


Fl
im

p 
M

ed
ia

, I
nc

. |
 2

 H
ay

de
n 

Ro
w

e 
St

re
et

 |
 H

op
ki

nt
on

, M
A

  0
17

48
 |

 P
ho

ne
: (

50
8)

 4
35

-5
22

0 
| 

Fa
x:

 (5
08

) 9
74

-1
77

6 
| 

Em
ai

l: 
in

fo
@

fli
m

p.
ne

t  
| 

W
eb

si
te

: w
w

w
.fl

im
p.

ne
t

FLIMP Case Study: Travel Marketing 
Flash Videosite Marketing Brochures 
Client: Homebase Abroad, Ltd. 

Using FLIMP, five separate flash videosite email marketing campaigns were created, launched and tracked by 
viewer email address to promote the Homebase Abroad’s luxury Italian villas. The campaigns individually targeted 
vacationers and travel agents.

1 2 3 4 5

Video Duration 1 min., 57 sec. 1 min., 15 sec. 1 min., 15 sec. 2 min., 3 sec. 1 min., 36 sec.

Total Viewing Time 15 hr., 15 min., 10 sec. 6 hr., 59 min., 9 sec. 21 min., 30 sec. 5 hr., 54 min., 21 sec. 12 hr., 55 min., 51 sec.

Average Viewing Time 2 min., 42 sec. 2 min., 35 sec. 54 sec. 1 min., 12 sec. 14 min., 24 sec.

Homebase Abroad, Ltd. FLIMP Videosite Campaign. 
Viewer Engagement and Response Data

Target Audience Actions Viewers Response Rate

Received video email campaign 1,986 100% of delivered emails

Opened email with flimp videosite message 1,465 73.77% of email recipients

Total videosite views (includes engagement)1 861 58.77% of email opens

Watched to completion (watched entire video) 282 32.75% of videosite viewers

Response links clicked (viewer responses) 453 52.61% of videosite viewers

Forward to a friend (videosite forwards)2 52 6.04% of videosite viewers

1.	 Multiple views by the same person within 5 minutes are counted as one videosite view.

2.	 Viral Recipients data does not include messages  forwarded directly from email agent (such as Gmail, Outlook, etc.).


