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Online booking

World 
wide bed
Online booking is fast becoming 
the most popular way for guests 
to make reservations. Quality edge 
editor Pam Foden has been talking 
to readers, industry experts and 
suppliers to find out more 

Since 2006, the number of domestic hoidays booked 
online has increased by a staggering 90%, according to 
the GB Tourism Survey 2006-2011. So it’s no wonder that 

more businesses are thinking about using online booking.
Here, two B&Bs, a self-catering business and a touring 

park ask what online booking can do for them and see if they 
can be convinced that it would lead to increased occupancy. 
Several suppliers and an industry expert give their opinions – 
further insights have been provided by readers who are already 
committed to online booking. They give their honest opinions 
– the pros and the cons. Read on to find out more...

“We use an online booking program 
called Insight. People book all through 
the night, which they obviously couldn’t 

if they had to do so by phone. It’s 
brilliant. It’s like having someone sitting 

on reception 24 hours a day with no 
break – the perfect employee!”
Bobby Shafto Park, Beamish

SuPPlierS
Freetobook: Visit www.freetobook.com 
Email info@freetobook.com Call 0141 270 2173 

New Vision Group (Guestlink): Visit www.nvg.net 
Call 0844 854 3432 

eviivo: Visit www.eviivo.com 
Email enquiries@eviivo.com Call 0800 422 0088

laterooms: Visit www.LateRooms.com 
Email hotels@LateRooms.com Call 0844 774 2006

Camping Ninja: Visit www.campingninja.com 
Call 01252 279123

Pitchup: Visit www.pitchup.com 

MArKeTiNG eXPerT
Susan Briggs is Director of the Tourism Network, a small 
consultancy offering marketing advice and training for the tourism 
industry. Readers of Quality edge can take advantage of a new 
frugal marketing package designed for businesses with limited 
budgets who want to improve their marketing for the introductory 
rate of £45+VAT per month. 
For more information, visit www.tourismknowhow.com

FiNd ouT More

“We chose Freetobook 
because they don’t take commission 

for bookings on our site. On the whole our 
experience has been good, but It makes it 

difficult to operate a dynamic, flexible pricing 
policy. If we speak to people on the phone 
there is often a chance to negotiate and get 

the booking.” 
 oaklands edwardian Guest 

House, Weymouth
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I have been running my three-bedroom B&B in Blackpool for seven years. Four or five years ago, I tried 
using an online booking site, but found that I missed being able to speak to people and, as the site 
didn’t show my availability, if people couldn’t book the dates they wanted, they didn’t book at all.

I have what I think is a pretty good website, which gets about 390 unique visitors a week (peaking  
at 2,134 visits mid-September and then dropping to 270 visits mid-November), but I’m not as busy  
as I would like to be and I’m very aware that you’ve got to keep up to date with changing trends in  
the industry. 

Information I’m reading is telling me that around 75% of bookings are now made online and I don’t 
want to get left behind. Is this true? If so, which online channel should I be considering if I want to 
increase my occupancy? Or should I simply drop my prices, as I shall probably have to pay high 
commission fees anyway?

My husband’s business, the 14-bedroom Number One South Beach, does all the online booking 
options but he has more rooms to play with. We do refer business to each other, although I think  
I send him more than he sends me!

Yours sincerely, 
Claire Smith

FreeToBooK SAyS:
The internet is changing the way customers 
behave: they are much more confident online 
and many now prefer to book online. As a 
business, you need to make it easy for your 
customers to do business with you. Most 
visitors will be looking for your rates and 
availability – many will just leave your site  
if they can’t find them.

Most booking systems perform pretty 
similar functions, so it’s important that you 
find one that is flexible enough to adapt to 
your business. Your website looks to be busy, 
so you are winning half the battle. You just 
need to convert the visitors to bookings. 

Our Freetobook software is free if you 
simply use it on your own website. No upfront 
fee and no commission on bookings, so it’s 
ideal if you are already getting good traffic to 
your site. We only charge our customers if they 
take up the other channels we link to, such as 
LateRooms or Booking.com. Freetobook, like 
most booking engines, also gives you the 
option of selling different types of offers or 
adding value, which encourages visitors to 
book. Just dropping your prices is rarely the 
right answer. 

Don’t even consider going near any other 
online channel without first getting set up to 
take commission-free bookings on your own 
website. Too many B&Bs neglect to do this and 
it loses them a lot of money.

SuSAN BriGGS SAyS:
You have some excellent reviews, so make 
sure that guests can see some of those when 
they come to your website. Ideally, they’ll 
see positive reviews and book straight away 
without feeling they need to go to another 
site and double-check, which is when they 
sometimes get distracted. 

The words on your website are as important 
as the images. You have a VisitEngland 
Breakfast award – your breakfasts are clearly 
excellent – tell guests more about them! 
Guests like to see photos of food and know 
where it comes from – give as much 
information as possible. Your website is a good 
place to convey your five-star quality with 
images and extra details.

eViiVo SAyS:
There is a lot of competition in Blackpool and 
it is a challenge to stand out among all the 

other businesses and to convert visitors into 
bookers. However, as you don’t offer online 
booking, you are missing opportunities. Who 
has time these days to place dozens of calls to 
enquire about a property and its availability, 
when all details and photos can be found on 
the internet? 

Eviivo would enable Number One to 
automatically connect in real time to the 
world’s leading travel websites, such as 
Expedia, Hotels.com, lastminute.com, 
TripAdvisor and LateRooms – and at the best 
possible commission rates. 

Blackpool is the location in the UK  
where the eviivo online marketing team 
spends the biggest slice of its advertising 
budget on Google AdWords via our  
own websites www.toprooms.com and  
www.blackpool-bedandbreakfasts.com

With more than 5,400 properties in the UK 
working with us, we understand the needs of 
small, independent accommodation 
properties. Our management system is easy to 
use and enables proprietors to quickly and 
simply adjust their pricing and create special 
offers, early-bird or last-minute deals. We have 
a whole team of friendly eviivo staff members 
who are eager to help!

 
GueSTliNK SAyS:
Our Guestlink system might be ideal for 
Claire, as it offers the accommodation 
providers either a full online booking ‘Real 
time Allocation’ model or our ‘Reserve and 
Book’ option. Full online booking is where 
the room(s) are allocated to the system. We 
call this ‘Allocated’ availability. The guest 
gets an instant confirmation if this method is 
used. Since Claire only has three bedrooms, 
and might need to juggle her rooms between 
guests to maximise occupancy, ‘Indicated’ 
availability might suit her better. With this 
option, Claire would receive an automatic 
email and then she would respond to the 
customer directly by phone or email, ideally 
within 24 hours, to accept or decline the 
booking. Some 60% of Guestlink users choose 
this option. 

Since Claire’s website is already receiving 
plenty of visitors, she might want to start by 
simply taking bookings on her own site, using 
Guestlink software. It’s easy to get set up. 
Once we have your details, we send you a bit 
of code that you need to pass to your web 

company, or if you have created your own site 
or are using a template site, it’s easy to install 
yourself. The commission rate for this is only 
2.5% including VAT, payable monthly, after the 
guests have stayed. An alternative is our 
annual fee of £195 + VAT. Once monthly 
invoices get close to this, we advise swapping 
to the annual fee.

Any customers making bookings online via 
Guestlink will be emailed four days after their 
stay and encouraged to leave a review about 
Number One. These can be automatically 
uploaded to Claire’s website. 

This model might be enough for Claire, but 
the additional ‘bolt-ons’ would be a link through 
to Hudson’s England – the new website that 
promotes only VisitEngland assessed 
accommodation. Claire already has a free listing 
on that site, but can upgrade to show her 
availability and be bookable online for a small 
annual fee. No commission is payable on 
bookings made on Hudson’s England.

Another option is our Roomcheck website, 
which has 5,000 advertisers in England – 
again, with the same ‘Reserve and Book’ 
option, rather than (confirmed) ‘Book Online’ 
option. The commission rate for this channel 
is 10% including VAT. Our software will also 
link to the IKnow regional websites, which 
charge 5% commission.  

All of these options can be turned on or off 
at any time, so when Blackpool is really busy, 
Claire can just ‘close out’ all her rooms. 

lATerooMS SAyS:
A site like LateRooms.com should present a 
property like Number One, Blackpool with lots 
of opportunities for exposure.

We do give our customers the opportunity to 
book via telephone, and our diary management 
system is flexible so it allows you to operate 
on a request basis only, which is ideal for a 
lot of small properties. Nine in ten bookings 
are handled online and it enables you to take 
bookings out of hours or when you’re out.   

Even in typically seasonal destinations like 
Blackpool you’ll benefit from interest all year 
round. We’re well-featured in search engines 
and offer your property via 100s of affiliated 
partner sites, so you’ll reach more customers  
than ever.

Our unique ‘search results’ page shows the 
availability before and after the dates selected, 
so customers can book for an alternative date.

CASe STudy: Number One, Blackpool    Bed and Breakfast

FeedBACK
 “Eighteen months ago, we 

signed up with Booking.com. Has it 
worked? Yes, we’ve been busier. Are we 

more profitable? Probably not. Booking.com 
takes 18% including VAT. We miss speaking to 

customers in advance, too.
We’ll stay with Booking.com but our online 

prices will have to be higher.”
eaton Court, Southampton 

“We started using online booking a year 
ago and have doubled our turnover.  
We don’t begrudge the commission.  

Not having to rush to the phone 
continually saves time, especially when 
everyone seems to want Saturday night 

– our busiest night.”
little Mead, Winchester
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We have been running our self-catering holiday cottage business for 12 years. We have four cottages converted from barns on our 
working farm. We do our own advertising. We are members of Farm Stay and have found the local referral network has worked well for 
us in the past. However, as other properties themselves are perhaps not fully booked either, recently fewer enquiries have been passed 
to us.

All cottages are top-end four-star and achieved a score of 100% for cleanliness at our most recent VisitEngland assessment. Two 
cottages have a NAS level one mobility rating. We are members of Walkers Welcome, Cyclists Welcome and Families Welcome. We have 
a large games room/conference room, a football pitch, a large garden and play area, a fishing lake and cycle hire. 

So far this year 56% of our bookings are repeat business, 44% new business. We are looking at ways to increase our occupancy 
rates, as we find for the first time in twelve years that we are approaching the school summer holiday with several weeks not fully 
booked. People are booking nearer the time and holding out for late-availability offers.

We are currently getting quotes for a new website as the one we have is rather dated and doesn’t showcase our cottages and 
facilities to best advantage. We do not currently use an online booking facility, but have a link from each cottage page to the Farm Stay 
Anglia Availability Calendar, which I keep up to date. I regularly place special offers/late availability on our own website, on the Farm 
Stay Anglia website and on the Farm Stay UK website. So our availability is accessible online, but customers can’t book online.

Our website receives 600-800 unique visitors per month, the main referrers being Farm Stay UK (37%), Farm Stay East Anglia (14%) 
and Google referrals make up only 2%, despite running a ‘pay per click’ campaign with Google AdWords for a few months last year. 

We have recently joined TripAdvisor and have excellent reviews and are ranked number one in the Speciality Lodging category. I 
would like to see this converting into a higher level of new business.

I have also created a Facebook business page and am beginning to use this as a blog and as an opportunity to advertise any special 
deals and events that are happening locally. In addition, I have started sending out a newsletter to guests.

However, we are not as busy as we would like to be and would welcome any advice to increase bookings.
 

Kind regards,
David and Claire Sillett

CASe STudy: School Farm Cottages, Suffolk    Self-catering

GueSTliNK SAyS:
Unlike most online booking systems, 
Guestlink works well for self-catering 
businesses. Many destination websites in 
England use our Guestlink software and the 
self-catering sector is hugely important. With 
our choice of ‘Allocated’ or ‘Indicated’ 
availability options, David and Claire could 
start to offer online booking straight away and 
see if this would increase the conversion rate 
on their current School Farm website. If they 
choose the ‘Reserve and Book’ option, there is 
still the opportunity to talk to (or email) the 
guests before accepting a booking.

The Guestlink software is flexible, so  
short breaks can be offered alongside whole 
weeks. Commission is only 2.5% including  
VAT for bookings taken on your own website 
with Guestlink. 

Your web traffic looks good, so adding this 
‘Reserve and Book’ button on the site may  
do the trick. If not, remember Guestlink  
works with Hudsons, the official guide 
producer for VisitEngland assessed properties, 
and you can upgrade your basic free entry on  
their website for an annual fee. Showing  
your availability on sites such as roomcheck.
co.uk and iknow-eastanglia.co.uk now are 
additional opportunities available through 
Guestlink – the maximum commission is  
10% (including VAT). In your area we work 
with www.visitsuffolk.co.uk. We also work 
with attractions all over the country.

Our reviews would work well for you too. 
Any customer that books a stay at School Farm 
through Guestlink will automatically be 
emailed and asked to comment on their stay. 
These reviews will then appear on all the 
Guestlink channels against your entry and  
on your website, too. 

FreeToBooK SAyS:
Although we don’t provide booking facilities 
for self-catering properties, here is some 

general advice. It’s definitely worth you 
putting a booking engine on your site. Your 
website seems busy enough, so it’s just a 
question of converting more visits into 
bookings. Try this first and then, if bookings 
pick up, go for that upgrade of your website. 
Use Google Analytics on your website, to see  
if those excellent TripAdvisor reviews are 
sending customers your way. 

Make sure your booking engine features 
prominently on your home page (‘above the 
fold’ – no need to scroll down to find it) and 
on every other page in a similar position. It’s 
currently difficult to find your availability on 
your site, so I would recommend making it 
more prominent. 

The repeat bookings are impressive. You 
may want to use the newsletter and your 
Facebook page to encourage people to book 
early by offering discounts. The Freetobook 
booking engine enables you to track bookings 
from your various emails, but more 
importantly it gives you flexibility and speed of 
response – you can even sell your farm beef on 
it as an extra! 

I think you have chosen the right thing with 
Facebook. It’s a great way to stay in the minds 
of your customers, build a relationship and let 
them interact with your business. It’s also 
worth linking your booking engine to your 
Facebook page. We’ve got a great free booking 
app for Facebook and you can link it to any 
booking engine, not just Freetobook’s!

SuSAN BriGGS SAyS:
When times are hard and competition is 
strong, it’s essential to not only be different 
but also to show how your accommodation 
stands out. Guests now research 
accommodation to a much greater degree, so 
set up a direct link to your TripAdvisor reviews 
from your website. You might want to explore 
changing you TripAdvisor category from 
‘Specialist lodging’ to ‘Holiday rentals’. It’s a 

bigger category, so might work better for you. 
Gather and upload to your website as many 
relevant photos as you can find and detailed 
information about the local area and what 
guests can do, especially if it’s something a 
little different. Don’t just provide links to 
attractions describe places and make 
recommendations that show you really know 
your area. 

Why not consider building your own 
website? Sites like www.weebly.com mean you 
no longer need any specialist knowledge. You 
can be 100% in control of your website and 
they are cheap to run. This means you can 
keep adding and changing information,  so it’s 
really tailored to the needs of your guests. 

Pay per click can be very effective, especially 
for last-minute bookings, but you need to 
choose the right words. Google has a good 
online tutorial (www.google.co.uk/adwords).  
It also offers a telephone service to get you set 
up. The ads can be switched on and off at any 
time. Choose the model where you can set a 
maximum daily spend, then you are in control. 
It can be as little as a few pounds per day. 

lATerooMS SAyS:
As a high-end establishment, we feel you 
would benefit from managing your own 
content, and the ability to upload unlimited 
pictures about the property which we offer. As 
LateRooms.com take bookings up to the day of 
arrival, any period which invite high levels of 
cancellation still have a great opportunity to 
be resold.

Some properties work with ‘Advance 
Purchase’ type offers which encourage longer 
lead-in bookings that cannot be cancelled, 
protecting properties in weather- or event-
dependent areas. Our friendly Hotel 
Relationships team are on hand to advise what 
strategy will work best. You sound like a social 
media-savvy business, so this should work well  
for you.

FeedBACK

“I’m new to all 
this online marketing. I tried 

holidaylettings.com, paying the hefty 
upfront annual fee, but my two cottages are 
lost among the competition. I tried Google 

Adwords, paying £150 for a month’s trial, but I 
realise now that I was paying an agency and 

could have done it much cheaper myself 
direct with Google.”

Tucking Mill, near Bath 

“We are huge fans of 
online booking. When we started 

in 2006, we went 100% web and people 
thought we were mad, but we have 

continued to thrive using our own website 
and online bookings. It is very easy, very 

cheap and very effective.”
 Wheatland Farm, devon
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FreeToBooK SAyS:
The success of most new businesses is 
strongly linked to their starting conditions,  
so get your website up and running and start 
selling immediately. It takes time for websites 
to be found and indexed by search engines,  
so you are effectively at a disadvantage with  
a new website.

Always build, create and own your own 
website. It’s your most important marketing 
tool, so you need full control. Keep your 
website separate from your booking engine,  
as they are independent functions and you 
should be able to change either at any time 
without impacting on the other.

Your booking engine will need to be able to 
handle selling your rooms in the various ways: 
single, double or twin. Freetobook has just 
launched its ‘ways to sell’ module that allows 
you to sell your rooms in any combination. At 
this stage, it may make sense to consider using 
some of the large online travel agents, as they 
can give you instant exposure. We have just 
launched our channel manager, which links 
your diary with two of the biggest in the UK: 
Booking.com and LateRooms. Although you 
pay a commission, they will also drive traffic to 
your website, where you should be geared up 
to convert some of that into commission-free 
business. Freetobook gives just that. Good luck 
– it sounds like you have a great product!

SuSAN BriGGS SAyS:
The main advantage you have as a new 
business is that you’re new and therefore 
news. This benefit won’t last long, so start to 
capitalise on it right now. Use PR and social 
media to get out the message that you’re new, 
and use curiosity to stimulate an interest in 
what you’re doing. Be very specific about what 
you have to offer, how it’s different and 
special. You’ll definitely need to have your own 
content and high-quality images on your 
website to convey all the benefits of staying 
with you, directly to potential guests. 

You have defined your markets as active/
affluent, which is a great start, but take this 
further by defining them in more detail and 
thinking about their mindset. What will trigger 

them or motivate them into making a booking 
with you? 

GueSTliNK SAyS:
As you wish the property to be completely 
marketed online, you can use the Guestlink 
‘Real Time Allocation’ option so that 
customers make confirmed bookings through 
all the Guestlink channels with no further 
contact being required until the guest arrives, 
unless you want to send an additional 
follow-up email.

This means you can accept bookings 
through your own website and only pay 2.5% 
commission (or pay an annual fee and these 
bookings will be commission-free). We do not 
take any booking fees and if a customer 
cancels their booking, we will not collect any 
commission. Like many of the other online 
booking sites, we don’t hold any deposits or 
payments. You decide what deposit you want 
and can retrieve the customer’s credit card 
details for you to process, once the booking 
has been made.

Since you don’t yet have any repeat guests 
yet, you will need to gradually build your 
online presence. In the first season you should 
look at a range of additional channels. Keep  
a check on the results and weigh up which 
perform best and the cost of each in terms  
of commission and upfront fees. 

Guestlink can offer online booking on:
• Hudson’s England (no commission, but 
upfront annual fee), once you have applied  
for your VisitEngland grading
• Roomcheck (10% commission inc VAT) 
• iknow Cornwall (5% commission inc VAT). 

eViiVo SAyS:
The eviivo online booking system was created 
specifically for small, independent 
accommodation businesses, such as the 
Wadebridge B&B. If you have limited time, 
budget and knowledge of how to market your 
property online, then we can offer you access 
to our expertise, technology, resources, 
distribution network and exceptional customer 
service to help you transform your business. 

The priority for the Wadebridge B&B should 

be to start trading online as soon as possible 
during the peak season. The eviivo activation 
process can be pretty much instantaneous, if 
you are well prepared. With a range of 
good-quality photos and enticing copy to 
publish on our online booking pages, you 
could receive your first booking within 48 
hours if you already have a website, and even 
within a couple of hours if you use an eviivo 
instant web. 

We negotiate the best possible deals and 
preferential commission rates with our 
distribution partners, who include high-profile 
brands such as Expedia, Hotels.com, 
TripAdvisor, LateRooms.com, lastminute.com. 
We also work with many local and regional 
tourism websites. 

lATerooMS SAyS:
We’re often very successful with new business, 
which tend to have more occupancy to sell 
until they build up their base business.

Properties in these circumstances often 
offer ‘Special offers’ such as a ‘stay 4 nights get 
one free’ deal to new bookers to raise their 
profile, and LateRooms.com customers are 
very receptive to such deals, raising your 
profile further. Unique to LateRooms.com too 
is the ‘HotelAds’ feature, a flexible online 
marketing tool which allows you to target an 
advert of your property to local searches.

We find our active/affluent couples find 
content very important, and we give our 
properties complete control over this, allowing 
you to add the description you want and the 
right images for you.  They will also spend a 
lot of time browsing guest reviews and we’ll 
display reviews from guests who have stayed  
at the property.

The map search on LateRooms.com will 
mean a property in an area such as 
Wadgebridge will benefit from being 
advertised on  many popular local searches, 
including ‘Cornwall’ and ‘Padstow’ – opening 
you up to even more businesses in the area.

Overall with our easy booking process and 
profile on search engines, LateRooms.com 
could potentially act as the sole online 
presence for a new business.

FeedBACK

The Wadebridge B&B is a brand new business hoping to open in August 2012. It is a complete newcomer to online 
booking and digital marketing.

Conversion work and refurbishments have been carried throughout to a high standard, to create a stylish and 
relaxing bed & breakfast in the North Cornwall market town of Wadebridge.

There are three letting rooms, one double-only and two doubles or twins (zip and link). All can be let as singles. 
Particular features are light and spacious rooms with high-quality furniture and brand-new beds. All rooms are en-suite, 
with power showers and under-floor heating. 

The Wadebridge B&B has excellent green credentials – with solar panels, high levels of soundproofing and 
insulation, energy-saving bulbs and appliances, a full recycling regime and a local produce buying policy. The business 
is just entering the process of grading and hopes to achieve four stars with VisitEngland at the first assessment. 

There has been no marketing at all, other than to register the domain name www.wadebridgebandb.co.uk and  
to purchase a template website from www.fatcow.com. The website is not yet populated with content.

The Wadebridge B&B wishes to trade entirely online. There will be very little external signage to the business other 
than directional signs for visitors, so ‘call-in’ visitors are not encouraged. The owner is aware of eviivo and other 
options in the marketplace, but as a new-start business wishes to know the most effective and economical way to 
optimise for search engine and online booking business.

• Does a fresh start like this give the Wadebridge B&B any advantages?
• With the availability of inclusive websites such as eviivo should the owner bother to create  
a separate website?
• If so, how do you optimise a new website to attract the target audience of active/affluent couples?
• Are there other effective and cheap ways to attract new business?
• What is the lead-in time? How soon can the owner get bookings?

CASe STudy: The Wadebridge B&B, Cornwall

“You have to be with one of 
the big national sites. With just two 

rooms, I update four different systems. I 
have both Guestlink and eviivo on my own 

website and am diligent in keeping LateRooms 
and Booking.com up to date. Wherever I am,  

I have my iphone and laptop with me.”
Shakespeare’s View,  
Stratford-upon-Avon

“The big online 
agents are in control. It’s all 

about maximising their margins.  
They really don’t care where people stay  
as long as they hit their targets. Rates  

for all the major agents start at 15% + VAT. 
The trick is to convert the new business  
you gain from these sites to book direct 

next time.”
Butlers, Cheltenham 
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We are a family-run touring caravan park in rural Teesdale, County Durham. 
We have a high-end four-star site with 70 pitches situated in parkland on 
our farm, with opportunities for walking, fishing and wildlife-watching.

We have built a strong customer base over the years. We target our 
advertising to caravanning and motorhome publications, directories  
and websites. 

In 2011, 35% of new customers found out about us through 
recommendation, 15% via the internet, 16% from site directories, 9% 
through magazine advertisements and the remainder from passing trade.  
In total for 2011, approximately 20% of our visitors were new customers 
and 80% were repeat and regular visitors.

We have between 600 unique visits per month (in the closed period) and 
1200 during the high season. A total of 60% find us through search 
engines, 30% from referring websites and 10% are direct traffic. Most 
referred traffic comes from our advert on www.ukcampsites.co.uk. We have 
a Facebook page, which we keep up to date with news, events and photos.

We don’t use an online booking system, as we like to be able to speak 
to or email our customers personally. 

Occupancy rates are down so far this year compared to 2011. The 
campsite is generally busy over weekends and holiday periods but we 
would like to see an increase in midweek bookings.

Thanks,
Alison

CASe STudy: Doe Park, County Durham    Touring park

GueSTliNK FeedBACK:
Guestlink is uniquely placed to provide an online booking solution 
that will work for a touring park and allow Alison and the team at Doe 
Park to talk to their customers before accepting a booking. The 
pricing options in Guestlink mean you can highlight the short break 
options, to encourage more visitors to come midweek, with a lower 
rate without affecting your weekend pricing structure. 

There are no upfront costs and only 2.5% including VAT 
commission on any Guestlink bookings taken via the Doe Park 
website. Consumers want to plan and book their holidays at all times 
of the day and night, so why not offer this service? It can link through 
to your Facebook page and any other channels that Guestlink offers.

CAMPiNG NiNjA SAyS:
At Campingninja we work with the owners of small and medium  
sized campsites. We target and connect families and outdoor 
enthusiasts aged between 20–55 with well-run, friendly campsites  
in fantastic locations. We offer:
• a simple model – we work on a 10% commission-only basis with  
no upfront costs 
• free support – help is always at hand over the phone or via email
• a low-risk way of seeing if working with a third party is right for 
your park/campsite 
• a free trial – make use of our award-winning website’s ‘Campsite 
Management’ area.

PiTCHuP.CoM SAyS:
According to VisitEngland, over 70% of advance bookings for 
domestic holidays are now made online, and this figure is increasing 
each year. Some campsites and caravan parks now take over 50% of 
their bookings over the internet. Doe Park might like to test out our 
booking engine. It’s easy to update and there are no upfront fees. 

We now have more than 300 campsite and caravan parks, from 
Haven to the YHA.

 Up to 25,000 users visit Pitchup.com every day and the website 
has more than 15,000 fans on Facebook. There are no set-up costs or 
ongoing fees, only a commission on successful bookings of 12.5%  
plus VAT.
 
SuSAN BriGGS SAyS:
One of your strengths is the high number of repeat and regular 
guests. They can also be a great marketing resource. Do you offer any 
kind of tell-a-friend scheme? Or perhaps some sort of added value 
come-back-midweek deals? It’s also likely that your repeat guests will 
be willing to post more information on Facebook and tell others 
about you via Twitter – you just need to keep asking them to do so.
Filling midweek slots can be a challenge. Consider which niche 
markets are more likely to stay with you midweek. Negotiate midweek 
discounts at a range of local attractions (so they’re reducing their 
prices, not you!) and package great value midweek breaks for retired 
people or families with preschool-aged children. ■
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