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Marketing Automation, 

Delivered. 

When every moment matters and every minute counts, master 
marketing automation with Force24.

We’re the marketing automation partner that combines an 
intelligent platform with done-for-you delivery so you can move 
from considered to chosen, every time.

This isn’t just software you buy. It’s a strategic partnership 
designed to deliver outcomes.

T H I S  I S  F O R C E 2 4



Force24 reduces hesitation and moves buyers through complex 
funnels from first interaction to lasting loyalty, with AI-assisted 
automation technology and expert strategy.

T H E  F O R C E 2 4  A P P R O A C H

Track. Engage. Convert. 

Repeat.
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T HE  RI G HT  MESSA GE

The cruise audience is more diverse than ever before. With the new to cruise segment accounting for 

31% of all passengers in the last 2 years cruise brands and are speaking to families, foodies, 

adventurers, retirees and all expecting different things from the same holiday… All from the same 

marketing funnel.



Let’s run an experiment…





Describe what you saw on the 
screen.



Let’s try another experiment…



Describe an email that you received 
yesterday.



Describe a piece of direct mail that 
you received.
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P ER SO NA LI SA T I O N

This is an example of what happens for your prospect.
The same ship, same voyage, but one traveller sees childcare concerns while another sees 
luxury fine dining.



Where cruise marketing can fall 
short

T HE  CHA LLENG E

Too often, the micro-signals get ignored. Yet each tells a story and traditional marketing 
rarely listens. What are those micro-signals?



•Male
•Born in 1948
•Raised in the UK
•Married twice
• Lives in a castle
•Wealthy & famous

is more than 
This!

•Male
•Born in 1948
•Raised in the UK
•Married twice
• Lives in a castle
•Wealthy & famous



Browsing kids’ clubs vs. 
Browsing menus vs. Comparing 
cabins vs. 
Reading reviews

Filtering and levels of detail are all micro-signals – but 
what do they really mean? 

• Browsing kids’ clubs, menus, or cabin layouts all point 
to different priorities.

• Each action gives a clue about what the traveller values 
most

• Traditional automation often can’t flex enough to read 
these signals

• The result? Your travellers are left to find their own 
way.



SE G MENT A T I O N

When we truly understand our contacts, we can simplify the message, paint a 
clearer picture, and speak directly to their needs.

A world designed for kids and 
families – watch how they 
thrive on board.

Where food takes centre stage 
– meet the chefs bringing it to 
life.



The right time. Timing is more 

critical than ever before.

dreaming → researching → 
deciding → booking → 
experiencing → rebooking.

S E G M E N T A T I O N



The right message – the right time 
and the right place.



SE G MENT A T I O N

The content and segmentations matrix just exploded –anything can 
change in a second.

RebookingExperienceBookingDecidingResearchingDreamingSegment

NTC - Family

NTC - Foodie

NTC - Retiree

NTC – Solo



Its complex so we just revert to 

basic offers segmented to type.

SEG ME NT A T I O N



Spam email…

This is an unwanted and unsolicited mass email, typically, a 
commercial advertisement sent to a large number of recipients.



The As Is Automation Landscape

Marketers spend so much time executing and reporting that little time 
remains for content and strategy.

Content brand and 
strategy/ideation

Execution 
Distribution Reporting & 

Insight

The creation of ”content” and material 
to be consumed by contacts

Owning and refining brand messaging 
and identity

Building Emails
Building landing pages/Websites
Building journeys
Segmenting Data
Managing paid ads

Campaign reporting
ROI
Board Reporting 



Supporting Marketers in the Transition to the New World

Dedicating time to the uniquely human aspects of marketing.

Content brand and strategy  ideation

Execution 
Distribution

Reporting & 
Insight

The creation of ”content” and material to be 
consumed by contacts

Owning and refining brand messaging and 
identity Automated email generation

Automated content selection 
and triggering
Real time contacts needs 
assessments

AI will automate execution 
and provide business 
answers directly, freeing 
marketers to focus on 
brand and strategy

H U M A N  E F F O R T  T O  B E  A U G M E N T E D  W I T H  A I H U M A N  E F F O R T  T O  B E  R E P L A C E D  B Y  A I



INTRODUCING…





BRANDS CONSUMERS

Self learning AI

Orchestration

Content/Inventory

Contact Interactions

Transactions

Behavioural insights

Hyper-personalised messages

AI-powered Business Reports

Connecting wherever they 
spend their time

$
$



To join the waitlist…
T H A N K  Y O U

2 0 2 5

If you have any questions about Marketing Automation 
or would like to learn if you’re Nexus-ready please visit 
our stand. 

Adam Oldfield

Adam@force24.co.uk
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