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Action Plan 

Indicative Title 

The importance of customer retention and social media in a Travel Company. 

Is social media marketing crucial for Tru Travels in maintaining customer retention and providing good customer care?

Executive Summary

The purpose of this action plan is to provide a strategic framework for the successful execution of my Project which is the importance of customer retention and care for social media within Tru Travels. Focusing on achieving a 7,000-word deliverable case study and a 1,000-word Professional Output. This plan outlines key objectives, methodologies, and a detailed timeline to ensure the projects timely completion and overall success. 

The primary goal of my project is to set clear objectives which are.
1. Engaging and interactive experiences on social media where customers are involved and how they connect and feel towards Tru Travels. 
2. Responsive and supportive interaction where customers receive feedback or help with anything linked to tours or social media platforms to enhance customers overall satisfaction and trust within Tru Travels. 
3. Customers seeking a sense of community through social media where individual customers can connect with like- minded customers who share their passion for travel and their experiences with Tru Travels. This will include Customer Reviews through Trust Pilot and TripAdvisor. 
4. Do Tru Travels offer beneficial loyalty programs where customers feel valued?
5. Personalised and Attentive Care where customers feel appreciated if their customer experience was to be personalised and feeling that Tru Travels are understanding and willing to go the extra mile to provide tailored services. 
6. Exclusive and Valuable offers such as exclusive offers, promotions on social media, also do Tru Travels work with Influencers to promote the Business more? 

By aligning these objectives with these customer perspectives, Tru Travels can create a social media strategy that not only meets business goals but also adds value to its customer base. 

The action plan comprises several phases, including defining objectives, conducting research, writing, reviewing, and finalising the project. Each phase is meticulously designed to contribute to the overall success while adhering to established timelines and word count targets. 

Introduction 

The purpose of the research activity is to develop the ability of students to engage critically and innovatively with theory and practice relevant to the chosen subject areas to produce a discipline specific in-depth project. 

How is the student’s discipline knowledge and understanding demonstrated in a case study portfolio of the importance of customer retention, customer care for Tru Travels and how social media marketing effects this positively and/or negatively? 

The aim of this research activity is to produce a 10,000-word discipline specific in-depth project. 

This discipline specific project portfolio will include the following:
· Action Plan of 2,000 words.
· Case study which will include 7,000 words. 
· Professional Output of 1,000 words. 



Project Overview (Methodology) 

Within the independent project the writer will be creating a case study as case studies are good for describing, comparing, evaluating, and understanding different aspects of different types of research issues. This will allow the writer to explore in-depth knowledge of the key characteristics, meanings, and implication of the case (Siau & Rossi, 2011, p 249-268). 

Within the research of the independent project, the writer will be finding out the various advantages and disadvantages of marketing together with customer retention through social media of Tru Travels, it will also be including the effects on social media and how this may or may not affect the customer. 

Including conducting secondary research such as Qualitative Research which will help answer any questions regarding the research methods (Fossey, et al, 2002, p 717-732), what issues and problems that Tru Travel face when dealing with customers and how they focus their attention to help solve these issues. Furthermore, Quantitative Research may be needed to see how many customers return to Tru Travels, how often they use their tours and how they expand their business to see how many new customers they have each year and how much customer retention grows throughout the years from past to present. The data collected through these methods will be used to support my research hypotheses and draw conclusions and recommendations about Tru Travels case study. This will provide an opportunity for me to maximise data utility.

Likewise, as opposed to primary research, this will be carried out online by sourcing academic sources such as books, journals, literature and extracts etc. Additionally, online reviews from customers who have completed a Tru Travels Tour will be included and reviewing their feedback, the review website that is used are Trust Pilot and Trip Advisor, this will be completely anonymous, so no GDPR is breached or needed (Littlechild, 2020). Nevertheless, research method such as netnography is included as this can be used (Bartl, et al, 2016, p 165-196).  to provide the best performance of online reviews through Trust Pilot and Trip Advisor, this method is a non- participant as this relates to using public data. 

Within the case study, the researcher will be using research methods which include the key terms of Epistemology (which will guide the approach to knowledge and the chosen data aligns with philosophical perspective which strengthens the validity and credibility of the research), Subjectivity (by capturing the depth of experiences, by balancing subjectivity with transparency with research analysis), Case Study Method (to find research and gain an understanding of the particular topic with some flexibility of case study methods which will allow for an in depth exploration of the real world) (Connaway & Radford, 2021). 

The approach that the researcher will be using is making use of a laptop at home, doing online research. The researcher will also be using the university library to help receive a wide range of online resources as well as online E books. It is believed that these methods are the best approach for the research question. 

The researcher intends to compare another tour company that are like Tru Travels but also different to see how they approach their customers and how much customer retention they also receive compared to Tru Travels. Another tour company that is known to tourists is Intro Travel, they provide similar activities to Tru Travels but also on different scales. 

Furthermore, it is believed that this is a good research method and to research in depth of Tru Travels social media and how they receive their customer retention as this is very important in the travel and tourism industry where businesses are either growing to become more successful or they are failing due to the changes social media has  (Sharma & Verma, 2018, p 19-36) Therefore, market research is reliable and helps business’ stay ahead for them to expand. Tru Travels was founded in 2012 and every year they are expanding their business as believed they have excellent customer service, customer retention and have knowledgeable employees for their social media platforms. Tru Travels have put their customers first as it is believed that no customer retention will mean no business and no success (Kwamega, et al, 2015 p 43-52). Tru Travels provides tours in Asia, Latin America, Australia and Europe and provides different tours to provide for all customers from around the world instead of basing their customers in the United Kingdom, as Tru Travels are a successful business they are able to provide this and expand to allow all customers from around the world, they base their customers’ needs for ages 18-35, however older customers are also allowed to buy onto the tours (Tru Travels, 2024). 

SMART Goals

The importance of SMART goals is to provide a structured action plan for individuals to adhere to, facilitating goal achievement (Kononova, et al, 2019, p 67-68).

· The first aim of a smart goal is to achieve a high grade within studies especially within the independent project to enhance a high classification which provides a higher chance of getting a good career compared to other applicants who do not have a university degree within the Travel and Tourism Industry. 
· Dedicating at least 16 hours a week to the independent project, which is deemed manageable, doable leveraging to have good time management skills. The approach involves completing one section each week for four months then dedicate at least two weeks to edit the first draft which will be completed in time to hand in for the due date. 
· Aspiring to specialise in Tru Travels and have good knowledge on customer retention and care for the future, either to work with them or establishing a successful venture is a goal. 
· Maintaining focus includes physical exercise at least five times a week which helps to stay/keep motivated, different exercises includes walking, cycling, swimming, gym classes. 

Tasks and Subtasks 

There are lots of tasks and subtasks that are considered while planning the independent project. The first task was to submit an ethical form which was needed if the project included primary research, which in this case there will be no primary research and will only include secondary research data. The next task is to complete an action plan where it is undertaken to outline the projects objectives and ensure success. Following the action plan, the research for the 7,000-word case study commences to write and plan the portfolio. There will be a table/ graph explaining the timeframe for each set task within the Timeline heading. Once the case study is completed. Upon completing the case study, the focus moves towards the professional output which is 5 minutes long (1,000-word equivalent). Once the three sections (Action Plan, Case Study and Professional Output) are completed, efforts are made to ensure it runs smoothly, and is set on one document portfolio. The initial first draft is ready for submission for feedback, facilitating necessary edits based on critical feedback to enhance the quality and success, upon completing of edits and finalising the project, this will be ready for submission by 10th May 2024. 

Resource allocation

Resource allocation will be used throughout the independent project to ensure all resources such as time, personnel, and equipment to various activities within the project. The goal is to optimise the use of limited resources to achieve and desired objectives and outcomes efficiently (Bloom, et al, 1969, p 69-81). This includes. 

1. Prioritisation- determining tasks and activities are critical or having the highest priority. This assesses the importance of each task in relation to organisational goals. 
2. Decision making- Ensuring all decisions are used effectively and accurately about the resources that are used and distributed based on factors like project deadlines, available resources, and strategic importance. 
3. Flexibility – Adapting resource allocation plans if circumstances change, this could include unexpected challenges, changing priorities around and changes to project scope.

Timeline 

The writer will have from November 2023 to May 2024 to complete the independent project. Progress will be made each week to complete certain areas which will build the development of the portfolio to the 10,000-word criteria (CFI Team, 2023). Refer to Appendix 1 for timeline chart. 

Risks 

Working on the project independently, especially when relying solely on secondary research without conducting primary research, there are some potential risks which are. 
· Limited depth of information which could limit the depth of information available as the researcher would not be able to ask individuals who have completed a Tru Travels Tour. However, the writer will be able to use their experience. 
· Quality of secondary sources which may vary from the quality and reliability of information available, and some could be outdated leading to potential misinformation within my project. 
· Lack of original data as without primary research, this can be lacked on missing out the opportunity to gather unique data tailored to specific topics and project which can also limit the depth of the work. 
· Dependency on existing perspectives this risks of unintentionally adopting biases or limitations present in the existing literature which limits the findings. 
· Difficulty in validation which first hand may pose challenges in confirming accuracy and relevance of the data gathered from secondary sources. 
(Mora, 2022) 

Monitoring and Evaluation 

Monitoring and evaluating the piece of work throughout the project involve self – reflection, goal assessment and ongoing feedback which helps to stay motivated to reach the end goal (Crawford & Bryce, 2003, p 363-373). 

To monitor:
· Establish clear milestones, breaking down the project into manageable tasks with clear timelines. 
· Regularly assess the progress against the established milestones which can be done weekly, daily, monthly to ensure it is on time/ tracked. 
· Utilise project management tools or to do lists to track completed tasks and upcoming deadlines, this will help not to get stressed and visualising the progress. 
· Record the time spent on each task which helps tracking productivity and identifies where more or less time on specific areas can be spent.
(LinkedIn, 2023).

To evaluate: 
· Evaluate the progress against goals that are set at the start of project and consider what the writer has accomplished and what may need extra attention. 
· When possible, receive feedback from the lecturer and family which gives another insight and perspectives that could have been missed. 
· Accessing the quality of the work, consider if it meets all expectations and standards that the writer has set. 
· Reflecting on new skills and acknowledge the current skills that are acquired for the project and identify learning curves for continued growth. 
(Logan Leadership, 2023)
· Evaluating how to handle challenges and what solutions are used and what could be improved for the future.


Conclusion 

In conclusion, this action plan states a strategic roadmap for leveraging social media marketing to enhance customers care and retention for Tru Travels. By emphasising regular monitoring, adapting to emerging trends and ensuring deadlines are put in place to achieve set targets this aims for a vibrant online marketing strategy. The incorporation of feedback from existing customers and first-time customers this shows loyalty campaigns to ensure a customer centric approach. Through implementation and continuous evaluation, this action plan seeks to not only achieve its objectives but also serve as a dynamic framework for ongoing improvement in Tru Travels’ social media marketing strategies. 
Case Study 

Introduction 

This case study explores into the connection of customer care, customer retention, and the dynamic landscape of social media marketing within the context of Tru Travels.  In an era dominated by digital connectivity, creativity and global markets, the travel industry stands at the forefront of innovation, adapting its strategies to meet the needs of its audience. As a travel company navigating the competitive scope of exploration (Evans, Paradis, 2023, p 105-112), Tru Travels recognises the key role that customer satisfaction and retention play in promoting loyalty connections with its audience. 

With the advent of social media as influential point of contact for consumer interaction Tru Travels embarks on a comprehensive exploration of how these channels can be connected not only for promotional attempts but more crucially, as avenues for genuine engagement and responsive customer care. The interconnected nature of social media networks presents an opportunity to build community of passionate travellers, encouraging a sense of belonging that goes beyond the traditional client- company relationship (Huang, Gallegos, Lerman, 2017, p 245- 256). 

How can Tru Travels leverage the expansive reach of social media to not only attract but retain a loyal customer base? This case study seeks to unravel the strategies employed by Tru Travels to enhance customer care practices through digital platforms, support customer retention mechanisms and strategically position itself in the competitive travel landscape (Schaupp, Belanger, 2014, p 187-207). 

During the case study there will also be a compare and contrast. In the vast landscape of travel companies, Tru Travels, and Intro Travels emerge as two attractive entities, both offering tours and sharing a common ground in their reliance on social media as a primary promotional opportunity. As this case study unfolds, comparing two small but active companies to see how they each handle customer care, retention, and social media marketing. (Tinsley, Lynch, 2007, p 15-27). By comparing Tru Travels and Intro Travels, it is aimed to draw insightful similarities and contrasts, unravelling the unique narratives that shape their online presence with diverse community of travel enthusiasts. 

The methodology used in this study incorporates qualitative and quantitative analyses (Brannen, 2017, p 3-37). Through a regular examination of Tru Travels’ social media activities, customer feedback and key performance guides, they aim to provide an understanding of the dynamics shaping the company’s customer care and retention endeavours (Verhoef, 2003, p 30-45). 

Definition of Customer Care 

Customer care and service in a travel company refer to the actions and engagements focused on ensuring a positive experience for travellers throughout their journey. This encompasses various services tailored to fulfil customer needs, exceed expectations, boost satisfaction, and lasting relationships, both before and after the travel experience
Top of Form
Bottom of Form
(Hudson, Hudson, 2012, p 4). This will also increase customer loyalty, customer spending and referrals which give free promotion to the company (Queensland Government, 2024). Some key components of customer care in a travel company include:

· Pre – Trip Assistance 
· Communication and Accessibility 
· Personalisation and Customisation 
· Post -Trip Follow Up
· Emergency Assistance 
· Information Accessibility 
· Continuous Improvement
(Lewis, 2010, p 193-211)

Customer care is important to building trust, loyalty, and positive brand perceptions in the competitive travel industry. Travel companies that prioritise exceptional customer service create memorable experiences, encourage repeat business, and benefit from positive word of mouth referrals (Hazmi, 20221, p 247- 252). 

Definition of Customer Retention

Customer retention in a travel company involves using strategies to make travellers want to keep using the same company for future trips. It goes beyond the first booking and aims to create lasting relationships with customers. (Ahmad, Buttle, 2001, p 29-45).  In the travel industry, where competition is brutal, customer retention is crucial for sustained business success (Jamieson, 1994, p 11-13). Some key aspects of customer retention in a travel company include: 

· Building loyalty 
· Repeat Bookings
· Personalisation 
· Communication and Engagement
· Customer Feedback and Improvement 
· Exclusive loyalty programs
· Exceptional customer service
· Surprise exclusive perks
· Retention Analytics
· Brand Consistency 
(Barron, 2023) 

Effective customer retention strategies in the travel industry not only secures repeat business but also contributes to brand promotion as satisfied customers are more likely to recommend the company to family and friends. Retained customers often become valuable ambassadors for the travel company, (Al- Shuaibi, Shamsudin, Aziz, 2016, p 155-161) which plays a key role in attracting new customers through positive referrals. 



Background of Tru Travels 

History 

Tru Travels was founded in 2012 (Tru Travels, 2024), the company embarked on a transformative journey to redefine the landscape of guided travel experiences. What began as a vision shared by two ordinary young men named Joe and Mark (Tru Travels, 2024) has blossomed into a dynamic force within the travel industry. Rooted in the belief that travel has the power to descend borders and transform individuals, Tru Travels emerged with a mission to create immersive journeys that go beyond the conventional tourist trail. Joe and Mark found themselves surrounded by amazing travellers who shared incredible journeys who was having their best time, and the guided tours are known to be called TruFam (Tru Travels, 2024). 

Values 

Tru Travels are committed to promoting reliable connections to not only travellers and destinations but also among the diverse global community it brings together, known as Tru Fam (Tru Travels, 2024). Tru Travels’ beliefs lies a set of core values that serve as an incentive for every venture. Tru Travels believe in the inspiration of shared experiences, creating bonds that go beyond the duration of a trip. 

Inspired with a deep sense of responsibility towards the planet and its communities, Tru Travels prioritises sustainable and responsible travel practices (Tru Travels, 2024). From minimising environmental impact to supporting local economies and business’ the company supports a model that respects and preserves the beauty of the destinations it explores. For example, when a customer goes to book a tour underneath the details, it shows how much they are giving back to the local community and the sustainability measures. 
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(Tru Travels, 2024)
Tru Travels are wanting to make a world a better place for locals, travellers, guides, and partnerships they work with (Tru Travels, 2024). 

Tru Travels celebrates the strength of diversity, recognising that each traveller adds a unique variety to the collective experiences. The company encourages an inclusive environment where everyone, regardless of background or identity, feels welcomed and valued (Tru Travels, 2024). 

The belief that Tru Travels is a powerful substance for personal growth, Tru Travels seeks to empower individuals through exploration. The journeys created by the company aim not only to showcase the wonders of the world but also to inspire self-discovery and a deeper understanding of the global community. It is believed that most of the travellers who travel with Tru Travels are solo travellers with around 65% which is more than half of the travellers (Tru Travels, 2024). 

Mission 

Tru Travels mission extends beyond producing itineraries, it is a commitment to creating meaningful, transformative experiences, the company strives five missions. 

· By creating journeys that ignite a passion for exploration and discovery. 
· Prioritising customer care and satisfaction through ideal customer care practices, ensuring that every traveller feels supported and valued throughout their journey. 
· Building life lasting connections, not only between travellers but also between the company and its global community. 
· Promoting responsible and sustainable travel practices, contributing to the preservation of the planet’s beauty for future generations. 
· Cultural exchange by facilitating authentic interactions between travellers and the communities they visit by encouraging mutual understanding and respect. 
(LinkedIn, 2024)

In essence, Tru Travels stands not just as a travel company but as a creator of stories, a facilitator of connections for responsible transformative travel. The company continues to grow, its history, values and mission remain committed, guiding each traveller on a journey of discovery and connection (Tru Travels, 2024). 

Social media platforms used

In an era where digital connectivity is important (Jackel, Rovekamp, Wurfel, 2007, p 214-223), Tru Travels has strategically positioned itself across multiple social media platforms to engage, inspire and connect with its diverse audience. Tru Travels comprehensive approach to social media reflects an understanding of the varying dynamics and preferences within the digital landscape (Taneja, Toombs, 2014, p 249). 

The first platform they use is Facebook which has the highest following, with its expansive user base, serves as a key platform for Tru Travels. The company not only shares visual content but also creates a sense of community. Group discussions, user generated content, and real time updates create a dynamic space where past and potential travellers interact, share their experiences, and build a virtual community (Ray, 2013). 

The second platform they use is Instagram where this has the second highest following, where everything that looks appealing matches Tru Travels’ focus on immersive experiences. The platform serves as a visual storytelling overview where the company showcases beautiful landscapes, vibrant cultures, and the essence of its journeys (Huey, Yazdanifard, 2014, p 3-4). The use of high-quality visuals and engaging captions allows Tru Travels to craft aspirational narratives that resonate with the platforms visually- driven audience. Instagram becomes a window into the world of Tru Travels, inviting the users dream, planning and embark on their own transformative adventures (Tru Travels Instagram, 2024). 

Additionally, Tru Travels with a wise understanding of evolving digital trends ventures into TikTok, tapping into the platforms unique format to deliver small travel inspiration through engaging short form high tech videos, Tru Travels captures the essence of its adventures, leveraging TikTok’s energetic and visually dynamic nature. This platform allows the company to showcase not just destinations but the vibrant experiences within them (Mhalla, Yun, Nasiri, 2020, p 2050050).  By embracing trending challenges and leveraging creative storytelling, Tru Travels sparks curiosity in the younger tech knowledge audience. TikTok becomes a playground where Tru Travels effortlessly combines entertainment with travel inspiration, creating a space where each video is a moment of exploration and discovery (Tru Travels TikTok, 2024). 

Lastly, YouTube has the lowest following, even though this is also used to promote Tru Travels company, however being the smaller following platform, it serves its purpose through their website where it’s linked to their YouTube through videos. All tours on their website have visuals where travellers will look at before booking any tours online to see if they are wanting to do this.  Recognising the power of video in storytelling, Tru Travels strategically embraces YouTube as a central platform for sharing immersive travel experiences (Schwemmer, Ziewiecki, 2018, p 205630511878670).  The company’s YouTube channel serves a source of destination guides, travel vlogs, and behind the scenes glimpses, providing a multi-dimensional view of its offerings. By leveraging the visual appeal of storytelling capabilities of YouTube, Tru Travels enhances its brand narrative, offering potential travellers a compelling preview of the adventures that await (Tru Travels YouTube, 2024). 

The strategic selection of these platforms reflects Tru Travels’ commitment to reaching diverse audiences across different digital preferences. Facebook builds communities, Instagram appeals visually engages in real time conversations and YouTube immerses viewers in dynamic visual narratives (Schaupp, Belanger, 2014, p 187-207). By strategically utilising each platforms unique features, Tru Travels ensures a comprehensive and tailored approach with a global audience, creating a sense of connection, inspiration, and community across the digital landscape. 

	Social Media Platforms 
	Followers (28/2/24)

	Instagram 
	62.6K

	Facebook 
	119K

	YouTube
	1.6K

	TikTok
	17.1K



Content Strategy

Tru Travels, with its vibrant and diverse travel offerings, employs a detailed content strategy across various social media platforms. The effectiveness of their approach is evident in the deliberate selection and presentation of content types tailored to connect with their target audience (Digital Strategy Overview, 2014). 

Since 2014, Tru Travels have grown and promote their company through social media. Tru Travels excels in the art of visual storytelling, utilising platforms like Instagram and Facebook to showcase the breath-taking landscapes, vibrant cultures, and immersive experiences offered in their tours. High quality images where visuals create an instant connection. (Chaney, 2009). The content not only highlights destinations but also portrays the essence of the Tru Travels experience, inviting followers to see themselves as part of these transformative journeys (Kim, 2020, p 173-183). 

A useful strategy employed by Tru Travels is the incorporation of user generated content, encouraging travellers to share their experiences through hashtags which allows the brand to build a community of supporters. The authenticity of user generated content not only adds credibility but also serves as a powerful endorsement, amplifying the impact of Tru Travels’ narrative.  This hands on approach creates a sense of belonging and transforms followers into active contributors to the brand’s story (Munar, Jacobsen, 2014, p 46- 54). 

Tru Travels strategically includes behind the scenes glimpses in its content strategy, offering a peek into the people and processes that make each journey unique. From tour guides preparing for an adventure to sincere moments with fellow travellers, these snippets humanise the brand and create connection beyond the picturesque landscapes. Such content resonates with the audience, emphasising the company’s values of authenticity and transparency (Gallimore, Wilkinson, 2019, p 105-115). 

Recognising the power of video, Tru Travels invests in creating immersive video content, particularly on platforms like YouTube and TikTok (Burns- Stanning, 2020, p 1-11). Destination guides, travel vlogs, and short form videos showcase the dynamic and experiential aspects of their tours. This multimedia approach not only caters to varied audience preferences but also allows potential travellers to virtually explore destinations, enhancing their understanding of the adventure that awaits (Dudley, 2003, p 145-156).

The effectiveness of Tru Travels’ content strategy is evident in the engagement metrics across platforms. High likes, shares, comments, and the use of dedicated hashtags indicate active audience participation. Tracking metrics related to user generated content, such as the number of submissions and their reach provides insights into the community’s enthusiasm. Additionally, the success of video content can be measured through views, watch time, and audience retention, reflecting the effectiveness of conveying the brands narrative (Kim, 2021, p 195-213). 

Tru Travels’ content strategy on social media weaves a multifaceted journey that connects with its audience. The combination of visual storytelling, user- generated content, behind the scenes and immersive videos contributes to an engaging narrative. The effectiveness is not only evident in quantitative metrics but also in the qualitative aspects of community building and brand. By crafting content that goes beyond promotional messages, Tru Travels successfully invites its audience to embark on a virtual journey, adopting a connection that extends beyond the digital realm. 

Engagement and Interaction 

Tru Travels engages with its audience through social media, empathising user-friendly comments, likes, shares and the overall interaction. This engagement plays a crucial role in the broader context of customer care, retention, and social media marketing for the success of Tru Travels (Aydin, Uray, Silahtaroglu, 2021, p 768-790). 

Tru Travels has developed a social media plan that emphasises building real relationships with its followers. Tru Travels achievements are not just about numbers; they are also about meaningful interactions. This creates a digital community that enhances customer support, loyalty, and effective social media marketing (Maecker, Barrot, Becker, 2016, p 133-155).

Tru Travels excels in user-friendly comments across its social media platforms. By actively responding to user comments with enthusiasm, gratitude and helpful information, the brand transforms its social media profiles into interactive forums (West, 2015). The engagement is not solely transactional but evolves into meaningful conversations, whether its answering travel- related inquiries, providing additional details about certain destinations or acknowledging positive experiences, Tru Travels commitment to user friendly comments and a personalised touch that resonates with its audience (Dapko, Boyer, Harris, 2021, p 358- 364). 

The strategic use of likes on Tru Travels’ social media profiles goes beyond a simple acknowledgment of user activity. Each like becomes a gesture of appreciation, signalling that the company values the contributions and interactions of its audience. Tru Travels utilises likes to highlight user generated content, showcasing the diverse experiences of its travellers. This approach not only encourages further engagement but also positions the brand as actively involved in celebrating the adventures of its community (Baumol, Hollebeek, Jung, 2016, p 199-201). Additionally, when customers like a post from Tru Travels on Instagram and YouTube, it pushes that certain content out to reach more people who may then become customers, therefore liking content from a smaller company will help boost the company even more to reach its needs (Dieffenbach, Anders, 2022, p 196). 

Tru Travels leverages the power of shares as a dynamic tool for amplifying user stories, by encouraging travellers to share their experiences and adventures, the company utilises the authentic narratives of its audience (Brink, 2023). These shared stories, whether through personal posts, photos, or testimonials, become invaluable testimonials for potential customers. Tru Travels strategically reshapes its marketing narrative by incorporating user generated content, turning its audience into brand ambassadors who authentically convey the essence of the travel experience (Vocalcom, 2024).

The overall interaction on Tru Travels social media platforms reflects a deliberate effort to encourage a sense of community. Beyond standard engagement metrics, such as likes and comments, Tru Travels creates interactive spaces through polls, quizzes, and open-ended questions (Tru Travels Instagram). These initiatives not only gather valuable insights from the audience but also invite active participation (Kumar, Novak, Tomkins, 2006, p 611-617). By initiating discussions about travel preferences, dream destinations and experiences, Tru Travels positions itself as more than a travel provider, it becomes a catalyst for shared passions and collective exploration (Tru Travels, 2024).

The user-friendly comments and responsive engagement by Tru Travels on social media play a crucial role in customer care (Surbhi, 2023). Each interaction is an opportunity to address inquiries, provide personalised recommendations and offer real time assistance to those active. Tru Travels is dedicated to a friendly and inviting online environment, enhancing the overall customer experience. This commitment plays a crucial role in cultivating trust and loyalty within its audience (Scout, 2023).

Engaging with the audience in a user-friendly manner is a retention strategy in action. By actively participating in discussions, acknowledging user contributions showcasing share experiences, Tru Travels sets lasting connections (LinkedIn, 2023). These interactions extend beyond the duration of a single trip, contributing to a sense of belonging and encouraging repeat business. Retention becomes not just a result of transactional satisfaction, but a natural outcome of ongoing relationship nurtured through social media engagement (Dublino, 2023). 

Tru Travels approach to user friendly engagement on social media is a foundation of its marketing strategy. The company recognises that authentic storytelling, driven by user generated content and interactive discussions, is more impactful than traditional efforts (Upqode, 2024). The engaged audience becomes a living testament to the brand’s promise, influencing potential travellers through first-hand experiences and genuine recommendations. Social media ceases to be a one-way communication channel, instead, it becomes a dynamic platform where Tru Travels and its audience collectively shape the narrative (Naseer, 2023). 

Tru Travels’ adept handing of user-friendly comments, likes, shares and overall interaction on social media transcends the conventional metrics. It represents a conscious effort to nurture relationships, encourages community, and amplify the authentic voices of its audience. This strategic approach not only contributes to effective customer care and retention but also forms the backbone of a compelling social media marketing strategy. Tru Travels’ success lies not just in the destinations it offers but in the digital community it has cultivated one where every like, comment and share is evidence to the shares joy of exploration and discovery. 

Impact on Brand Awareness

In the dynamic landscape of the travel industry, Tru Travels has harnessed the power of social media as a basis for developing brand awareness. The multifaceted impact extends beyond numerical metrics, weaving a narrative of growth, engagement, and community building (AlContentfy, 2023). 

Tru Travels has strategically harnessed social media metrics to measure brand awareness (Tru Travels 2024). Metrics such as reach, impressions, and engagement rates provide quantitative insights into the visibility of Tru Travels’ content. Tracking the growth of followers across platforms becomes a key indicator of expanding reach (AlContenfy, 2023). Moreover, the virality of shared content and the frequency of branded hashtags contribute to a tangible measurement of brand awareness. By dissecting these metrics, Tru Travels gains a comprehensive understanding of its online presence, pinpointing areas of success and areas for strategic refinement (Evans, 2023). 

The impact of social media on Tru Travels’ online presence growth extends beyond numerical metrics (Farris, et al, 2010, p 2-4). The company has navigated the digital landscape with a focus on creating a narrative that connects. Compelling visuals, engaging storytelling, and consistent branding across platforms have elevated Tru Travels beyond a mere travel service provider; it has become a storyteller, a creator of experiences (Donmez, Turkmen, 2018, p1-15). The growth in online presence is not just about numbers but about creating a digital footprint that mirrors the essence of the brand, adventurous, inclusive, and transformative (Valanarasu, 2021, p 77-91). 

Central to Tru Travels’ success is the cultivation of a vibrant online community. The impact of social media on community development is evident in the organic growth of followers who evolve into active participants. Beyond transactional relationships, Tru Travels has created a sense of belonging and shared passion among its audience (Tru Travels, 2024).  User generated content, user friendly comments and collaborative initiatives have transformed social media platforms into spaces where community members share their stories, exchange travel tips, and celebrate the spirit of exploration (Oladipo, 2023).  The sense of community it not only a proof to Tru Travels’ brand strength but also a living embodiment of the impact of social media on forging meaningful connections (Tru Travels, 2017). 

The impact of social media on Tru Travels’ brand awareness transcends numerical metrics. It is a journey of strategic measurement, online presence growth, and community development. Through a nuanced approach to social media, Tru Travels has not only expanded it reach but has also created a narrative that connects with a diverse and engaged audience (Kolesnyk, 2022, p 85-92). The impact is felt not just in the algorithms but in the stories shared, the bonds formed, and the community that has emerged. Tru Travels has successfully transformed brand awareness into a living, breathing entity, a community of passionate travellers united by a shared love for exploration and discovery (Chekalina, et al, 2018, p 31-51). 

Influence on Customer Decisions

In the era dominated by digital connectively, social media has become an indispensable tool shaping the decisions of potential travellers. The journey from inspiration to booking is intricately interwoven with the narratives, testimonials and feedback shared across various social platforms. 

Social media serves as a vast canvas where potential travellers embark on their journeys of inspiration. Platforms like Instagram, TikTok and YouTube become virtual travel diaries, showcasing picturesque destinations, captivating cultural experiences, and thrilling adventures (Wilson, 2020). The visual appeal triggers aspirations, planting the seeds for future travel plans. As users scroll through feeds filled with breath-taking landscapes and immersive narratives, the desire to transform these virtual aspirations into tangible experiences takes root (Nazir, 2020). 

Customer testimonials have significant influence in the decision- making process. Authentic experiences shared by fellow travellers on platforms like Facebook, Twitter and dedicated travel forums provide invaluable insights (Forbes, 2019).  Potential travellers seek genuine narratives that go beyond promotional content. Tru Travels, recognising the power of authenticity, strategically creates and promotes user generated content (Tru Travels Instagram). Real life testimonials, accompanied by vivid photos and personal stories, become compelling testimonials that bridge the gap between aspiration and action. The impact is not use in words but in the shared excitement, pitfalls navigated, and unexpected discoveries building a sense of trust and reliability (Jones, 2023). 

Social media platforms serve as lively areas where potential travellers actively engage with brands and fellow community members. Comments, likes and shares create feedback that forms perceptions (Kopanakis, 2021). Tru Travels actively participates in this dialogue, responding to enquiries, acknowledging positive feedback, and addressing concerns. The responsiveness and transparency exhibited on social media contribute to a sense of reliability. Users become active contributors to the decision- making process, tapping into the collective wisdom of the community. By raising an open and responsive online presence, Tru Travels positions itself as a trusted guided in the travel decision- making journey (Munro, Richards, 2012, p 141- 154). 

The influence of social media on potential travellers is a journey of inspiration, authentic testimonials, and interactive feedback. Tru Travels, knowing the multifaceted role social media plays, actively develops a digital presence that goes beyond promotion, it is an immersive narrative that guides and inspires. The decision – making journey evolves from a mere transaction to a dynamic engagement, where travellers actively contribute, share, and seek advice. Social media, in its dynamic essence, transforms the travel decision- making process into a collaborative adventure, setting the stage for memorable and authentic journeys with Tru Travels. 

Social Media Campaigns 

One of Tru Travels’ standout campaigns is #TruMoments, a dynamic initiative focused on capturing and sharing authentic travel experiences. (TruTravels Instagram, 2024). This user generated content campaign encourages travellers to share their most memorable moments using the branded hashtag. The effectiveness of #TruMoments lies not just in the abundance of visually stunning content but in the emotional resonance it creates. By turning travellers into content creators, Tru Travels builds a diverse and engaging narrative that extends beyond traditional marketing. The campaign’s success is evident in the organic growth of the hashtag, transforming it into a community driven storytelling platform (Saeed, 2024).

#TruStories is another impactive campaign that goes beyond showcasing destinations, it amplifies the personal narratives of travellers. Through a series of video testimonials, blog features and interactive social media posts (TruTravels, 2024). Tru Travels humanises the travel experience. By featuring diverse voices and perspectives, the campaign establishes a connection with a broader audience. The effectiveness of #TruStories is evident in its ability to turn past travellers into brand ambassadors. The authentic storytelling connects with potential travellers, showcasing the transformative power of TruTravels’ adventures (Tru Travels, 2024). 

Incorporating a socially responsible angle. Tru Travels launched #TruImpact, a campaign focused on the positive impact travel. By highlighting community initiatives, sustainable practices, and positive contributions made during trips. #TruImpact positions Tru Travels as a socially conscious travel provider (TruTravels, 2024). The campaign’s effectiveness extends beyond traditional metrics, it creates a narrative that supports the values of an increasingly socially conscious audience, brand loyalty and attracting travellers who prioritise ethical and impactful adventures (TruTravels, 2024). 

The effectiveness of these campaigns is measured through a mix of numbers and how people engage with them (Farris, et al, 2010, p 287- 336).  Numbers, like the growth of specific hashtags and interaction rates, provide insights (Mauda, Kalman, 2016, p 3526- 3535). Analysing how deeply people get involved paints a bigger picture. Tru Travels' success is not just about the numbers, but the emotional connection forged through authentic storytelling, community building, and a commitment to social responsibility (Akanksha, et al, 2023, p 143).

Tru Travels’ social media campaigns transcend traditional marketing, they shape a collective travel narrative. The effectiveness of #TruMoments, #TruStories, #TruImpact lies in their ability to transform travellers into storytellers, adopting a sense of community, and aligning with values that resonate with a diverse and socially conscious audience. These campaigns are not just about destinations, they are about the people, stories and impact that define the essence of Tru Travels.

Competitor Comparison – Intro Travels 

There is another travel company named Intro Travels that are one of many competitors for Tru Travels. Before comparing these two travel companies, there is history, values, and mission that Intro Travels has. 

Intro Travel was founded in 2005 (Intro Travels, 2024), it embarked on a mission to redefine the travel experience. Born out of passion for exploration, Intro Travels has evolved into a boutique travel company offering adventures to diverse destinations. Intro Travels is guided by values of inclusively, authenticity and responsible travel. The company celebrates the diversity of cultures and prioritises sustainable practices to preserve the beauty of destinations for future generations. Intro Travels is on a mission to create transformative travel experiences, with a commitment to building genuine connections and a sense of community, the company aims to inspire a new generation of travellers to explore the world with curiosity and respect (Intro Travels, 2024). 


Social Media Platforms: A Strategic Comparison 

Tru Travels strategically employs a diverse range of social media platforms to establish a comprehensive digital presence. The company embraces Facebook as a community hub, group discussions and user generated content sharing (TruTravels Facebook, 2024).  Instagram becomes visually appealing showcase of immersive experiences, captivating potential travellers. Active engagement on Twitter positions Tru Travels as a participant in real- time conversations within the broader travel community (Love, 2015). The company’s YouTube channel serves destination guides, travel vlogs, and behind the scenes glimpses. Recognising the appeal of short form videos, Tru Travels ventures into TikTok to create bite sized travel inspiration for a younger audience (Tru Travels, 2024). 

In contrast, Intro Travels adopts a more streamlined approach, primarily focusing on Instagram and Facebook. Instagram serves as a visual narrative canvas, showcasing vibrant imagery and maintaining an artistic appeal. Facebook extends this visual story telling while providing a platform for community interaction (Intro Travels, 2024). The absence from platforms like Twitter, YouTube and TikTok suggest a deliberate choice to maintain a visually driven digital presence. 

Tru Travels embraces a multi- platform strategy, reaching diverse audiences with content tailored to each platform’s strengths. In contrast, Intro Travels opts for a more concentrated approach, emphasising a visually driven narrative on selected platforms. 

Customer Care: Nurturing Relationships 

Tru Travels demonstrates a commitment to customer care through active engagement on social media. The company responds promptly to inquiries, addresses concerns and creates a sense of community through group discussions on Facebook, also the emailing technique they use for any sort of help they respond quick. Personalised interactions showcase a dedication to understanding and meeting individual traveller needs (Can, Cetin, 2017, p 29-42). Beyond social media, Tru Travels maintains a responsive support system throughout the entire customer journey (Tru Travels, 2024).  

Similarly, Intro Travels prioritises customer care particularly on platforms like Instagram and Facebook. Responding to comments, queries and direct messages, the company creates a virtual space where travellers feel heard and supported. The approach aligns with the more digital presence, emphasising visual appeal and community interaction. 

Both Tru Travels and Intro Travels exhibit a commitment to customer care, utilising social media as a responsive and interactive channel. Tru Travels showcases a more extensive and varied engagement strategy due to its broader platform presence compared to Intro Travels. 

Retention Strategies: Building Lasting Connections 

Tru Travels deploys a variety of retention strategies across its diverse platforms. Loyalty programs, exclusive promotions, and community – building initiatives and lasting connections (Tru Travels, 2024).  The company’s comprehensive approach integrates these strategies and emphasising the importance of continuous engagement beyond the initial trip. 

Intro Travels, while emphasising community engagement, employs a more streamlined set of retention strategies. Exclusive promotions and community – building initiatives remain central, focusing on creating a sense of belonging among travellers (Intro Travels, 2024). The company’s approach aligns with its digital presence. 

Both Tru Travels and Intro Travels recognise the significance of retention strategies, building connections beyond the initial travel experience. Tru Travels showcases a broader spectrum of initiatives, whereas Intro Travels maintains a more focused yet impactful approach. 

Key points of the Importance of social media for small travel companies 

· Global Reach and visibility 
· Building a brand identity 
· Community engagement 
· Cost-effective marketing 
· Real time communication 
(Tjoe, 2022)

How social media is Marketed for Small Travel Companies

Both Tru Travels and Intro Travels understand the power of visual storytelling in marketing. They utilise platforms like Instagram and Facebook to showcase captivating visuals that evoke emotions and inspire travellers. High- quality images and videos become a means to transport potential travellers to the destinations that they offer (Forbes, 2021). 

Content creation on social media involves more than just promotional posts. Both travel companies create engaging and shareable content that goes beyond advertisements. They share user generated content and interactive posts that encourage the audience’s participation (Sorensen, et al, 2017, p 898-922). 

By embracing trends and challenges on platforms like TikTok and Twitter, Tru Travels integrates its marketing strategy with popular culture. This not only enhances visibility but also positions the brand as relevant and connected interests of a younger, trend audience (Sponsor, 2024). 

Both Tru Travels and Intro Travels use social media to build communities around their brands. Through group discussions, exclusive promotions, and interactive posts, they foster a sense of belonging among their audience. This community- building approach contributes to customer loyalty. (Stockdale, Borovicka, 2006, p 134). 

Overall, the importance of social media for smaller travel companies such as Tru Travels and Intro Travels lies in its ability to offer global reach, building brand identity, promoting community engagement, providing a cost-effective marketing solution, and enable real time communication. Crafting engaging narratives on social media involves visual storytelling, content creation, leveraging trends, and building communities. Tru Travels and Intro Travels exemplify these principles, each carving a unique digital narrative that contributes to their success in the dynamic and competitive landscape of the travel industry. 

	Social media 
	Tru Travels 
	Intro Travels 
	Difference 

	Facebook 
	119K
	113K
	6K

	Instagram 
	62.6K
	65.3K
	2.7K

	YouTube
	1.6K
	2.65K
	1.05K

	TikTok
	17.1K
	28K
	10.9K


(28/2/24)

Metrics and Analytics 

Tru Travels can leverage social media analytics to measure the reach of its campaigns, while impressions provide a basic understanding, deeper metrics such as reach per post, reach growth over time and unique impressions offer more insights. Utilising tools like Facebook Insights and Instagram Analytics, Tru Travels can identify the geographic distribution of its audience, allowing for targeted strategies in regions with untapped potential (Faster Capital, 2024). 

Analysing engagement metrics is crucial for understanding how users interact with Tru Travels’ content instead of counting likes, comments, shares, saved posts, the company can delve into metrics like engagement rate, clicks and shares. These metrics uncover the resonance of content, identifying which posts trigger the most interactions, by understanding the content that drives engagement (Drivas, et al, 2022, p 225-242), Tru Travels can refine its strategy to align with audience preferences. In 2022, there were over 4.59 billion users on social media worldwide and these figures are estimated to reach nearly 6 billion by 2027 (Statista, 2023). 

For Tru Travels, the main goal is to turn interested followers into actual travellers. Monitoring conversion rates through social media analytics is crucial for this. Tru Travels utilises tools like Google Analytics, which are linked with social platforms, to track website visits, brochure downloads, and bookings resulting from particular social media campaigns. (Maintz, Zaumseil, 2019, p 170-182). Tru Travels invites all demographics and geographics, so they need to ensure all costings are the same for everyone and identify customers no matter where in the world they are based. Understanding customer journey from social media engagement to website interaction and conversion provides actionable insights for optimising campaigns (Sherwood, 2017). 

To make their campaigns better, Tru Travels can use A/B testing with social media tools. They try different things like content, when they post, and what they ask people to do. This helps them get information on what works best. Looking at numbers like how many people click and how many act helps Tru Travels make future campaigns even better for their audience (Xu, et al, 2015, p 2227-2236). 

Social media analytics empowers Tru Travels to transform raw data into actionable insights by quantifying reach, engagement and conversion rates, Tru Travels gains a comprehensive understanding of campaign performance. Utilising these metrics strategically informs decision- making, enabling continuous improvement, and ensuring that each campaign aligns with the company’s objectives. 

Challenges and Solutions 

In a social media landscape, standing out can be a significant challenge. Tru Travels faces the hurdle of content overload, where potential travellers are bombarded with travel related content daily. The solution that Tru Travels can differentiate itself by focusing on niche content that highlights unique aspects of their travel experiences. Tailoring content to specific demographics and utilising interactive features like polls and quizzes can enhance engagement (TruTravels Instagram, 2024).

The changing algorithms of social media platforms pose a challenge for organic reach. Tru Travels may experience fluctuations in visibility, affecting the overall impact of their content (LinkedIn, 2024). The solution could be building an active and engaged community through consistent interaction, responding to comments and discussions can help overcome the limitations of algorithms (LinkedIn, 2024). Utilising paid advertising strategically, targeted towards specific audience segments, can also enhance reach and visibility (De Vaal, 2024). 

While user generated content is a powerful tool, managing this content can be a logistical to sift through the vast amount of content generated by travellers (Leonard, 2024).  The solution to this is by implementing a structured user generated content strategy, including branded hashtags and specific guidelines for submission, can streamline the process (Mayrhofer, et al, 2020, p – 166-186). Utilising user generated content strategically in campaigns like #TruMoments and #TruStories can transform this challenge into an asset. 

As new social media platforms and features come up, Tru Travels needs to keep up and adjust. It can be hard for them to figure out and use these new things in their social media plan. The solution is to always watch for new trends and platforms. Tru Travels can try small campaigns on new platforms, see how people react, and then change their plan to fit what's happening in social media (Universal Class, 2024). 

Tru Travels must ensure their content resonates genuinely with the audience while meeting business goals, finding the right balance between authentic storytelling and achieving marketing objectives can be a delicate challenge. The solution is crafting content that feels authentic and relatable, incorporating real traveller experiences, allows Tru Travels to maintain authenticity. Supporting these narratives strategically with marketing objectives ensures that each post contributes to the overall brand message and its goals (TruTravels, 2024).

In the dynamic realm of social media, Tru Travels faces challenges that require adaptability, creativity, and strategic thinking. By addressing content, algorithm changes, user generated content management, emerging platform these challenges into opportunities for stronger and more impactful social media presence. 




Advantages and Disadvantages of using social media to promote a travel company. 

	Advantages 

	Disadvantages 

	
Social media platforms draw in billions of active users globally, offering a significant audience for small travel companies to target.
	
Effective management of social media accounts demands consistent posting, monitoring, and engagement, tasks that can be time-consuming for small business owners.

	
Cost effective – compared to traditional advertising methods, social media marketing can be relatively inexpensive, making it accessible to small businesses with limited budgets. 

	
While organic reach is possible, some social media platforms prioritise paid advertising, making it necessary for businesses to allocate budget for promotions. 

	
Engagement and interaction – social media enable direct engagement with customers through comments, messages, and interactive content, creating relationships and building brand loyalty. 

	
Social media platforms frequently update their algorithms, impacting organic reach and requiring business to adapt their strategies accordingly. 

	
Visual appeal – travel is highly visual, and social media platforms like Instagram are ideal for showcasing great destinations and experiences through videos and images. 

	
Relying heavily on social media for marketing can leave a business vulnerable to changes or shutdowns of specific platforms, potentially disrupting marketing efforts. 


	
Social media platforms provide precise targeting features, enabling travel businesses to reach demographics according to interests, location, and behaviour.
	
Unfavourable comments or reviews on social media can swiftly circulate and harm a travel company's image if not handled appropriately.



The advantages and disadvantages of promoting a small travel business with a competitor market. 

Overall, while social media offers numerous benefits for promoting a small travel business, it is essential to consider the potential drawbacks and develop a well-rounded marketing strategy that includes other channels as well. 

Tru Travels Online Reviews 

[image: A screenshot of a review

Description automatically generated]Tru Travels, a renowned travel company, has garnered widespread acclaim for its transformative adventures. Renowned for creating unparalleled experiences, their commitment to customer satisfaction echoes through the positive testimonials shared by fellow travellers. Here are some first-hand accounts on Trust Pilot, revealing the essence of Tru Travels’ exceptional journeys. 

Tru Travels have over 1,000 5-star reviews from all customers who have travelled with them before with a percentage of 94% of customers reviewing at 5 stars. 
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Diving into the realm of 5- star reviews, a common thread emerges positive experiences by satisfied travellers. These glowing testimonials illuminate Tru Travels’ consistent excellence, revealing the company’s commitment to delivering unforgettable journeys that leaves an unforgettable mark on every adventure heart. 
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Description automatically generated]After exploring the 5-star reviews, here are a few of the 1- star reviews. 


During the challenging pandemic period between 2020-2022, Tru Travels faced negative feedback concerning its refund policy. However, the company has since evolved, showcasing a resilient commitment to customer satisfaction. Recent transformations highlight Tru Travels’ dedication to providing an excellent and supportive travel experience, even during unprecedented circumstances. 
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(Trust Pilot, 2024)













From personal experiences, Caitlyn has experienced excellent customer service with lots of help and support when needed. Caitlyn completed a 27-day Total Thailand Tour in summer 2023 and had made great memories including excellent service from all 4 tour guides when on tour, they have also helped with further travel support. 

Conclusion  

As the narrative of this case study unfolds, Tru Travels emerges as a captivating protagonist in the dynamic interplay of customer care, retention strategies, and social media marketing within the travel industry. From the outset the dedication to genuine connections with customers stands as the foundation of Tru Travels’ success story. 

Tru Travels, with its unwavering commitment to a customer – centric paradigm, exemplifies the transformative potential of prioritising the traveller’s journey beyond mere transactions. Through responsive interactions, personalised engagements and a proactive approach to meeting customer needs, Tru Travels has crafted a narrative that extends beyond the realms of traditional customer business relationships. It is a testament to the power of genuine engagement as the catalyst for building not just a customer base but thriving community of passionate travellers. 

The study unveils the strategic deployment of retention initiatives by Tru Travels, positioning them as crucial building blocks in the company’s journey. Loyalty schemes, exclusive promotions, and community building efforts form a cohesive strategy that transcends typical business- client engagements. Tru Travels showcases how these initiatives not only remain customers but fortify relationships, elevating the brand from a service provider to a trusted companion in the exploration of a desire to travel.

Examining the impact of social media marketing within Tru Travels reveals a carefully crafted narrative that extends beyond promotional endeavours. Social Media platforms become dynamic spaces where stories of travel, experiences and connections unfold. Tru Travels’ strategic manoeuvres in this realm not only enhance brand visibility but genuine engagement in positioning the company as a storyteller of immersive experiences in the minds of its audience. 

As we conclude this exploration into Tru Travels’ endeavours, the case study serves not only as a reflection on past successes but as a blueprint for the future. The lessons learned from Tru Travels’ customer care practices, retention strategies and social media impact provide a roadmap for others in the industry such as Intro Travels. The study invites a deeper understanding of the evolving dynamics within the travel landscape and reinforces the notion that, at its core, successful travel business is about creating connections, loyalty, and narrating stories that resonate with the global community of wanders. 

In essence, the conclusion of this case study celebrates Tru Travels as a trailblazer, showcasing how customer – centric ethos, strategic retention initiatives and a compelling social media narrative combine to not only drive success in the present but lay the foundation for continued innovation and resonance in the ever-evolving world of travel. 







Professional Output 
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Appendices 

1. 
	Tasks 
	November 
	December 
	January 
	February 
	March 
	April 
	May

	Action Plan 


	Complete by Xmas Holidays 

	
	
	
	
	
	

	Defining Research Objectives

	
	1 Week 

	
	
	
	
	

	Customer Retention Research 

	
	1 Week 

	
	
	
	
	

	Social Media Impact Research 

	
	
	1 Week 

	
	
	
	

	Customer Care Research 

	
	
	1 Week

	
	
	
	

	Compare and Contrast with Intro Travels 

	
	
	1 Week 

	
	
	
	

	Synthesize Findings




	
	
	
	Use as much time in January.

	
	
	

	Drafting Case Study 
(putting it all together)



	
	
	
	2 full months working Finish before easter holidays. 

	
	
	

	Review and Refine Project 


	
	
	
	
	1 Week 

	
	

	Creating Professional Video


	
	
	
	
	
	2- 3 weeks

	

	First Draft Submission



	
	
	
	
	
	Submit over Easter holidays.

	

	Finalise Project and Recommendations

	
	
	
	
	
	2 weeks

	

	Final Submission


	
	
	
	
	
	
	Submission date 10 May.
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9. 
10. Ethical approval is not required for routine audits, performance reviews, quality assurance studies, testing within normal educational requirements, and literary or artistic criticism.
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Within my research of the independent project, I will be finding out the various advantages and disadvantages of marketing together with customer retention through social media of Tru Travels, I will also be including the effects on social media and how this may or may not affect the customer. 

I will be conducting secondary research such as Qualitative Research which will help answer any questions I may have during the research methods, what issues and problems that Tru Travel face when dealing with customers and how they focus their attention to help solve these issues. Furthermore, I believe that Quantitative Research may be needed to see how many customers return to Tru Travels, how often they use their tours and how they expand their business to see how many new customers they have each year and how much customer retention grows throughout the years from past to present. The data collected through these methods will be used to support my research hypotheses and draw conclusions and recommendations about Tru Travels case study. This will provide an opportunity for me to maximise data utility.

Likewise, as opposed to primary research, this will be carried out online by sourcing academic sources such as books, journals, literature and extracts etc. Additionally, I will be reviewing online reviews from customers who have completed a Tru Travels Tour and reviewing their feedback, the review website that is used are Trust Pilot and Trip Advisor, this will be completely anonymous, so no GDPR is breached or needed. Nevertheless, I will be including netnography as I can use this to provide the best performance of online reviews through Trust Pilot and Trip Advisor, this method is a non- participant as this relates to using public data. 

Within my case study, I will be using research methods which include the key terms of Epistemology, Subjectivity/ Objectivity, Case Study Method. By using these key term research methods this will give me a more understanding of my case study and will provide all the information that is needed. The approach that I will be using is making use of my laptop at home, doing online research. I will also be using the university library to help me receive a wide range of online resources as well as online E books. I believe these methods are the best approach for my research question. 

During my research, I also want to include the comparison of another tour company that are like Tru Travels but also different to see how they approach their customers and how much customer retention they also receive compared to Tru Travels. Another tour company that is known to tourists is Intro Travel, they provide similar activities to Tru Travels but also on different scales. 

Furthermore, I believe this is a good research method and to research in depth of Tru Travels social media and how they receive their customer retention as this is very important in the travel and tourism industry where businesses are either growing to become more successful or they are failing due to the changes social media has. Therefore, market research is reliable and helps business’ stay ahead for them to expand. Tru Travels was founded in 2012 and every year they are expanding their business as I believe they have excellent customer service, customer retention and have knowledgeable employees for their social media platforms. Tru Travels have put their customers first as it is believed that no customer retention will mean no business and no success. Tru Travels provides tours in Asia, Latin America, Australia and Europe and provides different tours to provide for all customers from around the world instead of basing their customers in the United Kingdom, as Tru Travels are a successful business they are able to provide this and expand to allow all customers from around the world, they base their customers’ needs for ages 18-35, however older customers are also allowed to buy onto the tours. 


(this box should expand as you type)


	

	Location of research activity
Identify all locations where research activity will take place.

	8
	For the research activity there is no specific location as this will be based online. 

(this box should expand as you type)

	
	Research activity outside of the UK
If research activity will take place overseas, you are responsible for ensuring that local ethical considerations are complied with and that the relevant permissions are sought. Specify any local guidelines (e.g. from local professional associations/learned societies/universities) that exist and whether these involve any ethical stipulations beyond those usual in the UK (provide details of any licenses or permissions required). Also specify whether there are any specific ethical issues raised by the local context in which the research activity is taking place, for example, cultural and/or legal sensitivities or vulnerabilities of participants. If you live in the country where you will do the research, then please state this.

	9
	This research is solely in the UK, via online. 

(this box should expand as you type)



	10
	Use of documentation not in the public domain: Are any documents NOT publicly available? 	Comment by Nik Whitehead: Interviews with participants do not count as documentation not in the public domain.

	NO
	☒

	
	
	YES
	☐

	11
	If Yes, please provide details here of how you will gain access to specific documentation that is not in the public domain and that this is in accordance with the current data protection law of the country in question and that of England and Wales.



(this box should expand as you type)



	
	Does your research relate to one or more of the seven aims of the Well-being of Future Generations (Wales) Act 2015?	Comment by Nik Whitehead: It is perfectly okay for research not to relate to any of the seven aims. Some research does, some research doesn't. 
	
YES
	
NO

	12
	A prosperous Wales
	☐
	☒

	13
	A resilient Wales
	☐
	☒

	14
	A healthier Wales
	☐
	☒

	15
	A more equal Wales
	☐
	☒

	16
	A Wales of cohesive communities
	☐
	☒

	17
	A Wales of vibrant culture and thriving Welsh language
	☐
	☒

	18
	A globally responsible Wales
	☐
	☒

	19
	If YES to any of the above, please give details:

	
	


(this box should expand as you type)



SECTION F: Scope of Research Activity
	
	Will the research activity include:
	YES
	NO

	1
	Use of a questionnaire or similar research instrument?
	☐
	☒

	2
	Use of interviews?
	☐
	☒

	3
	Use of focus groups?
	☐
	☒

	4
	Use of participant diaries? 
	☐
	☒

	5
	Use of video or audio recording?	Comment by Nik Whitehead: NB: Any audio/video recordings of interviews with participants are classified as Personal Data under GDPR/DPA2018. If you intend to use these then note this in section J,
	☐
	☒

	6
	Use of computer-generated log files?	Comment by Nik Whitehead: NB: IP addresses and usernames are classified as Personal Data under GDPR/DPA2018. If you intend to use log files that capture these then note this in section J,
	☐
	☒

	7
	Participant observation with their knowledge?
	☐
	☒

	8
	Participant observation without their knowledge?
	☐
	☒

	9
	Access to personal or confidential information without the participants’ specific consent?
	☐
	☒

	10
	Administration of any questions, test stimuli, presentation that may be experienced as physically, mentally or emotionally harmful / offensive?
	☐
	☒

	11
	Performance of any acts which may cause embarrassment or affect self-esteem?
	☐
	☒

	12
	Investigation of participants involved in illegal activities?
	☐
	☒

	13
	Use of procedures that involve deception?
	☐
	☒

	14
	Administration of any substance, agent or placebo?
	☐
	☒

	15
	Working with live vertebrate animals?
	☐
	☒

	16
	Procedures that may have a negative impact on the environment?	Comment by Nik Whitehead: This does not include travel relating to the research.
	☐
	☒

	17
	Other primary data collection methods. Please indicate the type of data collection method(s) below.
	☐
	☒

	
	Details of any other primary data collection method:



(this box should expand as you type)
	
	


If NO to every question, then the research activity is (ethically) low risk and may be exempt from some of the following sections (please refer to Guidance Notes).

If YES to any question, then no research activity should be undertaken until full ethical approval has been obtained. 

SECTION G: Intended Participants
If there are no participants then do not complete this section, but go directly to section H.

	
	Who are the intended participants:
	
YES
	
NO

	1
	Students or staff at the University?
	☐
	☐

	2
	Adults (over the age of 18 and competent to give consent)?
	☐
	☐

	3
	Vulnerable adults?
	☐
	☐

	4
	Children and Young People under the age of 18? (Consent from Parent, Carer or Guardian will be required)
	☐
	☐

	5
	Prisoners?
	☐
	☐

	6
	Young offenders?
	☐
	☐

	7
	Those who could be considered to have a particularly dependent relationship with the investigator or a gatekeeper?
	☐
	☐

	8
	People engaged in illegal activities?
	☐
	☐

	9
	Others. Please indicate the participants below, and specifically any group who may be unable to give consent.

	☐
	☐

	
	Details of any other participant groups:
Complete this only if your participants cannot give consent. This includes animals.


(this box should expand as you type)
	
	



	
	Participant numbers and source
Provide an estimate of the expected number of participants. How will you identify participants and how will they be recruited? 

	10
	How many participants are expected?

	


(this box should expand as you type)

	11
	Who will the participants be?

	


(this box should expand as you type)

	12
	How will you identify the participants?
	


(this box should expand as you type)




	
	Information for participants:
	
YES
	NO
	
N/A

	13
	Will you describe the main research procedures to participants in advance, so that they are informed about what to expect?
	☐
	☐
	☐

	14
	Will you tell participants that their participation is voluntary?
	☐
	☐
	☐

	15
	Will you obtain written consent for participation?
	☐
	☐
	☐

	16
	Will you explain to participants that refusal to participate in the research will not affect their treatment or education (if relevant)?
	☐
	☐
	☐

	17
	If the research is observational, will you ask participants for their consent to being observed?
	☐
	☐
	☐

	18
	Will you tell participants that they may withdraw from the research at any time and for any reason?
	☐
	☐
	☐

	19
	With questionnaires, will you give participants the option of omitting questions they do not want to answer?
	☐
	☐
	☐

	20
	Will you tell participants that their data will be treated with full confidentiality and that, if published, it will not be identifiable as theirs?
	☐
	☐
	☐

	21
	Will you debrief participants at the end of their participation, in a way appropriate to the type of research undertaken?
	☐
	☐
	☐

	22
	If NO to any of above questions, please give an explanation 

	
	You should be able to tick YES or N/A for all of these questions. If not, then explain why not in this box.


(this box should expand as you type)



	
	Information for participants:
	
YES
	NO
	
N/A

	24
	Will participants be paid?
	☐
	☐
	☐

	25
	Is specialist electrical or other equipment to be used with participants?
	☐
	☐
	☐

	26
	Are there any financial or other interests to the investigator or University arising from this study?
	☐
	☐
	☐

	27
	Will the research activity involve deliberately misleading participants in any way, or the partial or full concealment of the specific study aims?
	☐
	☐
	☐

	28
	If YES to any question, please provide full details 

	
	You should be able to tick NO or N/A for most of these questions. For any cases that you have ticked YES then provide details in this box. If you are using cameras/voice recorders to record interviews then please state that in this box.


(this box should expand as you type)



SECTION H: Anticipated Risks

	
	
Outline any anticipated risks that may adversely affect any of the participants, the researchers and/or the University, and the steps that will be taken to address them. 

If you have completed a full risk assessment (for example as required by a laboratory, or external research collaborator) you may append that to this form.  

	1
	Full risk assessment completed and appended? 
	Yes 
	☐

	
	
	No
	☒

	2
	Risks to participants
For example: sector-specific health & safety, emotional distress, financial disclosure, physical harm, transfer of personal data, sensitive organisational information

	
	Risk to participants:

This section is irrelevant as I will be dealing with a company which is online. 

(this box should expand as you type)
	How you will mitigate the risk to participants:


(this box should expand as you type)

	3
	If research activity may include sensitive, embarrassing or upsetting topics (e.g. sexual activity, drug use) or issues likely to disclose information requiring further action (e.g. criminal activity), give details of the procedures to deal with these issues, including any support/advice (e.g. helpline numbers) to be offered to participants. Note that where applicable, consent procedures should make it clear that if something potentially or actually illegal is discovered in the course of a project, it may need to be disclosed to the proper authorities

	
	
This is irrelevant to my project as there are no participants. 

(this box should expand as you type)

	4
	Risks to the investigator
For example: personal health & safety, physical harm, emotional distress, risk of accusation of harm/impropriety, conflict of interest

	
	Risk to the investigator:

There are no potential risks to the investigator as I will be working solely online. There is no face-to-face contact. 


(this box should expand as you type)
	How you will mitigate the risk to the investigator:


(this box should expand as you type)

	5
	University/institutional risks
For example: adverse publicity, financial loss, data protection

	
	Risk to the University:

There is no risk to the university as there is no primary research needed and only based on secondary research. 

(this box should expand as you type)
	How you will mitigate the risk to the University:



(this box should expand as you type)

	6
	Environmental risks
For example: accidental spillage of pollutants, damage to local ecosystems

	
	Risk to the environment:

This will not be comprised as I will be working from home online. 

(this box should expand as you type)
	How you will mitigate the risk to environment:


(this box should expand as you type)



	
	Disclosure and Barring Service

	
	If the research activity involves children or vulnerable adults, a Disclosure and Barring Service (DBS) certificate must be obtained before any contact with such participants.
	YES

	NO

	N/A


	7
	Does your research require you to hold a current DBS Certificate?
	☐
	☐
	☒

	8
	If YES, please give the certificate number. If the certificate number is not available please write “Pending”; in this case any ethical approval will be subject to providing the appropriate certificate number.
	



SECTION I: Feedback, Consent and Confidentiality

	1
	Feedback
What de-briefing and feedback will be provided to participants, how will this be done and when? 

	
	
I will not require any feedback as my research is solely secondary. 

(this box should expand as you type)

	2
	Informed consent
Describe the arrangements to inform potential participants, before providing consent, of what is involved in participating. Describe the arrangements for participants to provide full consent before data collection begins. If gaining consent in this way is inappropriate, explain how consent will be obtained and recorded in accordance with prevailing data protection legislation.

	
	Informed consent is not needed on participants as I will be using secondary research. 

(this box should expand as you type)

	3
	Confidentiality / Anonymity
Set out how anonymity of participants and confidentiality will be ensured in any outputs. If anonymity is not being offered, explain why this is the case. 

	
	I will only be using the organisations name Tru Travels and another to compare which is Intro travel but these names are online for the public to view and this research project will not be published using any names. 
(this box should expand as you type)



SECTION J: Data Protection and Storage

	
	Does the research activity involve personal data (as defined by the General Data Protection Regulation 2016 “GDPR” and the Data Protection Act 2018 “DPA”)?
	YES
	NO

	1
	“Personal data” means any information relating to an identified or identifiable natural person (‘data subject’). An identifiable natural person is one who can be identified, directly or indirectly, in particular by reference to an identifier such as a name, an identification number, location data, an online identifier or to one or more factors specific to the physical, physiological, genetic, mental, economic, cultural or social identity of that natural person. Any video or audio recordings of participants is considered to be personal data.
	☐
	☐X

	
	If YES, provide a description of the data and explain why this data needs to be collected:

	2
	This includes audio/video data of participants, but can also include IP addresses and usernames. Names, addresses and emails also count, as do consent forms.

(this box should expand as you type)

	
	Does it involve special category data (as defined by the GDPR)?
	YES
	NO

	3
	“Special category data” means sensitive personal data consisting of information as to the data subjects’ –
(a) racial or ethnic origin,
(b) political opinions,
(c ) religious beliefs or other beliefs of a similar nature,
(d) membership of a trade union (within the meaning of the Trade Union and Labour Relations (Consolidation) Act 1992),
(e) physical or mental health or condition,
(f) sexual life,
(g) genetics,
(h) biometric data (as used for ID purposes),
	
☐
	
☐X

	
	If YES, provide a description of the special category data and explain why this data needs to be collected:

	4
	What counts as ‘sensitive’ will differ between cultures. Any information on behaviour that is not in accordance with cultural norms would count as sensitive personal data.

(this box should expand as you type)



	
	
Will data from the research activity (collected data, drafts of the thesis, or materials for publication) be stored in any of the following ways?
	YES
	NO

	5
	Manual files (i.e. in paper form)?
	☐
	☒

	6
	University computers?
	☐
	☒

	7
	Private company computers?
	☐
	☒

	8
	Home or other personal computers?
	☐
	☒

	9
	Laptop computers/ CDs/ Portable disk-drives/ memory sticks?
	☐
	☒

	10
	“Cloud” storage or websites?
	☐
	☒

	11
	Other – specify:

	☐
	☐

	12
	For all stored data, explain the measures in place to ensure the security of the data collected, data confidentiality, including details of backup procedures, password protection, encryption, anonymisation and pseudonymisation:

	
	If possible, save your data on university computers. Many cloud services only provide GDPR-compliant storage for business customers. An example of suitable text is given below.

All data will be kept in password protected cloud storage on the University Office 365 system which	Comment by Nik Whitehead: Suggested text in purple.
will not be shared. Audio/visual data will be transcribed and would be shown to participants to
check accuracy of reporting. Any USB sticks used to store or transfer data will be password protected. All participants will be given a unique identifier to ensure confidentiality and this list will be kept securely in the password protected folder. 


(this box should expand as you type)



	
	Data Protection

	
	Will the research activity involve any of the following activities:
	YES
	NO

	13
	Electronic transfer of data in any form?
	☐
	☒

	14
	Sharing of data with others at the University outside of the immediate research team?
	☐
	☒

	15
	Sharing of data with other organisations?
	☐
	☒

	16
	Export of data outside the UK or importing of data from outside the UK?	Comment by Nik Whitehead: If you are collecting data outside of the UK then you should tick YES.
	☐
	☒

	17
	Use of personal addresses, postcodes, faxes, emails or telephone numbers?
	☐
	☒

	18
	Publication of data that might allow identification of individuals?
	☐
	☒

	19
	Use of data management system?
	☐
	☒

	20
	Data archiving?
	☐
	☒

	21
	If YES to any question, please provide full details, explaining how this will be conducted in accordance with the GDPR and Data Protection Act (2018) (and any international equivalents, where appropriate):

	
	This includes data such as drafts of your thesis as well as experimental or survey data. An example of suitable text is given below.

All data will be encrypted and kept in password protected cloud storage on the University Office 365 system which will not be shared. Any USB sticks used to store or transfer data will be password protected. All data transfers will be encrypted, and password protected.  All participants will be given a unique identifier to ensure confidentiality and this list will be kept securely in the password protected folder. The data will be stored until the completion of the project and then deleted. In accordance with the DPA2018, participants will have the right to ask to see what data is held relating to them, and this data will be deleted immediately if the participant requests this, in which case the data will not be used in the project.	Comment by Nik Whitehead: Suggested text in purple.

(this box should expand as you type)

	22
	List all who will have access to the data generated by the research activity:

	
	
Caitlyn Nichols 

(this box should expand as you type)

	23
	List who will have control of, and act as custodian(s) for, data generated by the research activity:

	
	Usually the principal researcher.

Caitlyn Nichols
(this box should expand as you type)

	24
	Give details of data storage arrangements, including security measures in place to protect the data, where data will be stored, how long for, and in what form. Will data be archived – if so how and if not why not.  

	
	It is unlikely that Bachelors or Masters projects will need to be archived. PhD or staff research data may be archived, either within the university’s data archive (see below) or a central government archive. See the university’s data management policy for further details.


All data will be encrypted and kept in password protected cloud storage on the University Office 365/SharePoint system which will not be shared. Any USB sticks used to store or transfer data will be password protected and will be reformatted at the end of the project to destroy the data. The data will be stored until the completion of the project and then deleted. 


(this box should expand as you type)

	25
	Please indicate if your data will be stored in the UWTSD Research Data Repository (see https://researchdata.uwtsd.ac.uk/ ).   If so please explain. (Most relevant to academic staff) 

	
	
This is not applicable to myself as I will be using secondary data. 

(this box should expand as you type)

	26
	Confirm that you have read the UWTSD guidance on data management (see https://www.uwtsd.ac.uk/library/research-data-management/)
	YES
	☒

	27
	Confirm that you are aware that you need to keep all data until after your research has completed or the end of your funding
	YES
	☒





SECTION K: Declaration
	
	The information which I have provided is correct and complete to the best of my knowledge. I have attempted to identify any risks and issues related to the research activity and acknowledge my obligations and the rights of the participants.

In submitting this application I hereby confirm that I undertake to ensure that the above named research activity will meet the University’s Research Ethics and Integrity Code of Practice which is published on the website: https://www.uwtsd.ac.uk/research/research-ethics/ 

	1
	Signature of applicant:
	C.A. Nichols
	Date:
11/11/2023




For STUDENT Submissions:
	2
	Director of Studies/Supervisor:
	
	Date:

	3
	Signature:
	

	



For STAFF Submissions:
	4
	Academic Director/ Assistant Dean:
	
	Date:

	5
	Signature:
	

	



Checklist: Please complete the checklist below to ensure that you have completed the form according to the guidelines and attached any required documentation:
	☒
	I have read the guidance notes supplied before completing the form.

	☒
	I have completed ALL RELEVANT sections of the form in full.

	☒
	I confirm that the research activity has received approval in principle

	☐
	I have attached a copy of final/interim approval from external organisation (where appropriate)

	☐
	I have attached a full risk assessment (where appropriate) ONLY TICK IF YOU HAVE ATTACHED A FULL RISK ASSESSMENT

	☒
	I understand that it is my responsibility to ensure that the above-named research activity will meet the University’s Research Ethics and Integrity Code of Practice.

	☒
	I understand that before commencing data collection all documents aimed at respondents (including information sheets, consent forms, questionnaires, interview schedules etc.) must be confirmed by the DoS/Supervisor, module tutor or Academic Director.



	RESEARCH STUDENTS AND STAFF ONLY
All communications relating to this application during its processing must be in writing and emailed to pgresearch@uwtsd.ac.uk , with the title ‘Ethical Approval’ followed by your name.
You will be informed of the outcome of your claim by email; therefore it is important that you check your University and personal email accounts regularly.

	STUDENTS ON UNDERGRADUATE OR TAUGHT MASTERS PROGRAMMES should submit this form (and receive the outcome) via systems explained to you by the supervisor/module leader.
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Here at Tru our 'People and Planet Promise' is crucial to designing and
running every tour. We also want to be transparent about what we are doing
to give back to the local communities and the planet too! Check out the
measurements of sustainability below to find out more about how we are
giving back.
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India uncovered- exceeded all expectations.

| went on the two week India uncovered tour with my friend. It was mt first time using
tru travels and our tour guide was Surya (Suri for short). | have to say prior to my trip, |
was excited to explore a new culture and go on another adventure. This trip exceeded
all expectations. Suri is not only an excellent tour guide and leader but an exceptional
person. He has significant knowledge at every place we visited and he gave our group
a lot of local advice to keep us safe and ensure we had the best experience. Suri was
available 24/7 during the trip. He is both a friendly and professional guide, striking a
balance between the two. He most definitely brought the group together, starting as
strangers and leaving as friends. From the experiences, activities, to the
accommodation and even the travel time on the bus, our group never stopped
laughing. It will always be a memorable trip for me. The top highlights were the
accommodation in Udaipur and Pushkar and Agra. The safari, lake cruise in pushkar,
sunset yoga and the fabulous Taj Mahal. The value for money for the entire tour was
again over and above. My only comment would be that the trip should be 13 nights/
14 days to allow for more time in Agra after such a long travel day. | am so grateful to
Suri for making our trip so magical. Thank you again. You've converted me to tru
travels.

Date of experience: 06 February 2024
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Legendary East Coast Australia

If you've ever thought about wanting to go to Australia solo or with friends, and don’t
know the right way to do it, let me tell you Tru Travels has the best East Coast
Australia experience you can dol!l Tru Travels , easy online booking and very friendly
customer service is there to assist you with your questions and needs for your travels
abroad. When you get close to the start of your trip, he'll get a WhatsApp group, chat
and start to make connections and get stoked for your trip. Even showing up a few
days before the tour starts you can meet up with your fellow travelers and begin to
make memories. Once your tour starts, you will be blown away by the adventure you
have every day, but it is the perfect balance of action and leisure, and time to explore
on your own if you so choose. Getting to see all sides of Australia, nature, city, and
beaches. traveling in style and staying at classy hostels, you won't be disappointed.
My personal favorite was being in Airlie beach and seeing the Great Barrie reef and
skydiving looking over the beach. Hopefully this review makes you wanna go to
Australia. | know | will be back because of this trip. Get out and go travel with Tru
Travels!!!

Date of experience: 07 February 2024
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Mr. Hul was amazing

Mr. Hul was amazing, | had some mobility issues and getting up and down Asian
stairs as well as boats was a big issue for me but he made sure | was safe and didn’t
hurt myself. | really enjoyed seeing the country through his eyes and had a absolute
one of a kind experience even if | couldn’t keep up with the young folks lol.

15 Feb 2024

Date of experience: 06 February 2024
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TruTravels cancelled my trip, terrible refund policy

TruTravels cancelled the trip | was going on. | was emailing them about something
else, and then they told me the original trip that | had booked in the first instance had
been cancelled. | do not feel as though | would have been notified of this until much
later.

In addition, when requesting a refund for my cancelled trip, they refused to process
my refund until 4th March 2022. | requested the refund today (19th Jan 2022). This is
an unacceptable amount of time to wait for my refund, when the cancellation of my
trip was out of my control.

Date of experience: 19 January 2022
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Wouldn’t recommend this company

Wouldn’t recommend this company! Spent over £1,000 with this company and they
refused to give my money back after the tours were cancelled. | have been forced to
accept a voucher from them, despite repeated attempts to get the money back. It has
meant | have had to put my career on hold in order to spend a month travelling next
year - which I’'m not too keen on doing but it’s either that or I'll lose my money.
They’ve shown no regard for their customers at all, they’ve only been concerned
about keeping their business afloat by unlawfully refusing to hand back customers
money.

Date of experience: 17 August 2020

oy Useful < Share F

2> Reply from TruTravels 21 Aug 2020

Hi -le’re very sorry to hear you feel hard done by. We've tried reaching out to
you to establish exactly what booking you're referring to as it seems you may have
booked through one of our partners. We're more than happy to help you find a
resolution but in order to do this we need a bit more info from you. We can assure you
we're not withholding anyones money unlawfully and we do show regard for our
customers and if you could respond back to us we will be happy to help you out.
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There are many recommendations
for Tru Travels based on the
discussed future frends In customer
care, customer refention and social
media markeing.

Plan your next vacation
with Tru Travels and
explore different tourist
destinations across Asia,
Europe, Latin America
and Australia.
Offering a range of fours
suitable for everyone:
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To enhance customer care, Tru
Travels should invest in a
personalised service and infegrate
technology for a seamless
experience. Implement an AL -
powered chatbols fo provide
instant responses, anicipate
customer needs, and offer failored
recommendations (Ultimate, 2024).
Utilise data analytics o understand
individual preferences, enabling
personalised communication and
targeted assistance fhroughout the
customer journey (The Sunday
Times, 2022),
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Staying ahead and within the frends
of social media, marketing by
exploring emerging platforms and
technologies. Embracing virtual social
platforms, inferactive features, and
immersive fechnologies like
augmented realify filers (Linkedin,
2023). Experiment with virtual fravel
experiences, live streaming events,
and collaborations with influencers
who align with Tru Travels’ values.
Keeping an eye on emerging frends
‘ond adapt the social media strategy
o resonate with the evolving

preforences of the audience,
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Tru Trovels could promote confinuous
improvement and innovation across ll
aspocts of their business, ths could
Includo regular evoluoting ond improving
thei tour offerings, service dalivery routes
and marketing strategies based on
customer fesdback, industr trends and
competitor analysis Tru Travels could ask
hei customers of suggestions on whot
new countries they could provide
customers with 1o increase the revenuo
‘and open new doors with new customers
clongside their loyal customers. For
‘example, Tru Travels could add in fours
from New Zeoland, twin centre fours of
Ausiralio ond New Zeolond, or Middio
Eastern Countres such os Dubol, Eqyp,
Doho, Abu Dhabi otc. 8y ombracing
innovation and adaptobiy, Tru Trovels
can stay ahead and minfain thair posiion
s leader in the fravel industry Likedn,
2023)

rident Manor, 2020)

(1t Bgo2e)

By embracing personalsed customor caro.
innovating loyalty programs, staying at the.
forefront o social media fronds,
integrating sustainabilty practices,
loveraging dota insights, and developing
crsis monagement plans, Tru Trovels con
poston tself for sustainable growth n the
dynamic travelindustry, hese
rocommendations oim to align Tru Travels
with future ronds, ensuring that company
romains adaptive, customer focused and
ot the forefront of industry innovation. This
will make Ty Travols  successful smll
company which grows into a larger
company in the future.
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Integrate sustainabilty into Tru Travels'
marketing narrative, showcase the
company's commitment to responsible
travel through dedicated social media
‘compaigns. Highlght eco- friendly
inifiatives, community support projects
and transparent information about
sustainabiltypractises. Collaborate
with influencers and local

organisations fhat share similar volues.
1o amplfy the message of ethical and
sustainable fourism (MeLoughin,

(Government, 2022)
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Tru Travels could infegrate cusfomer
feedback mechanisms directly info
their social media channels, this
could include conducting regular
surveys, polls and feedback forms
which gather information about
different tours. By actively listening
and engaging with its audience, Tru
Travels can gain more commitment
which helps improve their services fo
customers.
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