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B ased in  the Miami  with  satel l i te  o!ces  in  Los  Angeles,  Canada,  the  UK 
a n d  Au s t ra l i a ,  TravelInk’d  i s  t h e  s t rate g i c  P R  a r m  o f  ThinkInk .  
We are a  ful l-ser vice communications "rm special iz ing in travel  public it y  on 
ever y  corner  of  the  globe.  We help  bui ld  reputat ions  for  g lobal  companies;  
we tel l  their  stor ies  to  the world,  to  increase  their  v is ib i l i t y  where  i t  
counts  most.  Need some great  ink  in  the media?  Want  to  be  universal ly  
recognized by  your  c ustomers?  Contac t  us  and let  TravelInk’d  te l l  your  
company ’s  stor y  to  the world.  Vis i t  us  at  www.travelinkd.com .  
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Visibility Strategies That 
Reach Your Customers, 
Wherever They Are ...

TravelInk’d is Here,  There.. .Ever ywhereTravelInk’d is Here,  There.. .Ever ywhere



The Travel and Destination Marketing Industry: 
Insights, Experience & Intelligence 

Change happens  quickly.  Consumers  rarely  use  t ravel  agents  as  their  pr imar y  booking channel.  
Major  a i r l ines  have never  faced as  much competit ion f rom low- cost  operators  or  an increased 
consumer  demand for  t ransparenc y.  New hotel  systems are  rewrit ing the operat ions  handbook 
for  hotel iers  worldwide,  and corporate  t ravel  and meeting planners  are  competing with  
increas ingly  e!cient  communicat ions  technology.  In  fac t,  technology a"ec ts  ever y  aspec t  of  
the  travel  industr y  today.  From hotels,  to  cruise  ships,  to  a i r l ines,  to  meetings  and events  to  
dest inat ions—technology is  revolut ioniz ing the ent i re  t ravel  exper ience and the way in  which 
companies  bui ld  and suppor t  their  operat ions.  And al l  of  this  evolut ion cont inues  at  what  seems 
to  be  the speed of  l ight,  g iven the prol i ferat ion of  the  seamless  user  exper ience required across  
mobi le  ( tablets/smar tphones)  and socia l  media.  At  TravelInk’d ,  we create awareness,  inst i l l  
bel iefs,  change behaviors  and motivate  ac t ions  to  keep your  company or  dest inat ion at  the  top of  
the  constantly  evolv ing industr y  and on the radar  of  in#uentia l  media,  decis ion-makers  and 
c ustomers.  S ome of  our  strategies  and methods  are  t radit ional,  whi le  others  aren’t,  but  they a l l  
have the same goal :  increased v is ib i l i t y  of  your  t ravel  produc t  or  locat ion.  

Airline, Leisure & Business Travel 

The past  year  may have given the a i r l ine  industr y  some $nancial  turbulence,  but  i t  remains  a  
force  to  be  reckoned with.  Just  a  couple  years  s ince  the worst  recess ion in  recent  histor y,  
a i r l ines  are  st i l l  predic ted to  generate  $4.9  bi l l ion in  pro$ts  in  2012.   New regions  have emerged 
as  high- growth areas  whi le  others  see  t ra!c decl ines.  And consumers  cont inue to  change as  wel l.  
The business traveler  is  no longer necessari ly  the corporate - card-wielding road warrior  of  
yester year;  more  of ten,  he  or  she is  a  web -sav v y deal  hunter  on a  budget—and on a  power ful  
mobi le  device.  The le isure  passenger,  once putt y  in  a  t ravel  agent 's  hands,  i s  now armed with  an 
arsenal  of  fare  comparison s ites  and OTAs— online s ites  that  favor  increased transparenc y and 
increases competit ion bet ween carr iers.  As  with  most  ever ything else,  the  web has  forced the 
aviat ion industr y  to  rede$ne its  relationship with its  customers and reconsider its  pricing strategies.  
The airl ine industr y exper ts at  TravelInk’d  undestandthis  shi f t ing landscape better  than other  
PR $rms:  our  c l ients  inc lude a i r l ines  and a i r l ine  ser v ices  companies,  as  wel l  as  booking platform 
designers  and a i r l ine  sof t ware  developers.  S o  whether  you are  in  the business  of  #ying planes,  
se l l ing seats,  cater ing to  business  t ravelers,  or  des igning mobi le  t ravel  appl icat ions  to  better  
ser ve  today ’s  ‘always’ connected jet setter, TravelInk’dcan help  you develop the PR and 
communicat ions  strategies  to  keep yourbusiness  #ying high.

www.travelinkd.com



 
how much can a  room and a  bed change?— ever ything on an operat ional  level  has  undergone 
s igni!cant  change.  B out ique and independent  proper t ies  are  gaining market  share  over  the 
big-brand chains  that  used to  rule  the industr y.  The booking window is  shr inking,  with  more 
c ustomers  booking on-the - go,  in-"ight  or  even whi le  standing outs ide  the hotel  v ia  their  
smar tphone or  iPad.  The quick ,  easy  and a#ordable  onl ine  channel  i s  avai lable  24/7 to  consumers  
worldwide.  With each new change,  the  internal  processes  of  a  hotel  need to  adapt  in  order  to  
remain successful.  New technologies  are  emerging ever y  day that  a#ec t  the  jobs  of  hotel iers,  
revenue managers,  reser vat ions  agents  and hospital i t y  marketers  a l ike.  Get  d iscovered,  get  inked 
and let  TravelInk’d  help  keep your  edge over  the competit ion.    

Cruise Travel, Meetings, Special Events & Incentives                                                                                                                    

These segments  are  grouped together  because they have one impor tant  thing in  common—their  
astounding rate  of  growth.  Even though there  has  been some recent  controversy  over  the val id it y  
of  this  corporate  expenditure,  meet ings,  events  and incent ive  t ravel  account  for  near ly  25% of  a l l  
t ravel  expenditures  in  the US alone.  The cruise  industr y  has  bal looned to  more than 15 mil l ion 
American passengers  in  2011,  with  many new luxur y  l iners  launched.  In  fac t,  the  cruise  industr y  i s  
the  fastest- growing categor y  in  the le isure  t ravel  market,  with  a  30-year  average annual  passenger  
growth rate  of  over  7%.   The group and meeting travel  market,  inc luding the increas ingly  popular  
hybr id  of  cruise  event  and on-ship  meetings,  topped $91 bi l l ion in  2011.  Al l  of  which indicates  that  
these segments of  the travel  industr y are too large to ignore.  Which is  why TravelInk’d  never  has.  
Many of  our  c l ients  operate  in  these  growing !elds  and some work  with  e lements  of  a l l  three.  
As  such,  we are  famil iar  with  both the business-to -business  and business-to - consumer  market ing 
dynamics  demanded by  these  wide -ranging sec tors,  as  wel l  as  the  industr y  and mainstream 
publ icat ions  that  are  most  eager  to  hear  your  company's  stor y.  As  we’re  based in  Miami,  we know 
!rsthand the power  of  the  cruise  industr y  and the immense bene!ts  the tour ism market  gains  f rom 
meetings  and incent ive  t ravel  and we know how to  leverage both to  your  company's  advantage.  

Hotels, Hospitality & Travel Technology

The hospital i t y  industr y  has  endured many chal lenges in  the last  few years  as  wel l  and in  the process  
has  reinvented i tself.  Although the main produc t  o#ered at  hotels  has  remained the same —after  al l,  

Strength in (small) numbers
Strong media relationships in 
the travel and tourism industry
Attention to and quick 
identification of emerging 
travel trends

Responsiveness to changing client, 
media and market conditions
Transactional results - lead 
generation, revenue development 
and an emphasis on ROI
Global perspective from a team 
of multicultural and multilingual 
experts

Some Great Reasons to Get Ink’d:



The Perks of Partnership 
TravelInk’d  understands  the ever-shi f t ing permutat ions  of  the  travel  industr y,  and we never  
lose  s ight  of  the  ult imate goal—to make one more sale,  to  land one more c l ient,  to  put  one more 
head in  one more bed and to  help  you make the most  money doing i t.  We leverage our  years  of  
exper ience in  this  !eld  to  develop e"ec t ive  and power ful  messaging,  and generate  meaningful  
media  coverage for  your  business  or  dest inat ion.  In  shor t,  we know the travel  industr y  ins ide  and 
out.  We understand your  business,  your  target  audiences  and we know how to  reach them.  We have 
excel lent  re lat ionships  with  the media  out lets  on four  cont inents  that  cover  your  industr y,  and can 
leverage these relationships to the bene!t of your company. Isn’t it  time for your company to get ink’d?

The Travelink’d Difference: 
We represent the travel industry… Here and now
TravelInk’d  is  more than just a travel- oriented PR !rm churning out press releases. To us, strategic 
PR means “building the relationship with the public” !rst and foremost. It  is  no longer about simply 
craft ing a message or  placing a stor y,  especial ly  in  a  world where transparenc y and authentic it y  is  
so  impor tant.  We str ive  to  be  a  t rusted advisor,  an exper t  consultant,  a  developer  of  e"ec t ive  
strategy and generator  of  f resh perspec t ives.  More  than anything,  we are  a  par tner  to  our  c l ients,  
understanding the nuances  of  their  industr y  and speaking the language of  t ravel  and tour ism.  We 
bel ieve  a  par tnership  goes  deeper  than pr imar y  roles ;  we are  a lso  event  planners,  copy writers,  
agents,  business  advisors,  c r is is  managers  and designers.  And we provide these  ser v ices  on four  
cont inents,  e"ec t ively  expanding the reach of  your  company worldwide.  As  a  !rm,  we pr ide  
ourselves  on our  responsiveness  and abi l i t y  to  !nd innovat ive  solut ions  to  complex  chal lenges—

skills par ticularly critical to the dynamic travel and tourism industr y.  TravelInk’d  has never sacri!ced 
these qualit ies in favor of  a large corporate struc ture,  al lowing our cl ients to retain an independent,  
responsive PR par tner with a global  presence.  So what are you waiting for? Isn’t  it  t ime you got Ink ’d?

TravelInk’d  meets  the needs  of  today ’s  organizat ions,  consumers  and media  the world  over—
taking you ever y where  you need to  be.  We embrace soc ia l  media,  stor ytel l ing and relat ionship  
bui ld ing and we speak the language of  both travel  and technology,  not  just  PR.  S o  whether  you are  
developing the latest  anci l lar y  revenue platform,  v i r tual  meet ings  technology,  a  new socia l  media  
app for  the  travel  industr y,  the  latest  concierge program to  bui ld  loyalt y  for  your  hotel  brand or  
promoting your  dest inat ion to  the world,  Travel Ink ’d  has  the v is ib i l i t y  solut ions  to  get  your  
company ink .  I t ’s  that  s imple.

US:  +1.305.749.5342  UK:  +44.203.372.4809  AUS:  +61.411.881.661  CAN:   +1.647.453.4518   
travel@travelinkd.com  |  www.travelinkd.com
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We get your story 
in front of the people 
who need to see itTHINKINK
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