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1. The company: About Bales Worldwide

Bales Worldwide is an independent, family owned tour operator that has been taking clients to all four corners of the world for 60 years. Escorted Journeys and Luxury Tailor-Made specialist Bales Worldwide feature 50 countries with 95 set itineraries plus endless Tailor Made options. A relatively small outfit with 60 staff and a marketing team of six. Offering first-class service and personal touches, Bales never stops striving to search for new destinations and the very best itinerates.

Based in DORKING (Surrey) United Kingdom.

Bales has a base of more than 140.000 UK customers ,with a variety of holiday preferences, offering them a broad products product range when it comes to the location, type and timing of their holidays. Contact: Raymond HOWE, Marketing Communication Manager

Web site: http://www.balesworldwide.com
2. The context: Embracing the future
Bales needs to differentiate from other tour operators and also increase customer share (more fidelity with its regular customers), attracting new customers too.

While it has been long rooted in a traditional business with a traditional business model, the company has managed to successfully embrace the technological change that has transformed the travel and leisure sector, unlike many others who fell by the wayside as the face of the industry was revolutionized through direct mailing and then the internet.

3. The objectives: Sales increase

To increase its market share and customer share, Bales wanted to reach its regular customers more often. Gaining attention, stimulating interest, developing interaction should conduct in sales increase. Emailing was the perfect channel, but needs to be personalized to avoid spamming. Run many thousands of mini campaigns, by hyper segmenting the customer data base, allows tightly targeting of customers ‘holiday preferences. This relevant communication campaign should also re-awake lapsed customers.

4. The decision making process: using expert consultant

Wisely, Howe decided to call on the services of an experienced, expert consultant to help Bales seek out the solution it was looking for. As a relatively small outfit with 60 staff and a marketing team of six, Howe felt that he and his team would benefit from specialist assistance to weigh up the options. “We basically didn’t feel we had the skillsets internally to tackle such a critically important task for the businesses so we employed a consultant to help us and we managed to get the list of potential solution providers down to seven initially, then down to a shortlist of three who were asked to present,” explains Howe.

5. Changes in Business Process Reengineering

The company wanted to achieve a number of aims including automating many of the time-consuming, labour intensive tasks it typically carried out manually, it wanted to improve turnaround speed on all customer interaction processes and it wanted to seek out any efficiencies it could within its vast multi-channel communications programme.

6. The SW solution: Cross-Channel Marketing Optimisation

The result of the expert consultant job was the appointment of enterprise marketing software provider Neolane that was asked to implement its Cross- Channel Marketing Optimisation solution. While multi-channel marketing practices and software solutions often take a silo approach with little cross-channel campaign consistency, Neolane’s product allows Bales to use a combination of channels collaboratively. “Neolane enables us to build a single view of each individual in our customer database and to automatically create timely, content personalised campaign communications that match our customers’ holiday preferences,” says Howe.
7. The obstacles: user-friendliness overtakes cost

“After cost, which is obviously a factor in the current economic climate, the user-friendliness of Neolane’s solution was critical for us. I didn’t want to have to rely on an IT geek every time we wanted to do something. I wanted the guys in my team to be able to use the system without too much prior knowledge, or specialist training.” “Thankfully, the user interface is unbelievably intuitive and to be honest, most of us managed to get cracking and use the solution straight away with virtually no training at all,” says Howe. Another user interface issue that Howe was impressed by was the workflow that he also describes as “ridiculously easy to use”, based on drag and drop principles.

8. Concrete Benefits: Sales increase by 5%

And if it’s results you are looking for from the personalised, tailored approach that Neolane’s software platform has permitted, then consider the fact that Bales open rates on emails has shot from just 8% to 89% and response rates to the company’s regular customer questionnaires have shot up to between 14% and 22%. 

Overall, response rates to Bales’ communications have doubled. 

But the biggest and most important indicator of all is the fact that Bales Worldwide sales since the solution was implemented in May have risen by 5% – a remarkable achievement given the economic backdrop against which the success has been made. To put that in some sort of context, consider that according to the most recent DMA Email Marketing Council survey of the UK’s leading email service providers in the first quarter of 2008, their unique opening rates in retention campaigns averaged 22% (versus 56% at Bales) and average unique click through rates 8% (versus 41% at Bales). “By whichever metric we consider the improvements, Neolane has at least doubled our campaign response rates,” concludes Howe.

For internal human resources, Gathering and digesting data in a handful of formats from seven or eight sources took four or five man hours a day – now it’s all done pretty much instantaneously.

9. Lessons to be learnt

· User friendliness of the solution is key

· Personalized messages are really efficient

10. Personalized Email is a good practice to be retained

Personalized one-to-one Email marketing is key to success, with remarkable sales increase results: 


Bales has analysed the success metrics of standard content against personalized and also inferred content campaigns. Using test groups, it has found that for its business:

· Email opening rates rise on average from around 20 percent for standard emails
 to 46 percent for personalised content
 to more than 56 percent when inferred preferences
 are used to determine content.

· Click throughs rise from 8 percent to 29 percent to 41 percent.

· Reactivity climbs from 24 percent to 38 percent to 49 percent.

11. The Provider: NEOLANE

Neolane provides the only enterprise marketing software specifically designed to manage, automate and optimise coordinated, personalised messages across both traditional and emerging channels including mobile.

Neolane’s cross-channel marketing and lead management solutions are built on a single, open platform that centrally manages direct marketing campaigns, leads, resources, customer data and analytics to improve effectiveness and ROI. More than 140 of the world’s most innovative marketers including Alcatel-Lucent, Sephora and Virgin Megastores/zavvi run Neolane.

Visit: www.neolane.com
12. To know more

· PPT Bales Worldwide Ltd

· Article in the “Database Marketing December 2008”

· Bales Worldwide selects Neolane customer marketing automation software

13. The TAGS 

UK Personalized Email Travel agency Neolane 

� Standard email content used no personal preference data


� Personalised content was determined by historical client data


� Inferred content was gathered from web visits following responses to an earlier email
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