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For immediate release

                                    Make the FHL changes work for you in 10 simple steps
As the Furnished Holiday Lettings (FHL) consultation draws to a close on Friday 22 October, there is an opportunity for holiday home owners to give their marketing strategy a fresh push and capitalise on the FHL eligibility criteria changes.

Of what holiday home owners have to gain from the new guidelines, Kate Stinchcombe-Gillies, spokesperson for Holiday Lettings™ says: “home owners have an inherent opportunity to ensure that their property is seen and heard about more than others on the market. Unfortunately this feat won’t just happen without any effort. Research, marketing and good old fashioned customer service are key for owners to understand, reach and entice their target guest, so that their interest translates to a confirmed booking, if not a repeat stay.”
To help owners capitalise on this opportunity Holiday Lettings has compiled 10 simple tips on how they can make their home stand out from the crowd: 
1) Shipshape - make them want to come!

Photographs provide your home’s first impression, so before starting a fresh marketing push, gauge if your home needs a tidy-up or a fresh lick of paint.  Before you get the camera out, lay the table, buy some fresh flowers and plump the cushions – show your home in the best light possible.

2) Know your guest
Understanding your audience is key to building a successful marketing campaign. Owners need to have a strong knowledge of who/what type of groups/demographics usually book with them and to determine if this differs from the typical local tourist? If you’re currently only appealing to a proportion of the local tourist market, you’re missing out – find out why and try to think of ways to reach a wider range of people. E.g. for families, add toddler & baby friendly facilities, entice the younger market by discussing the night life in the area or perhaps including a beer keg or wine box in the price? Added extras make all the difference.

3) Go where your audience goes  

Sadly, not everyone thinks about holidaying in your location all of the time, but that doesn’t mean they can’t be distracted by the thought when they’re doing other things. Reaching more of your potential guests will be most successful if you can appeal to the other things they do/enjoy in life like cooking or exercise. Your home may well appear in their Google results for ‘aga home cooking’ or ‘outdoor activities,’ if your online advertising mentions such things.

4) Channels of choice

Use the power of social media to your advantage and connect with your customers in an open space. If you’re not on Twitter, get there – other home owners are there already sharing tips, deals, local goings-on, favourite local activities and more. Use hashtags to engage with others talking about your location (e.g. #Tarifa), local activities (e.g. #surfing), local specialities (e.g. #oliveharvest) and local events (e.g. #tomatina)
5) Talk to the tourist office 

Build a relationship with your local tourist office to see if they will host some leaflets showcasing your home, or add it to their accommodation listings. They’ll also be able to advise you on local events, which can act as hooks for visitors to your home.
6)  Repeat bookings

Repeat bookings are a sure sign that your business is doing well; try to encourage your customers to return by engaging with them as frequently as possible. Following a stay send your guests a note to thank them for staying with you and asking for feedback, or email them a brief survey. You may also like to send them greetings at Christmas that includes a 10 per cent discount for a stay the following year.

7) Be unique

The holiday home marketplace is increasingly competitive, so show off and talk up the things that make your home unique. Is it the playroom you created, the two hammocks by the pool, the 20 second skip to the beach or the discount you’ve secured for guests at the ski school?  

8) Be objective, not subjective 

Ask an honest third party to search for and read your advertising. How easily did they find it and when they read it were they so eager to experience your holiday offering that they couldn’t wait to finish the description? As long as everything you’ve said is accurate, this is exactly the kind of response you want your marketing material to create.
9) Be available and responsive  

From a holidaymaker perspective, booking direct with a private holiday home owner hopefully means the owner will be well informed about the home and local area should they have any questions, but it generally isn’t an instantaneous booking process. However, you have more chance of converting a mere enquiry into a paid for booking by responding as soon as courteously and as informatively as you can. 

10) Word of mouth power
Like it or not, in encouraging paying guests to rent your holiday home, you’re running a business and with that comes customer service. The experience your guests have, from their first to last interaction with you, will shape part of the opinion they form of the holiday they go home and tell their friends about and you really want that to be positive! 
-ends-
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About holidaylettings.co.uk

Holiday Lettings™ is the consumers’ favourite holiday home website; the UK’s busiest site of its kind. 

Search 40,000+ privately owned holiday homes in 116 countries around the world. 
Choose from: spacious villas, resort apartments, sprawling gites and farmhouses, cosy romantic retreats, cottages, barn and chapel conversions, city shopping breaks, rural getaways or beach breaks - there’s a home for every holiday. 
Escape on: a short haul hop to Spain, Portugal, France or Cyprus or head further afield to the US, South Africa, Australia and Thailand. Renting a holiday home is frequently up to 50 per cent cheaper than booking a mono hotel room – what are you waiting for... www.holidaylettings.co.uk
Since June 2010, Holiday Lettings has been part of the TripAdvisor® Media Group. As part of the world’s largest travel community, with more than 50 million unique monthly users, Holiday Lettings takes an envied position in the global travel marketplace.
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