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DMA West Education Summit & Vendor Showcase
Bringing Together a Changing Industry | September 21-23, 2016 | Mesa, Arizona

The DMA West Education Summit offers sessions across the subjects of marketing, sales, and product development. 
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· Best Idea Program & Awards: innovative marketing and management approaches
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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



GENERATIONS EDITION

Agenda
1. Research: Travel Outlook
2. Research: Generations Travel Behavior and Interests
3. Research: Generations Use of Media
4. Examples

5. Spotlight: Generations Use of Social Media with SparkLoft



The State of the American Traveler
Generations Edition

David Bratton
Managing Director

Destination Analysts, Inc.



The State of the American 
Traveler

o Online survey conducted since 2006

o Survey invitation sent to a nationally 
representative sample of US adults

o Total sample of 2,000+ American leisure 
travelers

o Examines traveler sentiment, motivations 
& behaviors

o Late June 2016



TRAVELER SENTIMENT



Executive Summary (cont.)Destination Metrics by Country: Travel Optimism: Trips (Next 12 Months)

Source: The State of the American Traveler, Destination Analysts, Inc.

In the next 12 months, do you expect to travel more or less for leisure travel than you did in the most recent 12 month period?
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Executive Summary (cont.)Destination Metrics by Country: Travel Optimism by Generation: Trips (Next 12 Months)

Source: The State of the American Traveler, Destination Analysts, Inc.

In the next 12 months, do you expect to travel more or less for leisure travel than you did in the most recent 12 month period?
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Executive Summary (cont.)Destination Metrics by Country: Travel Optimism: Spending (Next 12 Months)

Source: The State of the American Traveler, Destination Analysts, Inc.

In the next 12 months, do you expect to spend more or less for leisure travel than you did in the most recent 12 month period?
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Executive Summary (cont.)Destination Metrics by Country: Travel Optimism: Spending (Next 12 Months)

Source: The State of the American Traveler, Destination Analysts, Inc.

In the next 12 months, do you expect to spend more or less for leisure travel than you did in the most recent 12 month period?
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The State of the 
American Traveler

RESOURCE AND 
TECHNOLOGY USE

IN TRAVEL PLANNING



Millennials dominate

Relative parity

Slight Millennial edge



Travel 
Planning 
Resources 
Used 
(Past 12 Months)







PEER-TO-PEER RESOURCES



Executive Summary (cont.)Destination Metrics by Country: Peer-to-peer Ride Sharing (e.g., Uber, UberX, Lyft) While Traveling 

Yes, 
19.4%

No, 
80.6%

Source: The State of the American Traveler, Destination Analysts, Inc.

Used While Traveling (Past 12 Months)

In the past 12 months, have you used a peer-to-peer ride service like Uber, UberX or Lyft while traveling for leisure?



Executive Summary (cont.)Destination Metrics by Country: Used Peer-to-peer Ride Sharing (Past 12 months)

Source: The State of the American Traveler, Destination Analysts, Inc.

Generational Perspective

In the past 12 months, have you used a peer-to-peer ride service like Uber, UberX or Lyft while traveling for leisure?
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Executive Summary (cont.)Destination Metrics by Country: Used Peer-to-peer Lodging Services

Source: The State of the American Traveler, Destination Analysts, Inc.

12.7% 12.7% 12.5%

0%

2%

4%

6%

8%

10%

12%

14%

JAN 2015 JAN 2016 JULY 2016

Yes, 
12.5%

No, 
87.5%

In the past 12 months, have you used any PEER-TO-PEER LODGING WEBSITE (e.g., Airbnb and VRBO) to book any leisure accommodations?
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Executive Summary (cont.)Destination Metrics by Country: Used Peer-to-Peer Lodging (Past 12 months)

Source: The State of the American Traveler, Destination Analysts, Inc.
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In the past 12 months, have you used any PEER-TO-PEER LODGING WEBSITE (e.g., Airbnb and VRBO) to book any leisure accommodations?



Executive Summary (cont.)Destination Metrics by Country: Why Peer-to-Peer Lodging?

Source: The State of the American Traveler, Destination Analysts, Inc.
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Why do you use peer-to-peer lodging properties (i.e., using AirBnB.com, VRBO, 
HomeAway, etc.)?
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Executive Summary (cont.)Destination Metrics by Country: Likelihood of Use (Next 12 Months)

Source: The State of the American Traveler, Destination Analysts, Inc.

In the NEXT TWELVE (12) MONTHS, how likely are you to stay in peer-to-peer lodging (e.g., using AirBnB, VRBO, etc.) while on a leisure trip?
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Executive Summary (cont.)Destination Metrics by Country: Generally Prefer Peer-to-Peer Lodging (Over Hotels)

Source: The State of the American Traveler, Destination Analysts, Inc.

I generally prefer using peer-to-peer lodging (e.g., AirBnB) services over staying in hotels
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Executive Summary (cont.)Destination Metrics by Country: Think it’s “Cool”

Source: The State of the American Traveler, Destination Analysts, Inc.

Using peer-to-peer lodging (e.g., AirBnB) is cool
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Executive Summary (cont.)Destination Metrics by Country: Interested in Renting Own Space

Source: The State of the American Traveler, Destination Analysts, Inc.

I am interested in renting all or part of my own home to travelers to make money.
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PSYCHOGRAPHICS



Psychographic Intensity Indices

o Measures the importance of key 
concepts to travelers
o Active travel styles
o Culinary
o Arts & Culture
o Connectivity
o Authenticity
o Price Sensitivity
o Travel Planning Intensity
o Outdoors & Nature
o Exploration

o Series of questions related to each

o Respondents placed on 100 point 
scale











JUST FOR FUN



Executive Summary (cont.)Destination Metrics by Country: Risk Taking

Source: The State of the American Traveler, Destination Analysts, Inc.
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Executive Summary (cont.)Destination Metrics by Country: Honesty

Source: The State of the American Traveler, Destination Analysts, Inc.

Exaggerated how great a trip was 
to my friends  (Past 12 months on a leisure trip)

Lied to a Boss to take time away for a 
vacation
(Past 12 months on a leisure trip)
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Executive Summary (cont.)Destination Metrics by Country: Hooking-up

Source: The State of the American Traveler, Destination Analysts, Inc.

Went on a trip hoping to meet a new 
romantic partner(Past 12 months on a leisure trip)
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Key Takeaways
o Leisure travel optimism is positive and 

in an extended period of stability.

o Some softening noticed this summer

o Millennials are keen to travel more

o Millennials use are heavy travel 
planning resource users

o DMO resources are valued by all 
generations

o Peer-to-peer resources are primarily 
the domain of younger travelers

o Millennials are awesome!



Example
1. Curated User Generated 





QUESTIONS –
COMMENTS?

Use the question box 
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Business
Development

We use social 
media to solve 

business 
problems



Meet the Marketees



Generation XBaby Boomers Millennials 

The Generations

1946 - 1964 1965 - 1980 1981 - 2000



Baby Boomers
✦ 1946 - 1964
✦ 52 - 70yrs 
✦ U.S. Population: 75 million 

Source: PBS.org, Time Line of a Generation, published July 31, 201

The first were born approx. 9 
months after President Truman 
announced the end of WWII and
the last arrived in the U.S. along 
with Beatlemania.



Baby Boomers

Binge-worthy Content

Blog Articles 
Images
Comments
eBooks
Reviews 

Memes
Webinars
Flipbooks
SlideShares
White Pages

Meh Content 

Platform Usage

Source: Pew Research Center, 2015 Source: Social Media Today, 2015



Baby Boomers
27% of Baby Boomers spend 20+ hours a week on social media. 
- Social Media Today, 2015



Sparkloft Insights

Sharing fan content to increase engagement Know what resonates with your audience and stick to it 

Sparkloft Client Insights 



Generation X

✦ 1965 - 1980
✦ 36 -51 yrs 
✦ U.S. Population: 66 million 

Their first Christmas gift was Rock ‘Em, Sock ’Em Robots 

and the last were born the same year that Apple Computer 

Inc. opened for business… in a garage. 

Source: managementisajourney.com, 15 Influential Events for GenX, published 2000



Generation X

Binge-worthy Content

Blog Articles 
Images
Comments
eBooks
Case Studies

Quizzes
Webinars
SlideShares
White Pages

Meh Content 

Platform Usage

Source: Pew Research Center, 2015 Source: Social Media Today, 2015



Generation X Generation X is 36% more likely to work while on vacation. – AARP Travel Trends 
2016



Sparkloft Insights

Consumer demographic targeting by platform Follow the trends  and they will come

Sparkloft Client Insights 



Millennials 

✦ 1981 - 2000
✦ 16 - 35yrs 
✦ U.S. Population: 75 million 

Source: americanenterpriseinstiture.org, The events that have shaped Millennials, published July 27, 2012

the first millennials were still on a #liquiddiet when PacMan

was busy gobbling up coins       . . .  when the last of them 

were still in diapers, JK Rowling was only halfway through 

publishing the #HarryPotter series. . . !!! 



Millennials

Binge-worthy Content

Blog Articles 
Images
Comments
eBooks
Audiobooks

Quizzes
Webinars
SlideShares
White Pages

Meh Content 

Platform Usage

Source: Pew Research Center, 2015 Source: Social Media Today, 2015



Millennials
They have an attention span of 8sec. That’s shorter than a goldfish! 
- Time Magazine, May 2015

What was I
just reading?



Business
Development

Sparkloft Client Insights 

Engaging Content = Conversations Moving content captures, engages + retains audiences 





Generation Z

✦ 2001 - 2020
✦ TBD - 15yrs 
✦ U.S. Population: 42 million +

Their “elders” were born as Wikipedia was launching their 

gift to all college students! The last of this generation may 

never know what it’s like to drive a car. 

Source: forbes.com, What Comes After Generation Z?, published Aug. 10, 2015



Generation Z

Binge-worthy Content
Images
Videos
Livestream
Parallax 
Gifs

Webinars
Slideshares
White Pages

Meh Content 

Platform Usage

Source: Pew Research Center, 2015
Source: Sprout Social, 2015



Generation Z
The average age of GenZ receiving their first cell phone is 6yrs old! 
- ABC News, 2015



Another 
Perspective

Approximately 32% of American teens consider Instagram to be the 
most important social network. - Pew Research Center, 2015

GenZ receivers an average weekly allowance of $16.90 per week, 
totaling to $44 billion a year! - Dan Schawbel, 2014

They are more visual than other generations - Trivist, 2015

Girls dominate social media; boys are more likely to be playing video 
games - Pew Research Center, 2015

The average age of GenZ receiving their first cell phone is 6yrs old! 
- ABC News, 2015



Sparking conversation, 
engagement and sales 
through social media

Social Media is changing our lives. We’re helping 
organizations around the world understand these 
changes and use them as an opportunity to achieve their 
business objectives.

We do what we love and we love what we do.

Sparkloft Media is an award winning, independent, full-
service social media agency based in Portland, Oregon.

We’re global team of strategists, writers, artists, 
filmmakers and social scientists.

/everything is social

Cover
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Expanded white paper library: WWW.MILESPARTNERSHIP.COM
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Chris Adams
+1 303 842 3394
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+1 415 307 3283
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Social: DA_Research



EXAMPLES & 
KEY TAKEAWAYS



The hyper informed traveler: 2016
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The hyper informed traveler: Gen Y
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