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How The European Travel Industry 
Can Attract More US Tourists

1.
The Most Effective Ways to Promote to US Tourists
To boost US tourism to Europe it will be essential that the major tourist authorities, and individual travel suppliers, adopt the most effective marketing and promotional activities. In our survey we asked American tourists to nominate the promotional methods that they find most effective. Table 1 reveals the newer electronic media are shown to be the most powerful. A very large majority of our respondents nominate “an informative, easy-to-use website” from a travel supplier – mainly airlines and hotels - as the most effective. A slightly smaller percentage find the websites of national tourist boards to be very effective.

Just under two thirds also state they like to receive information by e-mail. More traditional methods – brochures, articles in newspapers and travel magazines, press advertising and mailshots – receive support, but much less than for a website and e-mails.
The other website of relevance is that operated by Online Travel Agents (OTAs).
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
‘I like the Internet and e-mail--that's how I plan all my travel. This summer I'm going to London, Bristol, Manchester, and Wales, and I did it all online’.


Websites are an excellent source, I use the websites of the main tourist boards, and perhaps an occasional mailing about special promotions or offers.  I do not want to receive multiple unsolicited  e-mails or mailings’.


‘For me the best would be information on the Internet, mail promotions and TV advertisements’.


‘It doesn't hurt to have British "movie stars" advertising. Americans love to hear the Brits speak and are very accepting and trusting of someone who speaks proper English’


‘I researched our trip largely on the internet - very helpful, including booking B&B's, hostels, etc online’.  


‘E-mail is great and also the sending of brochures requested on the Internet’.


‘Special deals promoted via TV/internet or newspaper ads’.  


‘They should send information by e-mail, mail brochures, and advertise in major USA newspapers’. 


‘The most effective for me would be e-mail or mailed brochures and an all-inclusive, up-to-date web site that's easy to navigate and fun to browse’.


‘Links through the national tourist boards’ websites and easy to request more information. Prices and quality clearly stated. Access to consumer ratings (not direct from the businesses!)’

· ‘Country websites and hotel and airlines websites, e-mails, newspaper advertising of special deals’

1.
The Importance of Advocacy and Social Media

Recommendations by friends/colleagues/family also is rated important by 48% of our sample. This confirms the important role that Advocacy plays in the travel industry – witness the phenomenal success of Trip Advisor. The following table shows that Advocacy is very important in the travel sector, 48% of US people recommend a travel brand by word-of-mouth at least once a day.
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Advocacy is the litmus test on the strength of a brand – it identifies the percentage of customers that have actually recommended a brand by word-of-mouth.  The number of customers – Advocates - that go out of their way to “sell” a brand to other people is the ultimate measure of brand equity. Travel companies therefore need to devote resources to improving the number and involvement of Advocates of their brands. It should be noted, however, that most word-of-mouth recommendations still occur offline. Social Media is fast becoming a major element of marketing programmes of corporations, some are now devoting over 50% of their marketing budgets to Social Media.

“We have made digital our priority - it is now 50% of our marketing budget and combines PR with social media” Susan Helstab, Executive VP Marketing at Four Seasons Hotels and Resorts
However However it is vital to understand what Social Media can, and cannot do, for a brand. In terms of Advocacy Social Media presents problems. Comments posted on the main Social Media platforms are mainly negative rather than positive. People use Twitter, Facebook etc to complain about a brand rather then advocate it. A survey by Millward Brown found that 31 per cent of people who had used online communities, online contacts and blogs said they received negative brand opinions from them. Positive recommendations about brands were far more likely to come from offline personal contacts, who remain consumers' most widely used source of information when considering purchases.

Another major finding is that Social Media doesn’t drive purchases of travel products. Users turn to social media to seek one another, not brands or products. The reports shows that social media does not, in fact, drive purchases. Fewer than 5% of consumers “regularly” turn to these sites for guidance on purchase decisions on travel and in addition, only 16% of social media users say they are more likely to buy from companies that advertise on social sites. Companies can easily alienate customers by overt use of Social Media to drive purchases or derive sales leads. Users of these sites have a proprietorial attitude towards Twitter, Facebook and resent the intrusion of naked sales promotions.
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3.
Improvements Required from the European Travel Industry

Respondents were asked what Europe needs to do in order to attract more US tourists. The table below confirms the long-held and widespread belief that US tourists find Europe expensive. Most improvements required relate to pricing, especially hotels, airlines and shops. More comfortable seating – especially in coach/economy is also required. Many US visitors also complain of long queues for immigration, especially at the main gateway airports of Heathrow, Charles de Gaulle and Frankfurt.
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· ‘I will tell you in a nutshell why tourism is down.  It has nothing to do with facilities in Europe, they're wonderful and I just love London and Paris.  When we went to look for airline prices, they were over $2000, outrageous’.


‘European hotels are just too expensive, compared with what we get in the States. What you pay for one night in Europe we can get for a week back in the States’.

· ‘As a tourist what is important to me more than prices, variety, quality or selection is the SERVICE and COURTESY of the people.  I don't mind paying higher prices when I've been helped by a pleasant and friendly salesperson. If a store doesn't have what I want in a particular color I will sometimes buy the item in another color just because the lady behind the counter was enjoyable to talk to as I shopped. On several occasions I've bought more then I intended to simply because the gentlemen helping me was such a dear.  My visit to a museum or the theater was made enjoyable or miserable based on the treatment I received from the people working there. I enjoyed the British Museum even more because of the friendliness of the guide who teased me when I asked him for directions after I walked right by the exhibition I was looking for!  My day in Paris was ruined by the unhelpfulness of a woman at the information booth at Gare du Nord when I inquired about schedules.  Attitude is very important’.

SURVEY APPROACH AND METHODOLOGY

The Respondent Sample

Respondents were taken from our database of US citizens who have travelled to Europe within the past two years. The questionnaire was sent to 4000 people and a total of 567 completed responses were obtained.
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ABOUT CAP STRATEGIC RESEARCH

CAP Strategic Research (CAP) provides market research services covering China, Hong Kong, Singapore and other Asia-Pacific countries. We have a successful track record of conducting surveys in Asia based on:-

(i) 
many years of living and working in the region 
(ii) 
in-depth knowledge and experience of specific industry sectors and 
(iii) 
providing strategic insights and “actionable” recommendations from senior 
executives who know your industry, have extensive international experience and - 
very importantly - have an “understanding of business”. 
We have over 25 years experience of conducting research for clients based in China, Asia-Pacific Europe and the US. With offices in China, Hong Kong and Singapore we are ideally placed to meet your research needs in Asia-Pacific.

For more information please contact:

Roger Thomas, CAP Strategic Research
Tel: +852 37508640
Email: roger@capstrategicresearch.com
Or

Keith Kong, CAP Strategic Research
Tel: +852 37508638
Email: keith@capstrategicresearch.com
Address: 1501-08 Millennium City 5, 418 Kwun Tong Road, Kwun Tong, Kowloon, Hong Kong.                                                                            
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