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When Every Penny Counts!
How call tracking has benefited TUI Travel PLC



On-Line Web Analytics



TUI Specialist & Activity Sector

105 UK and global travel brands, including…



Our online distribution channel

Strategic focus to grow online acquisition

All of our brands have invested heavily in their 

websites

Growth in online marketing budgets to support this

Social media, display, remarketing and search 

continue to play a vital role



Divisional Online Challenges

Many brands offer: 
• Complex travel itineraries
• High-value trips and holidays
• Leading to lengthy purchase decisions 

Reassurances are often necessary for our customers 

Certain travel options cannot be booked online

Some of our brands’ websites are entirely non-

transactional 

Which leads to…





TUI identified that there was an 
enormous gap in its overall analytics 
solutions, and over the last two years 

many of these brands have 
implemented an advanced, visitor 

level call tracking solution, designed 
to bridge the gap between the on-line 

and off-line conversions.

So what does that mean?



Advanced call tracking

Known as visitor or keyword level call tracking
Each visitor is shown a phone number unique to them
When they call the unique number you can link the call 
to their web session
You can then find out how they found the website, the 
search phrases used and what they did on your website 
before during and after the call



Advanced call tracking



Advanced call tracking



TUI and AdInsight



The Missing Piece of the 
Puzzle



Keyword Reporting

A common issue with paid 

search marketing:

Generic keywords previously 

thought to be low-converting 

and ineffective

We can now see that many of 

these keywords have 

generated valuable telephone 

calls and offline sales



Visitor Path and History

Online conversion is still paramount

We can see the exact page the caller 

was looking when they picked up the 

telephone

Allows us to identify “problem pages”

Showing us where serious browsers 

are abandoning their online purchase 

and picking up the telephone



Calls Over Time

We have been able to review staffing needs based on call volumes

and patterns

We also identified the need to change some confusing “out of hours”

answer machine messages

Able to follow up any missed calls via email alerts sent directly to our 

sales teams



Geographical Data

TUI were able to create regional offers 

prioritised by demand from geo-locations
• We were able to create targeted online 

campaigns
• And highlighted offline advertising 

opportunities

Geographical data is available 
to identify the caller’s location 
by std code



What does it mean?

Prior to implementing Call Tracking on one of our brands, our paid 

search allowable Cost per Lead was ‘on target’.

After we integrated AdInsight with Marin we could then see all of 

the telephone call ‘conversions’ at keyword and campaign level.

This instantly reduced our CPL by nearly half.

As a result of this we were able to intelligently increase our spend 

and visibility to obtain more leads within the specified target.



What does it mean?

By having access to the performance of calls by their source, 

and a mixture of refining campaigns, keywords and other 

online media, one brand within TUI saw their online revenue 

increase by 30%



In Conclusion……

Visitor level call tracking has provided the tool that TUI 

needs to compare its online and offline marketing efforts

They have been able to reduce their spending on 

ineffective advertising, and intelligently up-weight the 

advertising that works

Far less waste 



Any Questions?


