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Chris Adams Erin Francis - Cummings
+1 303 842 3394 +1 415 716 7983
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TOURISM SOCIETY

SPRING SYMPOS/UM 2016 APRIL 4-6 BATON ROUGE, LA

“What We Talk About When We Talk About the South”
Chuck Reece “Co-Founder/Editor in Chief | The Bitter Southerner

“Food, Culinary, Tourism :A mature Industry. What Now?”
Chef John Folse, Jay Ducote, Chef Celeste Gill, Ruffin Rodrigue

“Outlook On The Attractions Industry”
Jerry Henry, President & CEO
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University of North Georgia, Dahlonega, Georgia ORIENTATION KEYNOTE
A Travel Analyst’s Comment

* 3 Year Program to earn Travel Marketing = 5 isional
Certification TMP ALUMNI CLASS

Destination Product Development

Festival & Events Certification Track

ALUMNI CLASS
Define, Test and Shape the User's Experience

Sunday Reception Montaluce Winery

Monday Dinner Smith House

Wednesday Picnic Blue Mountain Vineyards
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HOW TO PARTICIPATE IN TODAY’S WEBINAR

Grab Tab (open or close the control panel -

Choose your audio

Use Text Box to ask questions _
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_~ Agenda

Research: Travel Outlook
Research: Media Use by Generations

Research: Destinations
Spotlight: Peer to Peer/Sharing Economy
Summary & Takeaways
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The State of the
American Traveler

Summary of Latest Findings
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Research Overview

THE STATE OF : Destination ¢Ana lysts

Y=ot S TRAVELER

Americans’ Travel Expectations
Remain Steadily Positive

America's love affair with leisure travel remains strong. Our mast recent
travel sentiment tracking study shows leisure travel expectations are
continuing  the pattern of stability seen in recent years. The State of
the American Traveler™ results for January show that optimism about
upcoming leisure travels has grown slightly since last summer. The
proportion of leisure travelers expecting to travel more

Sponsored By m |Ies

i destinatans
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thenext 12 montns

Volume 17, January 2015
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Leisure Travel Basics

While we took an average of 4.3 Leisure trips last year, our travels are varied.
Highlights of how Americans traveled in the past twelve months follow.
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Online survey conducted since 2006

Survey invitation sent to a nationally
representative sample of US adults

Total sample of 2,000+ American leisure
travelers

Examines traveler sentiment, motivations &
behaviors

January 2016
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The State of the
American Traveler

DESTINATIONS EDITION

RRRRRRRRRRRRRR



The State of the
American Traveler

TRAVEL SENTIMENT

Destination ¢ Analysts
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Average Number of Leisure Trips

4.4

Destination ¢ Analysts
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How do Americans Travel?

Destination ¢An alysts
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' Average Budget for Leisure Travel

$3,445
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x Trips by Plane

1/4
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Multi-Generational Travelers
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Q: How are American travelers feeling about travel right now?

A: Ready for more
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Reasons for cutting back on leisure travel

JULY 2010

JANUARY 2011

JULY 2011

JANUARY 2012

JULY 2012

JANUARY 2013

JULY 2013

JANUARY 2014

JULY 2014

JANUARY 2015

JULY 2015

JANUARY 20 ‘
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GAS TOO PERSONAL AIRFARE TOO SAFETY

EXPENSIVE FINANCIAL EXPENSIVE CONCERNS

38.6% 27.1%
41.1% 25.6%
36.8%
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35.8% 20.6% 10.8%

38.5% 22.8% 10.8%
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LEISURE TRAVEL & GAS PRICES
Continued improvement
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. 45.9% %
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Q: In the next 12 months, do you expect to travel more
or less for leisure than you did in the most recent 12

last January
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Q: 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?

60
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Spending
Expectations
Stay Strong
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WHO Will Travel More in 20167
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Who Will Travel More in 20167 Leisure travel expectations from varied perspectives

Region of Residence Annual Household Income Generations
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Who Will Travel More in 20767 Leisure travel expectations from varied perspectives

Peer-to-Peer Lodging Guests Multi-Generational Travelers Place of Residence
(% planning to travel more, comparnson} (% planning to travel more, comparison) (% planning to travel more, cComparison)
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The State of the
American Traveler

THE STATE OF
U.S. DESTINATIONS
IN 2016
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Who is Hot for Which Destination Types?

Millennials are an extraordinary driver of enthusiasm for U.S. destinations,
particularly for Mountain, Desert, and Theme Park destinations

Destination ¢ Analysts
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Most Desired U.S. Destinations — 2016

What are the five domestic destinations that you would most like to visit in the upcoming
year? (OPEN ENDED)

New York City 19.1%

Washington DC 7.8%

For a complete list visit
www.destinationanalysts.com
/SATS/hotlist2016

New Orleans 4.9%

Destination ¢ Analysts
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WHO is Hot for Which U.S. Destinations?
MILLENNIALS

bk owdrE

New York

Las Vegas

Florida
Orlando/DisneyWorld
Los Angeles

BOOMERS

1.

kW

Las Vegas

New York
Orlando/DisneyWorld
San Francisco
Washington, DC
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The State of the
American Traveler

65 Destinations
Familiarity
Appeal
Past Visitation
Likelihood to Visit
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Most Appealing U.S. Destinations

(% of American leisure
travelers rating the destination
as “Appealing” or “Extremely
appealing” as a place to visit.)

48.6%
43.9%
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Appeal rating ["Appealing” or "Extremely appealing")

Appeal Vs. Likelihood of Visiting

www.destinationanalyst.com/SATS/destinationappeal

70%
Hawaii
60% New York City
Niagra Falls Anaheim,fsan Diego New Orleans San Francisco
Atlanta Disneyland
50% L y
as Vegas
Philadelphia Napa Valle ?
4o Anchorage Alaska Washmgton D.C
A -
Hilton Head Island Bostog Orlando
Sonoma County 77_:._ Los Angeles
20% Minneapolis-St. Paul Chlcago
o
Santa Barl?\,‘.ac:zterey _774. T St.Pete Clearwater
Memphis
Alb r Charleston Tampa ) o

20% uquerque — Large: Top-tier familiarity

Louisville Bran Dallas \Savannah

Oklahoma City — DEHVEF Medium: Mid-tier familiarit
Newpor PhDemX Nashville . Y

10% Beach ortland ) o

5t. Louis \ ) Tu - [} Small: Low-tier familiarity

ansas City
B altimore Bubble placement is approximate. See full data for detail.
0%
’ | | T | | | |
0% 5% 10% 15% 20% 25% 30% 35%

Likely to Visit [Next 3 years)
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Best/Most Awards
Which U.S. Destination Is...
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The State of the
American Traveler

TRAVEL INSPIRATION &
PLANNING BEHAVIORS
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What Content is Important in
Evaluating Destinations?
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How Are Americans Planning Travel?
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Travel Media & Technology

Resources and Services Used to Plan Leisure Travel
In the past 12 months, which of these Internet technologies or services have you used to help

Q plan your leisure travel? (Select all that apply)

@ oONLINE
@ OFFLINE

50
49.4%
40
» 36.4%
0
A 12.4% 11.1%
4% A% o,
9.4% Wg 5o 16% 9.1%
0
User- User- Used Used Becamea Social Social book- DMO Mobile Travel-
generated generated generated generated Facebook Twitlel lnslngrwn Periscope  friend/fan of photo marking website phone related
reviews  travel reviews of  travel destination sharing websites toaccess  APPon
of hotels  reviews restaurants  itinerary onsocial  websites travel info  tablet or
of desti-  or activities or blog media mobile
nations website device
50
50.0%
40
n

24.9%
18.3%
&2 12.3%
a2 son)

Mapping  Online Audio file/ Group Opinions  Travel
site videos podcasts reluted discount  of friends, related
e-mail website
newsletter or relatives ingon TV

Travel or
lifestyle
colleagues, programm- magazine  section

Newspaper Commercial DMO Direct Travel

travel quidebook

print mail agent
publication piece

reluted
radio

program
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Travel Media & Technology

Resources and Services Used to Plan Leisure Travel

50

20

10

Llser-
genernated
rewiews

of hotels

Llser-
generated
trawvel
rewiews

of desti-
nations

Llser-
geneaerated
reviews of
restaurants
or activities

User-
generted
trawel
itimerary

or blag
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Travel Media & Technology

Resources and Services Used to Plan Leisure Travel

| 49.8% used social media for travel planning
Social Media

Prevalent in
Multiple Stages
of Travel

9.4% W g 5o 6% R 9.1%

Used Used Became a  Social Social book-
Facebook Twll:r.er lnstugn:lm Periscope  friendffan of photo marking
destination sharing websites
on social websites
media
website

Destination ¢Ana lysts
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Travel Media & Technology

Resources and Services Used to Plan Leisure Travel

In the past 12 months, which of these Internet technologies or services have you used to help
Q plan your leisure travel? (Select all that appiv)

50
49.4%
@ ONUNE .
= . OFFLINE
0 36.4%
0
10
4.3%
0 .
Mapping  Online Audio file/  Travel- Group Opinions  Travel - DMO Mobile Travel-
site videos podeasts  related discount  of friends, related website phone related
e-mail website  colleagues, programm: toaccess  APPon
newsletter or relatives ingon TV travel info  tablet or
maobile
device
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Travel Media & Technology

Resources and Services Used to Plan Leisure Travel

Travelers Like Print

Travelor  MNewspaper Commercial DMO Direct
lifestyle travel guidebook  print mail
magazine section publication piece

Destination ¢An alysts
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DMO Website Use in Travel Planning

Q: In the past 12 months, have you used the Q: At which point in your travel planning did you use
official WEBSITE of a destination’s local Visitors the website of a destination's visitors or convention
or Convention Bureau (or Chamber of Commerce), bureau (or chamber of commerce) or state or national
or state or national government travel office to government travel office? (Select all that apply)

help plan any travel?

Before [ had decided to travel to
the destination &67.6%

YES After | decided to travel to

the destination_ Ly &%

NO
While I was in the destination on my trip___ 15.4%

| Don't Know

Destination ¢ Analysts
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The State of the
American Traveler

THE PEER-TO-PEER
|l ODGING USER
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Airbnb removes New York igloo
charging $200 a night

But snow house was 'very well constructed'

Rich McCormick on January 26,2016 03:49 am & Email
ry
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n the past 12 months,
nave you used any
PEER-TO-PEER LODGING
WEBSITE (e.g., AIrBnB,
VRBO, etc.) to book
any leisure
accommodations?




Use of Peer-to-Peer Lodging (past 12 months)

| don't know, Yes,
0.7% 12.7%

No,
86.6%

Percent of American Leisure Travelers

DestinationéAnalysts



Use of Peer-to-Peer Lodging (past 12 months)

9.2% 9.7%

15.6%

Percent of Leisure Travelers Using Peer-to-Peer lodging, by Region
Destination ¢Ana lysts



Use of Peer-to-Peer Lodging (past 12 months)

40%
30%
20%
10%

0%

N
@)
0
AR

Millennials Generation X Baby Boomers Pre-baby
Boomers

Destination ¢ Analysts Percent of American Leisure Travelers



Please think about the MOST
RECENT DESTINATION where
you stayed in a peer-to-peer
lodging property .

Now imagine that this peer-to-
peer lodging was not available in
the destination. In this case,
where would you have most
likely stayed?




Why Use Peer-to-Peer Lodging?
Hotel, motel or inn in the
destination

Hotel, motel or inn elsewhere
Home of a friend or relative

Other 2.7%

None of these - | would not have
visited the destination

1.6%

8.6%

0%

DestinationéAnalysts

20% 40% 60%

80%



Why do you
use peer-to-

peer lodging
properties?




Why Use Peer-to-Peer Lodging?

Cheaper more affordable 49.2%
Prefer to have a kitchen
| prefer the ambiance of a home

Quieter / More relaxing

It feels more like | live there

Easier to meet people

21.9%

| prefer not to stay in hotels

21.5%

| like to stay in neighborhoods that aren’t traditionally areas
with hotels
I like to travel to destinations that don’t have a lot of hotel
options

None of these

0% 10% 20% 30% 40% 50% 60%

Percent of Peer-to-Peer Lodging Travelers



Why Use Peer-to-Peer Lodging?

Cheaper more affordable 49.2%
Prefer to have a kitchen

| prefer the ambiance of a home

Quieter / More relaxing

It feels more like | live there

Easier to meet people

| prefer not to stay in hotels

| like to stay in neighborhoods that aren’t traditionally...

| like to travel to destinations that don’t have a lot of...

None of these

0% 10% 20% 30% 40% 50% 60%

T ¢Ana lysts Percent of Peer-to-Peer Lodging Travelers



Why Use Peer-to-Peer Lodging?

Cheaper more affordable 49.2%

Prefer to have a kitchen

| prefer the ambiance of a home

Quieter / More relaxing

63.7%

It feels more like | live there
Easier to meet people

| prefer not to stay in hotels

| like to stay in neighborhoods that aren’t traditionally areas with
hotels

I like to travel to destinations that don’t have a lot of hotel options

None of these

0% 10% 20% 30% 40% 50% 60%

Destination ¢ Analysts Percent of Peer-to-Peer Lodging Travelers
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_» 3 x Takeaways

Cloudy Outlook: Marketing in Uncertainty
Focus on the Positive Travelers
Aspiration to Action — Story Telling

PNilesPartnership.com



.~ 1: Cloudy Outlook

Marketing in a Mixed Economy & World
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Travel Outlook: Sunny

¢
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Some Clouds in Tourism's Sunny
Outlook

Chris Adams A sharp slowdown in international economic growth presents challenges for

DIEIIEDE. tourism marketers
Research and

Online Marketing

The recent article in the New York
Times, “A Global Chill in
Commodity Demand Hits
America's Heartland” tells the

research » story.

.
1

!\:'ru.-i'ic‘:. sHeartland This highlights the impact in
@8 a-Ghill From 2015, and into 2016, of slowing
Collapsing Commiodity Prices international economic growth

) g g on tourism in the US and
around the world. Indeed, some
destinations in the heart of the
US and in other commodity-driven economies such as Canada, Australia and New Zealand, are
already confronting a slowing economy, driven by lower Chinese demand for everything from iron
ore to corn, plus sharply declining commodity prices.

trends >

While some economies such as the US, UK and Germany remain reasonably strong — and across the
US, travel and tourism’s outlook in domestic travel is amongst the robust in the last decade, the
picture is increasingly mixed. In short, a two-speed economy is emerging, with countries like Brazil

niles

‘keting destinations



MAKING SENS$E

Column: Why sunny views of the
economy are misguided

BY JOHN KOMLOS February 29, 2016 at 1:09 PM EST

“
JOHN
KOMLOS




Key Currencies vs. The U.S. Dollar

% Change from January 2013

15%

——Euro (-18.8%)
——Japan (-24.7%)

~—— British Pound (-10.6%)
——Canada (-30.7%)

e = Mexico (-31.3%)

""-.\ —— Australia (-34.0%)

2013 2014 2015

Destination 6 Analyst



1. Takeaways: Cloudy Outlook

1. Review Your Marketing Programs Based on Outlook & Results

2. Don’t Take your Eye off International Opportunities

3. Greater Focus on Calls to Action & in some markets: Value

4. Expand Reporting to Government on role of Tourism in Economy

¥
estination I I IlleS
a sts marketing destinations
-
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+ 2: Focus on the Positives

Tarketing Markets of Opportunity




JANUARY 2016 STATE OF THE AMERICAN TRAVELER

Markets of Opportunity

Who Will Travel More in 20167 Leisure travel expectations from varied perspectives

Region of Residence
(% region planning to trave

40%

35%
30%
25%
20%
15%
10%
5%

0%

Annual Household Income Generations

(% income planning to travel more)

40%
35%
30%
25%
20%
15%
10%
5%

0%

(% age planning to travel more)

Millennials are
a force behind

these numbers,
with sky high

expectations.

Less than $80K to Over
$80K $200K $200K
¢ v
AMilesPartnership.com Forward Thinking + Proven Results Destination ml eS

Ana ly sts marketing destinations
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JANUARY 2016 STATE OF THE AMERICAN TRAVELER

Markets of Opportunity

Peer-to-Peer Lodging Guests
(% planninggag travel more, comparison)

70%

o Users of these
60% high-tech services
50% have expectations

far outpacing
40% other travelers.

30%

20%

Multi-Generational Travelers

(% planpgm®mg travel more, comparison)
A 45%
40%

35%
30%
25%
20%
15%
10%
5%

0%

Place of Residence
(% planning to travel more, comparison)

AMilesPartnership.com

Forward Thinking + Proven Results

Other leisure Multigenerationa Other leisure Large city Suburban Rural
travelers travelers** travelers
at included at least three
in past 12 months.
¢ 7,
Destination m |IeS

marketing destinations

Analysts
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BISHA HOTEL & RESIDENCES
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SKIFT CATEGORIES v TRENDS REPORTS FORUM PODCAST PRODUCTS v

Skift Podcast 6: The Rise of Lifestyle Hotels and the Culture Driving Them

mant Shankman, Skift - Jul 09, 2015 8:00 am

' ticlampet

Eplsode 6:

festyleﬁw Hotels And The

Getting
Ancillary

A
Right

SPONSORED o, :
Selling the Extras: How Travel Brands
Can Get Ancillary Sales Right

+-FUSION

Ancillary sales are an important factor in
enhancing the travel customer's experience.
Lean how to get ancillary sales right by
downloading Fusion’s free report.

Follow Fusion:

mjrker\r‘g destinations



2. Takeaways: Market Opportunity

1. Engage with Millennials — right reach & messaging

2. Engage with, & learn from, expanding “Lifestyle Hote
3. Expand your ‘Togethering” Offerings & Marketing

4. How do you engage with, & market, Sharing Economy Offerings?

I”

sector

¥
estination I I IlleS
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_» 3. Aspiration to Action

Highlighting Your Destination

PNilesPartnership.com



The hyper informed traveler: 2016

15%

Use Official Visitor Guides:
City, Regional or State
Vacation Publications

From a CVB or other DMO

330%

Use Official Destination
Websites

Use Social Media in

4@@% Trip Planning

. ) . Most travelers use social media
Use Print Publications: to see or share trip pholos;

Visitor Guides, encourage your guests fo

. share their experience through
Brochures’ Magazmes services like free Wi-Fi

From a CVB or other DMO

This percentage has actually increased since 2007

ol

* t@; & i O

0
Seek Out Reviews, Ratings and User-Generated Content for of Travel Decision 4 4@%
Ideas and to Validate Their Selection Makers Are Female 2 v o Use Smartph&fie
Access Travel Information*
Recent research from Cornell's School of Hospitality (2014) highlights that properties Use Tabl cLes
with better reviews are able to command a higher ADR — against properties of Travel Information

similar location and facilities “Travelers use them aimost equaily both

before and during travel
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3. Takeaways: Aspiration to Action

Digital Magazine highlight rich, immersive story telling
Invest in content for every stage of the trip planning process
Hyper Informed Travelers in ‘Hyper Drive’

Mobile First to Situation First
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Meet Miles What We Do How We Think Join Us

AMI

Chris Adams
Director of
Research and
Online Marketing

Published 3/8/16 share thispost: ¥ § in @

2016 State of the American Traveler:
Destinations Edition

Download the summary report of The State of the American Traveler,
Q1 2016 Edition

Appeal & Action - Targeting Opportunities in 2016

The State of the American Traveler from our good friends at Destination Analysts is one of the industry’s
leading research reports into the outlook, media use and interests of US leisure travelers. Miles is a longtime
sponsor and, in 2016, is excited to be part of increasing the research to a quarterly reporting cycle.

The first State of the American Traveler for 2016 presents a mixed but also exciting picture of the
opportunities for travel marketers in 2016. From its new, expanded look at Destinations, plus its
usual tracking of US leisure travelers’ intentions in the year ahead, media use in trip planning and
travel behavior, we have highlighted three areas of particular interest and 10 specific takeaways:
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Google's New SERP Layout: H
Affects Paid Search

A Timely Update on Google Ad Layout Changes

Kim Palmer
Director of SEO &

Google recently completed the full rollout of a new search engine result

Insishts
PRRE desktop. This update eliminated text ads in the right sidebar of desktop
many as four text ads will display above the organic listings (depending
query), and three text ads will show at the bottom of the page. This med
sem > of text ads that can appear on a SERP will shrink from as many as 11 to

[T ——— ‘|

§2 Foteis = Laach - Lr—ast pros guianiee - baoarg o

4 Ads Here™™
S e
g No Ads
Croema ?‘A:.l Leath - Cre I'-Dm:r Here
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Meet Miles What We Do How We Think

Virtual Reality Moves Towards the
Mainstream

Chris Adams
Director of

Is it virtual reality's “big moment?" Is VR finally moving from early adopters towards mainstream
consumer use? In early November 2015, the New York Times launched a major virtual reality
storytelling initiative in partnership with Google — including mailing 1.3 million Google Cardboard
headsets to its subscribers in the US.

R
Online Marketing

technology »

arch and

The New York Times' first major VR story, The Displaced, plots the journey of three refugees from around the world seeking
a new life. The VR experience allows viewers to follow the journey with the ability to look around the locations as a 360~
degree immersive experience. That same weekend the New York Times Magozine also launched a VR experience, Walking
Mew York. Both are available as a traditional online story (editorial, images, maps) and also as a VR experience.

Walking New York
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+]1 303 842 3394 +1 415 716 7983

Chris.Adams@MilesPartnership.com Erin@DestinationAnalysts.com
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