operations, TMA
Dan Palley, TRAMS CTO

Introduction to Agent Sales
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Close More Sales

Marketing
Sales
Service
Processing
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Agency Marketing Campaigns 

Leads/Trip Inquiries

Sales

Supplier Driven Sweet Spot Agency/Brand

Trip Inquiry = 
Opportunity for 
Sale

Sale

Close Ratio is the percentage of 
your total Trip Inquiries that 
result in a sale.
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Close More Sales 

1,000 Leads

10% Close Ratio

$100,000 Gross
($1,000)

$2,000 Net
(2%) 

1,100

10%

$110,000

$2,200
(+10%)

1,000

20%

$200,000

$4,000
(+100%)
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Sales Activities

– Structure Your Agents’ Sales Activities
•Document Each Inquiry
•Use and Update Profile Data 
•Use Reminders / Track Sales Cycle

Sales Activities

– Structure Your Agents’ Sales Activities
•Document Each Inquiry
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Structure Your Agents’ Sales Activities

Locate your client’s profile using Profile Manager Query

Document each inquiry.

Structure Your Agents’ Sales Activities
Document each inquiry.             

Use Res Card as scratch pad for all trip notes.

One click to create a 
new Res Card!  Think 
of it as a trip folder.
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Sales Activities

– Structure Your Agents’ Pre-Sale Activity
• Document Each Inquiry

•Use and Update Profile Data

Use Quick View to access client details necessary 
during sales process.

Structure Your Agents’ Sales Activities
Use and update profile data.
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Use Travel History

Structure Your Agents’ Sales Activities
Use and update profile data.

Use and update Family Member details

Structure Your Agents’ Sales Activities
Use and update profile data.
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Use and update Marketing Information

Structure Your Agents’ Sales Activities
Use and update profile data.

Use and update General Information

Structure Your Agents’ Sales Activities

Use and update profile data.
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Use Res Card Remarks for Documenting what you Learn

Structure Your Agents’ Sales Activities

Use and update profile data.

Sales Activities

– Structure Your Agents’ Sales Activities
• Document Each Inquiry
• Use and Update Profile Data

•Use Reminders / Track Sales Cycle
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Use Reminders to schedule next follow-up. 

Structure Your Agents’ Sales Activities

Create Reminders right from the Res Card

Use Reminders to schedule next follow-up. 

Structure Your Agents’ Pre-Sale Activity

Work from a daily to-do list and day planner
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Track the Sales Cycle. 

Structure Your Agents’ Pre-Sale Activity

Use “Res Cycle” to document status of sales progress
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Pre-Sale Activities

– Structure Your Agents’ Pre-Sale Activity

– Manage Your Trip Inquiries

Manage your Trip Inquiries
Count them. 

Use Res Card Manager Queries
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Manage your Trip Inquiries
Count them.

Count by Agency

Manage your Trip Inquiries

Count them.

Sort by Agent
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Manage your Trip Inquiries

Count them. 

Report by Agent and Reservation Cycle

Manage your Trip Inquiries

Verify follow-up Reminders are in place for those still 
“Under Consideration”.

Monitor them. 
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Manage your Trip Inquiries

Learn from and continue marketing to those “Dropped 
from Consideration”.

Monitor them. 
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Pre-Sale Activities

– Structure Your Agents’ Pre-Sale Activity
– Manage Your Trip Inquiries

– Track Closing Ratios

Track Closing Ratios 

1,000 Leads

10% Close Ratio

$100,000 Gross
($1,000)

$2,000 Net
(2%) 

1,100

10%

$110,000

$2,200
(+10%)

1,000

20%

$200,000

$4,000
(+100%)
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Track Closing Ratios
Run the Close Ratio Report (Reports|Res Card|Close Ratio)
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Pre-Sale Activities

– Structure Your Agents’ Pre-Sale Activity
– Manage Your Trip Inquiries
– Track Closing Ratios

– Create a Sales Formula

Create a Sales “Formula”

Screen snaps

Use “Batched Reminders” to direct your agents to use a 
consistent follow-up plan.
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Agents 
Fuel Your 
Marketing

Marketing 
Fuels 
Your 
Agents

Integral Role of Agents

Conclusion

“Experience has taught me that 
there is one chief reason why 

some people succeed and some 
people fail.  The difference is not 

one of knowing but of doing.  The 
successful man is not so superior in 

ability as in action.  So far as 
success can be reduced to a 

formula it consists of this:  doing 
what you know you should do.”

Roger Babson - Philanthropist
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Conclusion

For Best Sales...
Practice Best Management!
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