Foviance survey identifies gap in travel industry market
Submitted by: Prompt Communications Ltd
Wednesday, 26 November 2008

Research reveals how businesses are missing out on sales by using outdated means to understand customers
London, UK, 24 November 2008 – Foviance, the expert in digital customer experience
(http://www.foviance.com), has found that singles aged between 31-45 years old cannot find a holiday
which suits their needs. Foviance’s research demonstrates how a focus on customer experience can help
to create markets, drive sales and increase customer satisfaction, as 68% of respondents said they would
travel on their own if they could find the right holiday.
A survey of 530 respondents, with an even breakdown between men and women, all of which had travelled at
least once in the last year, found that half had in the past chosen not to go on holiday to avoid what
they feared would be the typical ‘singles’ holiday.
The full research report entitled “Making the intangible tangible” found the travel sector is missing
out on a massive opportunity by not understanding the needs of a large potential market. While most
travel companies know the basics about customers such as their age, sex and where they live, they fail to
understand who these people really are and what they want out of a holiday.
The main reason behind this age group choosing not to travel (as a single person) was that they had no
one to go away with (31%). 10% of people also admitted to being embarrassed that they were single. This
embarrassment was not only felt during the booking phase but also while on holiday. Location, meeting
like-minded people of a similar age group and being away from younger singles’ parties were all cited
as priorities. They felt what was on offer from the travel industry does not suit their needs.
Creating a positive customer experience (http://www.foviance.com) depends on providing a holistic
experience which supports every step of the customer interaction. While companies are finding it
difficult to design consistent customer experiences that differentiate them as an organisation, by
understanding customers and creating products that meet their expectations, there is also a significant
opportunity to become a trusted advisor and ultimately maximise the relationship in monetary terms.
Currently, friends are seen as the most trusted source of information on singles holidays (25%), with
websites coming a close second (21%). The least trusted source of information came from direct marketing
(21%), blogs (18%), TV (13%), lifestyle magazines (11%) and travel press (11%).
Marty Carroll, consultancy director, Foviance said: “Organisations’ lack of understanding means that
most focus on selling products and services rather than concentrating on delivering customer experiences
(http://www.foviance.com). The end result is a fragmented product or service experience, delivered to a
target audience which has been defined by a marketing tool developed for a market environment that no
longer exists. Once organisations start focusing on who their customers really are what they love and
hate and what they are missing out on, real customer experiences can be created. Companies that do not
evolve and deliver exceptional customer experiences risk losing sales and market share to those that
do.”
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The full research report is available by e-mailing: info@foviance.com.
About Foviance
Foviance is a leading customer experience (http://www.foviance.com) consultancy that works globally with
some of the world’s best known brands to deliver measurable improvements in performance. .
Founded in 2001 and with a heritage in website usability and data analytics, Foviance delivers
consultancy to its clients about the effectiveness of their individual channels, such as mobile, web and
call centre and how they combine in a cross-channel environment. For many clients, insight is provided
not only in their home market, but also internationally through Foviance extensive alliance network.
Foviance engages with its customers wherever they are in their product lifecycle, and provides insight so
they understand how to improve, create and deliver excellent customer experiences.
Foviance boasts 43 of the UK FTSE 100 companies among its client roster, including Barclays, BSkyB, and
Sainsbury’s. In addition Foviance works with International brands such as Astra Zeneca, Dell and Nokia.
For further information please visit: www.foviance.com
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