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Fyi – to be deleted: brief for the session… in red – the areas we can 
respond on… hence context setting/ bit of category-sell in the 
presentation…

• Maximise profits from the big three – car hire, hotel, insurance –
examine all the options that you have to source, market and sell for over 
15% commission.

• Industry insight into what consumers are buying, expand your 
product mix with new highly-profitable products.

• Profile your customer to target them with precise ancillary offerings that 
add value to their trip and increase your profits.

• Financial services, such as co-branded credit cards, are used by nearly 
100% of your customers – learn how to get them hooked on your brand 
by implementing this big earner.

• Double your ancillary revenue with loyalty programmes – learn how it 
can be your biggest potential earner and increase customer stickiness.

• Look at products you can sell throughout the travel corridor, from 
destination services, events, experience to souvenirs after they
return.



What is this product category?



“People want an experience when they get there. They 
want more than a beach, sun and a sight-seeing tour.”

Travel Mole

“People want an experience when they get there. They 
want more than a beach, sun and a sight-seeing tour.”

Travel Mole

Source: Forrester – Rounding off Sharp Corners, Making Web Travel  Planning 
Better

Percentage of online travelers who research the 
following online:
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Health related issues

Travel safety

Sample itineraries / ideas on trips

When to visit

Where to visit

Attractions /things to do

Accomodation

The new breed of online travel consumer…. 



The new breed of online travel consumer…. 

Long haul growth 5.4% vs
interregional at 3.8% (WTO, 2005)

Asia Pacific up  24%.
China, Hong Kong, Mongolia

Malaysia, Cambodia
India, Pakistan, Bhutan

Middle East up 21%

Latin American up 11%

E Europe up11%
vs. W Europe < 5%,

Africa up 15%

East Africa up 24%

Growth of experiential long haul travel 



The new breed of online travel consumer…. 

Growth of experiential travel; Tripadvisor’s Top 10 destinations for 2008

1. Jerba, Tunisia 
2. Makandi Bay, Egypt 
3. Phangnga, Thailand 
4. Kovalam, India 
5. Sabaudia, Italy 
6. Asilah, Morocco 
7. Ko Phangan, Thailand 
8. La Plagne, France 
9. Yangshuo, China 
10. Kotor, Montenegro 
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The new breed of online travel consumer…. 

Growth of special interest travel

Source: Tripvision 2007
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‘27 million (or 17% of) American leisure 
travelers engaged in culinary or wine-
related activities while traveling within the 
past 3 years’ Travel Industry Association, USA

26% of consumers said they 
will be more environmentally 
conscious in their travel 
decisions in the coming year 
Tripadvisor Survey 2007

32% of travellers are planning to engage in 
educational activity on vacation this year, 
such as a cooking or art class, up from 25% 
last year.  Tripadvisor Survey 2007

Growth of special interest travel

The new breed of online travel consumer…. 

http://www.babyfriendlyboltholes.co.uk/main.htm
http://www.responsibletravel.com/
http://www.retiredbackpackers.com/
http://www.adventuresportsholidays.com/
http://www.gapyear.com/
http://www.solosholidays.co.uk/
http://www.whatsonwhen.com/sisp/index.htm?fx=home


• Flight search, hotel engines predominate 

• Legacy of GDS system set-ups

• Search engines the most popular tool for 
consumers browsing for inspiration/

• Inspiration vs. commerce
• Few e.g. combine the two well

Using Experiences to drive Travel

Consumers enjoy the freedom of DIY travel but it remains logistics-led….

How can an unbundled ‘why travel’ product be better used to 
drive the ‘how travel’..?
How can an unbundled ‘why travel’ product be better used to 
drive the ‘how travel’..?
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Which items may generate ancillary revenue opportunities in the future? 

27%

28%

28%

38%

41%

44%

48%

Shuttle bus transfer
to/ from airport

Car Rentals

On board gaming or
scratch to win cards

Premium lounge
access at airports

Vacation Packages
(airline tickets, hotel)

Travel Insurance

Sightseeing Tours &
Activities

The new breed of online travel consumer…. 

IdeaWorks - Terrapinn July 2007 Online Survey of Airline Executives



Pre trip
Inspiration/ Info/ 
Research/ 
Comparison

-TRAVELGUIDES

Booking Trip
- Compare, 
- Payment 
- Confirmation

- PACKAGE 
- FLIGHTS
- HOTEL
- CAR RENTAL
- HIGH INVOLVEMENT 
EXCURSIONS

Getting ready
- Logistics
- Preparation
- Research things to do

- BOOKS/ INFO
- CASH, INSURANCE
- PARKING
- EXERIENCES/ 
SIGHTSEEING,
- TICKETING

On trip
- Things to do

- EXERIENCES
- SIGHTSEEING,
- TICKETING

Customer Experience Map

Pre-Trip Budget On-Trip Budget



Customer Experience Map: Pre-trip vs. On-trip budget

Pre-Trip Budget On-Trip Budget

Motivation to pre-book decreases



‘Inspiration’/ Destination Guide

Package

Flights

Hotel

Car Hire

Money/ Insurance/ Parking

Experiences

X 
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$$ $$ $$$ 

$$ 

$ 

$$ $ 

$ $ $ 

Customer Experience Map:  The Ancillary Product Context
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Do’s and Don’t’s of Experience/ Activities cross-sell 

DON’T sell ‘generically’…

‘Tours & Activities’ isn’t as self-explanatory as ‘Insurance’
‘Nice to have’ not ‘Need to have’

DO showcase product – have fun with images and specific products
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Do’s and Don’t’s of Experience/ Activities cross-sell 

DON’T sell indiscriminately:  right product to right person at right time
e.g. 

High-end/ luxury experiences for 
first class travellers

Low-cost sightseeing for 
LCC city-breakers

Romantic experiences for 
honey-mooners

Transfers/ Parking for business 
travellers

DO target by demographic

DO seasonal/ promotional 
merchandising

DO target by purpose of travel

DO target by destination



Do’s and Don’t’s of Experience/ Activities cross-sell 

DON’T just leave experiences until the end

USE EXAMPLES PER PRODUCT CATEGORY

DO top and tail your end-to-end offering with experiences – up 
front to inspire reason to travel, at end to cross-sell 
opportunistically



Do’s and Don’t’s of Experience/ Activities cross-sell 

DON’T do it on your own

DO use the experts. Let them share what works, take the merchandising 
pain away… Ultimately they need to work with you to grow this new 
category



Conclusions: Factors affecting success of ancillary-product sell 

• BRAND, BRAND, BRAND = Trust
• Stay true to brand values. Eg low cost/ quality

• The earlier the primary product in the decision making, the better the scope for 
cross-selling rest of the chain

• The higher the primary product cost – the ease of cross-selling lower basket 
items

• Work the booking window 
• Distinction between pre-trip/ on-trip budget products e.g. use confirmation emails 

& pre-trip emails

• Relevancy
• Ensure your platform can capture demographic, destination & purpose of the 

travel
• Invest the time/ technology to target product accordingly 

• Rewards for one-stop-shopping: 
• $ off ancillary product/ loyalty incentives



Thank you

Jessica Butcher
Head of Partnerships

jess.butcher@isango.com
M: +44 7795 815475
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