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In Association with 



Grab Tab (open or close the 
control panel)

Choose your audio 

How to participate in today’s webinar

Use Text Box to ask questions

In case of “Drop-Off”, use your Link to 
rejoin the webinar

A Question & Answer Session will be held 
at the end of today’s session

Today’s webinar is being recorded and 
will be made available for later viewing



TECHNOLOGY EDITION

Agenda
1. Research: Travel Outlook

2. Research: Use of New Technology

3. Research: Google’s Curated Content

4. Examples & Takeaways

5. Spotlight: Big Data & Destination Decisions (Sojern)



The State of the 
American Traveler

Summary of Latest Findings



Research Overview

• Online survey conducted since 2006. Quarterly 

production beginning in 2016

• Survey invitation sent to a nationally 

representative sample of US adults

• Total sample of 2,000+ American leisure 

travelers

• Examines traveler sentiment, motivations & 

behaviors

• March 2016
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THE TECHNOLOGY EDITION



The State of the 

American Traveler

TRAVEL SENTIMENT



How are American travelers feeling about travel right now?





Americans Expecting to Travel More for Leisure

Record 
High



Americans Expecting to Spend More on Travel
Another 
Record 

High



The State of the 

American Traveler

WORD-OF-MOUTH IN
TRAVEL DECISION MAKING



How

DESTINATION CHOICE

Is Influenced by Word-of-Mouth





Question: Please think about the people you have had contact with who have shared 
their opinions with you about <destination>. Did these persons’ experiences, advice or 
opinions have any impact on your interest in visiting <destination>? 



Destination Choice Influenced by Word-of-Mouth



Importance of Word-of-Mouth to Destination Decision

89.2% 



Travelers’ 

Destination 

Decisions

Significantly 

Influenced by 

Word-of-Mouth



How Word-of-Mouth Happens



How Travelers Learn about New Technologies
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TECHNOLOGY ADOPTION
IN TRAVEL



Keeping Up-to-Date with Travel Technology



The Promise of  Travel Technology

New technologies hold the promise to make my travel 

experiences much more rewarding.

Agree: 56.2% 



The Five Segments

Of Traveler Technology Adopters
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American Traveler

USE, TRUST & IMPORTANCE
IN TRAVEL PLANNING

RESOURCES





Destination Selection Importance Index
Source Mean Importance Score 

(5-Point Scale)

Relatives (face to face) 3.33

Friends (face to face) 3.19

Review websites (TripAdvisor, Yelp, etc.) 2.95

Official destination tourism office printed visitor guides 2.81

Official destination tourism office websites 2.79

Official destination tourism offices (face to face) 2.74

Relatives (via social media) 2.72

Travel businesses--Hotels, attractions, airlines, etc. (commercial websites) 2.72

Travel-related TV programs 2.67

Hotel staff, concierges 2.63

Friends (via social media) 2.61

Travel agents (person to person) 2.61

Magazine articles (online or print) 2.60

Newspaper travel sections (online or print) 2.57

Travel businesses--Hotels, attractions, airlines, etc. (via social media) 2.53

Co-workers (face to face) 2.52

Online video (e.g., YouTube) 2.46

Official destination tourism offices (via social media) 2.42

Co-workers (via social media) 2.25



Trust Index
Source Mean Trust Score (5-Point Scale)

Relatives 3.91

Friends 3.84

Hotel staff, concierges 3.33

Official destination tourism offices (person to person contact) 3.32

Relatives (via social media) 3.30

Official destination tourism office websites 3.29

Official destination tourism office printed visitor guides 3.29

Review websites (TripAdvisor, Yelp, etc.) 3.28

Travel agents (person to person) 3.22

Friends (via social media) 3.21

Co-workers 3.20

Travel-related TV programs 3.15

Magazine articles (online or print) 3.12

Newspaper travel sections (online or print) 3.11

Online video (e.g., YouTube) 2.99

Official destination tourism offices (via social media) 2.90

Travel businesses--Hotels, attractions, airlines, etc. (via social media) 2.86

Co-workers (via social media) 2.86



Organic Search Results Winners

0% 10% 20% 30% 40% 50%

Lonely Planet

Groupon

Trip Advisor

DMO Website

8.0%

12.3%

37.9%

41.8%



“Official tourism sites offer all the things you 

may want to know”

“I think I would find more on the official 

website than on the others.”

“While it would be the ‘rosiest’ description of 

things to do, it's probably the most complete 
since it's compiled by a tourism office.”

“The official guide is the most reliable”

“It's the official site for the city that lists the popular 

attractions - a good way to get an overview”

“It gives me more choices from which to 

start looking”

“This agency website is likely to be the least 

biased in its listings and reporting.”

“They know more about their city than anyone”

“It offers the most likely list 

of what I want to see. It 

presumably has no 

commercial incentive 

for recommendations.”

“The tourism office will always 

be one that grabs the most 

important and preferred travel 

requests”
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American Traveler

SEARCH & GOOGLE-
CURATED CONTENT



Use Search Engines to Find Travel Related Information



Now, please imagine you're using a mobile 
phone to research things to do in Portland.

You enter the search phrase “Things to 
do in Portland,” and the following results 
are returned. 

What would you most likely do?



• Click on one of the visible items—57.4%

• Scroll down to the organic listings—33.0%

• Enter another search phrase—9.6%



Google-Curated Content



Google-Curated Content



Google-Curated Content
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NEWEST TECHNOLOGY
USE AND POTENTIAL



VR Headsets



Real-Time Video





Use of Peer-to-Peer Resources While Traveling



Use of Peer-to-Peer Resources While Traveling



Destination 

Excitement 

Index



Use of Apps for Travel Planning



Online Travel Agency (Expedia, Hotels.com, etc.) 55.8%

Recommendations (TripAdvisor, Yelp, Trippy, etc.) 48.7%

Hotel (Company specific, Hyatt, Hilton, Marriott, etc.) 45.9%

Airline 44.5%

Weather 32.3%

Destination-specific (State or city tourism office) 24.7%

Hotel (Last minute travel deals) 24.3%

Transportation (Local transportation system) 20.3%

Transportation (Bus, Ferry or train) 15.5%

Travel logistics management (Tripit, tripcase) 10.6%

Luggage tracking 9.2%

Itinerary builder 6.6%

Language translation 5.2%

Types of Apps for Travel Planning



The State of the 

American Traveler

MOBILE TRAVEL PLANNING





Travel Plan Extensively on Mobile





EXAMPLES & 
KEY TAKEAWAYS



4 X Takeaways
1. High Tech & High Touch

2. VR Moves Towards the Mainstream

3. Google’s Travel Ambitions

4. Mobile – Next Generation



1: High Tech – High Touch

Travel is still all about people & relationships







2: VR Moves To Mainstream

VR & AR moves beyond early adopters









UPCOMING

Global All Stars

Jesse Desjardins
Global Manager, Social & Content, Tourism Australia

August 2nd 2016
DMAI Annual Convention



3: Google’s Changes

Curated Content potentially a game changer







4: Next Generation Mobile

Mobile Travel Planning is Rapidly Evolving



Mobile In Every Part of Travel



Takeaways: Action This Day
1. High Tech & High Touch

2. VR moving to mainstream – but trade or meetings solution?

3. Google’s Ambitions raise the bar for Destinations

4. Mobile First starts with Situation First



QUESTIONS –

COMMENTS?

Use the question box 



DATA ON 
DESTINATION 
DECISIONS
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Most Desired U.S. Destinations 2016
Dreaming Vs Searching Vs Booking

What Sojern Sees:



75

Destination Excitement

What Sojern Sees:

Of the Top 100 Hotel Destinations Searched for 

Leisure Travel in 2016:

• 53% are for City Destinations

• 34% are for Beach Destinations

• 18% are for Theme Park Destinations

Cities and metropolitan area continue to reign 

supreme while beaches still garner a third of top 

100 destinations. Theme parks see increased 

interest during the traveler planning cycle.
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Leisure Travel Fun Facts
Dreaming Vs Searching Vs Booking

Of the Top 100 

searched leisure 

destinations in 2016, 

12% are for National 

Park destinations.

Of the Top 100 

booked leisure 

destinations in 2016, 

6% are for National 

Park destinations.
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Sojern’s Leisure Travel Fun Facts
Summer Searching and Booking 2016

53% of the Top 100 searched summer 

destinations are for Urban/Metropolitan 

destinations.

29% of the Top 100 searched summer 

destinations are for Outdoor/Recreational 

destinations.

But Urban/Metropolitan destinations 

make up over 70% of the Top 100 

booked destinations.

But Outdoor/Recreational destinations 

but only make up 20% of the Top 100 

booked destinations.
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