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Navigating Your Way Through Departures: How Ocky White Travel Can Use Social Media to Capture the Attention of Young Travellers
Ocky White Travel is an Independent Travel Agency that is located in Haverfordwest in Pembrokeshire. It was established in 2013 after closing its department store to focus on building their strong brand reputation in the Travel Industry. Ocky White Travel went on to get recognised as the Top Travel Agency in Wales. Since then, Ocky White Travel has since acquired Milford Travel and a handful of the Sam Smith Travel franchises. One recently opening in Mumbles in Swansea. 
There has been an increase in the social media influence when making travel decisions in recent years where we are seeing the increase of the public showing and talking about their experiences at certain destinations and doing certain things on social media platforms such as Instagram and TikTok where we are seeing the biggest viewership. Evidence is beginning to merge where we are seeing companies that engage with customers whether it’s as simple as commenting under a post companies are seeing a strong return investment. These positive marketing efforts will help spread positive word of mouth about brands and will drive sales and brand awareness. (Hudson & Thal 2013) According to the White House Office of Consumers of Affairs a dissatisfied customer will share their negative experience with 9-15 people. In contrast the happy customers will share their experience with about 4-6 people. (Beyond Psychology n.d) It’s important to target the younger travellers such as Gen Z and Millennials for sustainable business growth throughout. 
The research aim is to explore how Ocky White Travel can utilise social media to attract and engage young travellers. The objectives being identifying the most effective social media platforms for young travellers, developing content strategies that connect with the younger audiences, increasing engagement and follower growth through all platforms and ultimately measure and evaluate the success of the campaign. 



Understanding Young Travellers and Their Social Media Behaviour
Travel Agencies focus on helping plan, book and arrange an unforgettable travel experience whether that’s for leisure, business or group travel and accommodate to everyone’s needs offering tailormade holiday packages you can’t get anywhere else.    Travel agencies are also there to assist on travel documentation, visas and work alongside tour operators and suppliers to provide the best options for the clients. 
Travel agencies has seen a huge increase in the use of the service since the COVID-19 pandemic. In Europe the Travel Agency Industry is expected to grow at a CAGR (Compound Annual Growth Rate) of 5.4% from 2021 to 2026. (UN Tourism 2025). This is also due to the sense of security and reassurance you get from a travel agency. The pandemic showed how complex and the risks that go into travelling leading to consumers realising that travel agencies offer an added layer of protection with them having ABTA/ATOL certificates. 
When looking at encouraging more young travellers to book with a travel agency we need look in more depth who they are and their social media behaviour. The young travellers we would primarily be targeting would be Generation Z which is 18–27-year-olds however, we would also be pushing sales from Millennials also who are aged 28–40-year-olds. Regarding their travel preferences Gen Z would be looking for and experience driven holiday making everything accessible and digital for example travel documentation being accessed on their phone and somewhere that has access to the Wi-Fi and that is budget conscious. (UNWTO 2020) As shown in Appendix 1 the graph shows the leading social media platforms being used to plan a worldwide trip with Instagram, TikTok and YouTube coming out on top. This is significant data to use when finding the social media that is the most impactful for Ocky White Travel. 
Social media has had a significant impact on how young travellers discover their next holiday and showing their experiences to not only friends and family but also online with platforms such as TikTok & Instagram. TikTok has become the mecca to visual storytelling and influencer marketing. The travel content curated sparked interest and adventure (Dolnicar 2021) These platforms are rich with information and inspiration and can condense information for consumers while also offering a visual to entice these young travellers. YouTube is also a platform used by young travellers to show their immersive content this can be in the form of detailed travel vlog or a run through of their experience once they are back from their travels. This helps you get a deeper understanding of locations, logistics and culture. (Xiang & Gretzel, 2010) Platforms such as Facebook and X (Twitter) have forums and discussion boards. This helps the young travellers gets a look into personal experiences and give travel trips and recommendations. (Kaplan & Haenlein, 2010). This makes everyone included and sharing their experiences to get a sense of community. One of the biggest words used in a young traveller's vocabulary is FOMO (Fear of Missing Out) and influence one's travel choices. Young travellers tend to visit trending destinations this comes from influencer marketing. This is something that needs to be targeted when getting young travellers on board to book with a travel agent. The digital word of mouth and influencers has become a powerful tool to guide young travellers into the ever-changing Travel Industry and will play a pivotal role when creating a campaign for likeminded cliental. 
Identifying the Most Effective Social Media Platforms
In this digital age social media has become a staple tool for showing off the world and places that you can travel and making decisions especially for the younger generation. Instagram, TikTok, YouTube, Facebook and X (Twitter) are all different in their own ways, but they all have something in common which is influencing. They all in some way shape of form influences younger travellers next holiday destination and next thrill-seeking experience. Finding out the most effective social media platform to advertise Ocky White Travel is essential to boosting sales and revenue and bringing in a new demographic to the stores. 
Instagram is considered widely in the world as the strongest platform for things such as influencer marketing, travel visuals and storytelling. This is where we saw the likes of the Kardashians and Jenners making billions of ad revenue for promoting items this could have been anything from a makeup product to a hotel stay. The image focused app is perfect for showcasing different travel destinations and experiences. According to Statista (2023), 80% of Instagram users follow at least one business account. Making this the ideal platform for Ocky White Travel to showcase breathtaking images not only from the company but also from customers as well. Instagrams algorithm also offers specific targeted ads to audiences based on their follows, behaviours and preferences. Having features such as Instagram stories will be essential as it would help create destination highlights. This helps when promoting travel deals and is an effective tool to get consumers excited and can help build long term engagement and cliental within the business. 
TikTok has become an increasingly important marketing platform. As Morosan et al. (2022) suggest, TikTok has a high engagement rate due to its addictive nature and algorithm, which favours viral content. With TikTok being known for its short form material it has the ability to get high engagement and can have viral potential. Trending destinations and unique experiences can have the opportunity to gain rapid attraction. 60% of TikTok users fall in the 18-24 years old bracket. TikTok encourages interaction and collaboration and can generate brand awareness fairly quickly. This makes it highly affective. 
YouTube is long form content and has a fully immersive feel towards it. It can have the ability to provide detailed vlogs and can give the consumers content such as travel guides, destinations, tours etc. Google (2019) reports that over 70% of users watch travel related videos on YouTube before making booking decisions. However, because the young travellers are getting targeted, we need to be careful with attention span of the consumers. Studies shows that the average human attention span is about 8.25 seconds and even shorter for younger people. A OnePoll (2023) survey found that young people have experienced increased boredom resulting in a poor attention span with the pandemic playing a part in this. (The Guardian 2024) 
Developing Content Strategies for a Younger Audience 
The Travel Industry is constantly evolving so as a Travel Agency it’s important to drive engagement and increase consumer participation while also keeping up with the ever-growing trends. Travel Agencies especially in a small place like Pembrokeshire has a very competitive market you need to make sure everything is spot on for your clients not only for current customers but also brand reputation. Short form reels will be an effective way to engage consumers it can provide a glimpse into different experiences. From personal experiences a lot of customers that come into store to book a holiday don’t realise what a travel agency can offer. Alot of the times we have connections with different providers that they can’t access for home to be able to offer them a truly unforgettable experience. By having shortform videos it helps showcase your business and mixed with a combination of creativity and the growing trends it will help reach a wider audience and sparks curiosity to investigate it further. 
Also, one of the most influential forms of content for travel marketing would be UGS (User-Generated Content) this encourages travellers to share personal experiences through videos, photos and can foster a sense of trust but also authenticity. Munar and Jacobsen (2014) emphasise the importance of UGC in “building credibility, as people tend to trust content created by fellow consumers more than branded advertisements. UGC allows travellers to see real, unfiltered experiences, providing a more genuine perspective than traditional marketing content.”
Another technique that can be used to generate sales is making sure you are optimising your content on each platform. Like previously mentioned, the attention span of the consumer but also, the holiday price, airline rates, trends are constantly changing meaning that the travel industry in general it very fast paced. By making sure content is in and out and emails are answered within in a certain period of time this ensures that you will lose the least sales as possible. Incorporating things such as live Q&As and collaborating with different businesses such as the local radio/local newspaper/local community this helps keep the users engaged and offers opportunities such as real time interaction.
Lastly, following from for collaborating with business. A powerful tool that can be used for Independent Travel Agencies is a travel app called Vamoos. Vamoos is a travel management app that is designed to help travel agents manage and personalise itineraries for their clients while also providing destination information, weather updates and having all their paperwork such as boarding pass, tour pass all on one app. This app helps provides a competitive edge for independent travel agencies such as Ocky White Travel. It’s designed to provide a modern, tech driven experience while also simplifying the travel planning process and offering an experience that appeals to young travellers, tech savvy and experienced-driven travellers. As shown in Appendix 2 Vamoos is an easy-to-use tool and the team who are based in London are an enthusiastic group of people who are collaborating with independent travel agencies across the globe to get the most out of your business to boost sales and cliental. 
Implementing Engagement Strategies
Engaging with audiences effectively is essential for continuing to build your brand while also driving booking and having returning customers. To have successful engagements you need to build community building tactics, implement influencer marketing whether that's just throughout the local community and collaborating with companies such as Vamoos this will help you with the competitive market. As shown in Appendix 3. you can see the full ability of what Vamoos can do for young travellers by everything all in one app. This makes it professional and user friendly for all. 
Community Building Tactics
By building a strong online presence and community this allows to maintain long term relationships with returning customers. Some tactics that can be used to implement this can be hashtags for example #OckyAdventures and encouraging to post on social media. This way it’s all under one post for new customers to scroll through and it creates UGC which will help people trust the recommendations from customers (Munar & Jacobsen, 2014). By providing engaging content such as live Q&A sessions and polls this encourages audience participation and you can get an idea of what you want, and what they want to see in store, and you can use tailor marketing to get sales. Again, with Q&A sessions this helps create noise about your business and helps add that personal touch. 
Influencer Marketing 
Influencer Marketing has become a powerful tool to reach target audiences such as young travellers. You need to make sure you choose the right type of influencer, and it doesn't have the opposite effect. By having micro influencers, they have a high engagement already. These are ideal for niche travel experiences. For example, Ocky White Travel has micro influencer Elin Jones whose family is the founder of Princess Gate. She took a trip to Norway to see the Northern lights over Christmas. She posted to her 35k followers on Instagram/TikTok and tagged Ocky White Travel gaining massive amounts of attraction from people wanting to go on that exact trip saying, “they didn’t know that this trip existed” Proving the point of how important influencer marketing is. 
In a case study from Airbnb showed that this college student business has successfully used ‘influencer marketing to partner with travel content creators who share their experiences with massive amounts of followers. This was a unique way to inspire and show Airbnb properties and builds the trust in younger travellers. This strategy can be implemented by travel agents that are looking to increase their social media presence. 
Alot of these engagement strategies are about making sure your cliental and community are fully aware of what you offer and the services you can provide them. Having clear communication is essential for a successful business. 

Measuring and Evaluating Success 
For any business in the travel industry is essential to keep reviewing and evaluating the success of your business for improvement purposes. When you know the how your marketing efforts are impacting your business, you can aim for better strategies for better engagement throughout. 
While carrying out this process you need to focus on the KPI’S (Key Performance Indicators) as well looking out for your analytics throughout your social medias the effectiveness of certain strategies you have implemented for example Vamoos and other ongoing campaigns. Throughout this process at Ocky White Travel adjustments and monitoring can happen by refining the different marketing techniques to help with the audience engagement and ROI (Return on Investment). 
Key Performance Indicators (KPIs)
Throughout this campaign some of the most important KPIs are: 
· The number of new followers over all the social media platforms this will help show the effectiveness of the content. 
· The engagement rates this can be the likes, comments, shares etc. You can then see how many times the community engage. Rates can change during the time of day/week however these can be adjusted as suits for Ocky White Travel.
· Google Analytics – this helps with seeing what platform drives the greatest number of visitors and which ‘posts generate the highest click-through rates (CTR) 
Conversion Rate 
The ultimate goal of this campaign is to ultimately increase sales. Increase the young traveller analytic. Too keep an eye on this Ocky White needs to be tracking how many followers have inquired about trips and that have turned into actual bookings. Again, these can be adjusted throughout the campaign to suit the business. 
Risk Management and Constraints
Travel Agencies are now relying more than ever on social media marketing to attract travellers. However, there are potential risks that can come from this. For example, the algorithm can change hourly, you can also get negative feedback and with budget limitations Ocky White might not be able to do a social media campaign to their full potential. By using strategies such as A/B testing, community management and budgeting Ocky White can minimise the risks that might arise. 
Potential risks that might become apparent is low engagement this can be due to the different social media platforms. To combate this Ocky White needs to make sure that they don’t primarily use one social media when advertising what they have to offer. Every social media is different in what they tend to prioritise for example Instagram and TikTok prioritise content that spark interaction meaning whereas other social media platforms might not so Ocky White needs to adapt their content strategies to find the different types of social media platforms. 
Another risk that could come into play is negative feedback or social media backlash. Social media platforms serves as a hub for the general public to share their personal experiences. One negative review could be detrimental to a business and a bad customer experience can be the same and quickly escalate. Issues such as travel disruptions and ethical concerns such as overtourism and sustainability can damage the brand reputation even if it’s the tour operators' fault for example because the client has put their full trust in you as a consultant. 
Lastly, not having a big enough budget can negatively affect a business as it poses a lot of limitations. It’s harder to compete with larger brands. However, with Ocky White being based in Pembrokeshire and having the Top Travel Agency in Wales in 2020. It gives them a head start with their marketing. 
Mitigation Strategies
By using A/B testing this can determine which content is performs the best. This can be: Testing different formats for example, videos, images etc. This will determine the engagement. Also, experimenting posting at different times of the day can determine the best time to post to reach the best audience and also using travel terms and hashtags to improve the reach. By monitoring all these performances, it increases the chance of content to be seen. 
Making sure you a strong online presence and are actively engaging to clients in real-time helps show that you're a reliable company. Also making sure you have pre-approved responses to situation, so you ensure that you are professional throughout. Lastly, making sure that you’re transparent and authentic throughout the whole process, if a mistake does occur making sure you offer a solution this can help build back up the trust.
Conclusion & Recommendations
In summary, social media is an essential tool for engaging young travellers. Using planforms such as TikTok, Instagram and YouTube can help influence travel decisions they didn’t know was available. Using apps such as Vamoos will also help drive young travellers as it offers a unique experience and give Ocky White Travel a USP (Unique Selling Point) All this travel marketing requires influencer marketing as well as data performance tracking and constant changed to improve the algorithm and maintain engagement throughout. Also making sure you have risk management strategies such as A/B testing and pre-approved responses to navigate the challenges Ocky White Travel may face while also maximising the ROI. 
The recommended strategies for Ocky White Travel would be: 
· Focusing on Instagram, TikTok, YouTube and Vamoos. These platforms will generate the highest engagement among young travellers 
· TikTok and Instagram Reels help with quick, short and snappy content that can help with virality of Ocky White Travel. 
· YouTube – especially travel vlogs this can help people have a more depth feel and help with the logistics for the destination.
· Making sure you constantly monitor the analytics and adjust strategies where appropriate.
[bookmark: _Int_0ZnXiFjY]As shown on Appendix 4 you can see a detailed social media plan to help with the ultimate goal of increasing young travellers to come and book with Ocky White Travel and get some more brand awareness, visibility and reputation. By prioritising these platforms and taking these steps, it will have nothing but a positive effect on Ocky White Travel for now and in the future ahead already putting them one step ahead.
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Appendices
Appendix 1: Graph showing the top social media platforms used for planning a trip worldwide. (Statista 2023) 
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Appendix 2: Primary Research: Meeting with Annie at WTM to talk about Vamoos for Ocky White Travel and how it can be beneficial and having zoom meetings with Connor to work out the logistics of how we can put this app in to play for our customers. 
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Appendix 3 – App screenshots for a better visual understanding of Vamoos. 
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Appendix 4: A social media content plan
	Week
	Instagram Content
	Vamoos Content
	Key Focus

	Week 1
	- Introduction to Ocky White Travel (Reels & Stories) 
- Polls: “Where’s your dream destination?” 
- Behind-the-scenes at Ocky White Travel
	- Push notifications with trip inspiration 
- Exclusive blog post: "Why Book with an Independent Travel Agency?"
	Brand Awareness & Engagement

	Week 2
	- User-generated content: Feature past young travellers 
- IG Live Q&A: “Why Choose Independent Travel Agents?”
	- Destination spotlight push notifications 
- Packing list for featured destinations
	Building Trust & Interest

	Week 3
	- Reels: “5 Benefits of Booking with Ocky White” 
- Giveaway launch: Free travel consultation
	- Trip countdown feature for booked users 
- Exclusive travel tips for young adventurers
	Lead Generation & Engagement

	Week 4
	- Influencer collaboration: Local traveller story 
- Instagram Stories: Customer testimonials
	- Personalised itinerary samples on Vamoos 
- Notification: “Book now for exclusive deals!”
	Conversion & Bookings

	Week 5
	- Reels: Budget-friendly travel hacks 
- IG Poll: “Best travel apps?”
	- Itinerary sharing feature on Vamoos 
- Live chat support for last-minute questions
	Sustaining Engagement

	Week 6
	- Instagram Story: Day in the life of a traveller using Ocky White 
- Story highlights for FAQs
	- Customer review showcase via Vamoos 
- Special discount for returning customers
	Loyalty & Repeat Bookings
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