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W ithout question, 2001 will be
remembered as the worst year in
the modern day history of the

travel and tourism industry.
In March the economy official ly

entered into recession. A weak economy
coupled with the terrorist attacks on the
World Trade Center and Pentagon and the
anthrax issue effectively placed most of the
travel industry into a depression.

The negative impact that these events
had on travel and tourism has been chroni-
cled in every conceivable media (much to
the detriment of the industry).
Voluminous, and oftentimes-conflicting
research, sampling every conceivable mar-
ket segment has been fielded and pub-
lished. Numerous industry forums were
convened to help travel marketers devise
strategies to cope and move forward.

AN INDUSTRY ILL PREPARED
The sorry truth is that far too many travel
companies were ill prepared to effectively
deal with and overcome the events of the
latter half of 2001. 

With shrinking revenue few companies
could afford to increase advertising to
increase share-of-voice in an attempt to
win back wary travelers.

As a consequence, the most common
tactic used was discounting rates Ð some-
times to absurdly low levels Ð all in an
attempt to entice consumers to become
travelers again. Trade and consumer press
splashed headlines about all the travel
ÒdealsÓ ßooding the market. Still many air-
line seats, hotel rooms and cruise berths
went begging.

And what
message did the
consumer at large
receive? Were
these great deals
or confirmation
of previous suspi-
cions that travel
costs had previ-
ously been over-
inflated? Has it
turned normally
full-price travel-
ers into bargain
hunters? Now
many marketers
are concerned it
may take years to
get rates back up
to a level that will allow for a decent return
on their investment.

NOT EVERYONE 
SUFFERED EQUALLY
The media, as it so often does, has focused
most of its attention on the hardest hit sec-
tors and companies. As a result, the per-
ception may be that every company is
down 20% to 50% and will not recover
until late 2002 or 2003 if they happen to
be in business.

The reality is there are numerous com-
panies that, although being affected, have
done remarkably well relative to their com-
petitors. Their sales decline has been mild
as opposed to precipitous and their recov-
ery has already been realized or is forecast
to arrive shortly. 

5 TRAITS OF 
SUCCESSFUL MARKETERS
The Reefs in Bermuda and Nisbet
Plantation Beach Club in Nevis, two
resorts we work with, have weathered
events of 2001 better than most. They
consistently rank either one or two in
terms of occupancy level of all hotels in
their respective countries. Yet their success
is not a matter of rocket science. Instead,
itÕs more a case of consistent attention to
marketing basics, use of new technologies
and effective integration.

Here are Þve marketing principles the
resorts and other successful travel mar-
keters follow:

1. Provide a Consistently High Quality
Product at a Fair and Reasonable Price. 
Sounds simple enough. As these two luxu-
ry resorts have delivered on this principle
year after year they have developed well-

deserved reputations for providing excep-
tional value. 

They have consistently won many of
the industryÕs most coveted awards for ser-
vice, quality and culinary excellence and in
2001 both were named to Travel &
Leisure MagazineÕs list of the Top Ten
Best Values in the Caribbean, Bahamas and
Atlantic. 

Today, more than ever before con-
sumers are looking for good value. Unless
you provide it and become known for
doing so you will always be at a competi-
tive disadvantage.

2. Create a Dialogue With Customers
and Prospects on a 1-to-1 Basis
In 1999 The Reefs and Nisbet Plantation
decided to refocus marketing to take
advantage of growing opportunities of
integrated 1-to-1 marketing. At the same
time, they planned to move from primarily
analog marketing to a more effective and
economical digital program. 

At the heart of this effort was the inte-
gration of three components Ð database,
web and permission based email.

¥ A new database of customers, prospects
and travel agents with email addresses was
developed along with programs to contin-
uously populate it with new information.
This is the heart of the program and all
marketing efforts were re-purposed to feed
the database as shown in the accompanying
chart.

With an unswerving devotion to build-
ing the database, these two small resorts
now have more names and permission
based email addresses than many
Caribbean counties.


