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Greetings

Chris Adams Dave Bratton

+1 303 842 3394 +1 415 307 3283
Chris.Adams@MilesPartnership.com Dave@DestinationAnalysts.com
Social: MeetMiles Social: DA Research
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Aaron@ SparkloftMedia.com \\\ v
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FALL

SOUTH EAST TOURISH: SCQCIETY

BIRMI[YIGHAM

September 7-9, 2016

SPEAKERS INCLUDE
Phyllis Hoffman DePiano * Bill Geist * Dr. Peter Tarlow, PH.D

FEATURING
Shining Example Awards * Media Mania Panel * Peer-to-Peer Breakouts

npy/SoutheastTourism.org/Meetings/Fall-Forum
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DMA West

" EDUCATION:
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-

Destination Marketi
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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.

Taught by innovative experts and inventive peers in the industry, you'll keep your skill set competitive and fresh.

Keynotes by: Adam Sacks, Erin Francis-Cummings, Erik Wolf, Glen Hiemstra, Dr. Soo Kang

Workshops and Roundtables: to enhance capabilities and critical skills

Experience-the-Destination: day-long experiential opportunities that motivate and refresh (September 21)
Western Heritage | Fresh Foodie Trail | Baseball & Brews

Best Idea Program & Awards: innovative marketing and management approaches

Education Summit program and online registration at www.dmawest.org



How to participate In today’s webinar

Grab Tab (open or close the conttgl
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rejoin the webinar

A Question & Answer Session will be held Webhinar Now
Wabkinagr ID: Z85-97c-0471

at the end of today’ s session |
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Agenda

Research: Travel Outlook

Research: Generations Travel Behavior and Interests
Research: Generations Use of Media

Examples

Spotlight: Generations Use of Social Media with SparkLoft
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Destination éAnalysts

The State of the American Traveler
Generations Edition

David Bratton
Managing Director
Destination Analysts, Inc.




The State of the The State Of the AmerlCaﬂ

American Traveler

GENERATIONS EDITION e 2 = T ra.ve I e r

July 2016 | Yolume 21 o

o0 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

0 Examines traveler sentiment, motivations
& behaviors

0o Late June 2016
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DO YOUR RESEARCH




TRAVELER SENTIMENT




Travel Optimism: Trips (Next 12 Months)

==| expect to travel about the same for leisure «==| expect to travel more for leisure «»| expect to travel less for leisure

0, V)
o0 60.2% 59.0% 59.0% 56.7% 57 6% 59.8%
(0]
50%
40% 9 34.2%
32.3% oo 3119 34.3% ° 32.2%
. (0]
30%
20%
10.6% 9.9% 9.9% 9.0% 8.2% 8.0%
0%
JAN 2014 JULY 2014 JAN 2015 JULY 2015 JAN 2016 JULY 2016

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?

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



Travel Optimism by Generation: Trips (Next 12 Months)

80%
72.1%

70% 66.5%

60% 56.3%
51.4%

50%

43.0%

37.7%
24.3%
5.6% 6.0%

40%

30%

20% 16.4%

l 11.5%

10% 9.3%

Millenials Generation X Baby Boomers Pre-boomers

0%

m | expect to travel more for leisure m| expect to travel about the same for leisure m| expect to travel less for leisure

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?

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



Travel Optimism: Spending (Next 12 Months)

em| expect to spend about the same on leisure travel ess| expect to spend more on leisure travel «»| expect to spend less on leisure travel

60% 55 3%, 56.7% o/7.1%

53.8% 53.8% 54.8%

50%
40% 35.0%
: 30 5% 31.5% 2 104 : 34.4% 32.8%
30%
20%
’ 13.7% 13.2% 11.2% 11.2% 10.8% 5 20/
0%
JAN 2014 JULY 2014 JAN 2015 JULY 2015 JAN 2016 JULY 2016

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?

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



Travel Optimism: Spending (Next 12 Months)

0,
70% 64.2% 65.6%
609

% 55.0%

50.2%
50%
43.3%
40% 36.0%
30% 25.7%
21.4%
20%
. 13.0%
| 0 .
- i
Millenials Generation X Baby Boomers Pre-boomers

¥ | expect to spend more on leisure travel B | expect to spend about the same on leisure travel H | expect to spend less on leisure travel

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?

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






The use of travel resources by different generations in the last

12 months

Any Social Media
(for travel planning}

Any Print Resource
(for travel planning}

Any DMQO resource
(for travel planning}

Millennials

Generation X

Baby Boomers

‘6B.B%l ‘56.3% Q-ﬁ% «— Millennials dominate

‘ 46.9/;

46.3/;

41.27,

42.1%

<«— Relative parity

+«— Slight Millennial edge



ravel
lanning
Resources

Used

(Past 12 Months)

KEY':

B Millennials

" Generation X 83.5%
Baby Boomers

61.2%

I y

ysed a mobila Phone
ro plan trave]

30.0%

Travel Resources used
INn the last 12 months

Used Instagram
(For travel planningﬁ

20.7% 1%
7.9% 22.1%




KEY:
B Millennials

83.5%

Generation X

61.2%
Baby Boomers

32.89

Used @ mobile Phone
ro plan trave]

26.3%

Travel Resources used




N the last 12 months

Used Instagram 02
(for travel planning)

20.7% 1 -
7.9%

22.1%

21.3%

18.2%




PEER-TO-PEER RESOURCES




Peer-to-peer Ride Sharing (e.qg., Uber, UberX, Lyft) While Traveling

Used While Traveling (Past 12 Months)

Yes,
19.4%\

NoO.,
80.6%

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

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



Used Peer-to-peer Ride Sharing (Past 12 months)

Generational Perspective

45%
40% 38.9%
35%
30%
25%
20%
15%
10%

5%

0%

21.0%

7.0% 1.4%

Millennial Generation X Baby Boom Pre-Baby Boom

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

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



Used Peer-to-peer Lodging Services

Used While Traveling (Past 12 Months) Recent Data Points

Yes, 0
12.5% 14% 12.7% 12.7% 12 5%
/ 12%

10%
8%
6%
4%
2%
0%

NO

87.5% JAN 2015 JAN 2016 JULY 2016

In the past 12 months, have you used any PEER-TO-PEER LODGING WEBSITE (e.g., Airbnb and VRBO) to book any leisure accommodations?

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



Used Peer-to-Peer Lodging (Past 12 months)

Generational Perspective

30%
26.3%
25%
20%
15.8%
15%
10%
6.7%
0% 2.7%
0% I
Millennial Generation X Baby Boom Pre-Baby Boom

In the past 12 months, have you used any PEER-TO-PEER LODGING WEBSITE (e.g., Airbnb and VRBO) to book any leisure accommodations?

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



Why Peer-to-Peer Lodging?

Cheaper/More affordable

0 0
49.2% 28(;2 48.7% >4 1%

40%
30%
20%

Cheaper more affordable
42.9%

Prefer to have a kitchen 38.0%

Prefers the ambiance of a home 34.0% 10%
0%
Quieter /| More relaxing 28 4% Millennials  Generation X Baby
' Boomers Ouieter/M i
uieter/More relaxin
It's more comfortable for my travel ob 604 J
party/family | 459 15 0%
40%
It feels more like I live there 27.6% 35%
30% 26.5%
i 25%
Easier to meet people 18.0% 20% 20.3%
15%
: 10%
Prefers not to stay in hotels - 16.8% 50

0%
Millennials Generation X Baby Boomers

Prefers neighborhoods without
hotels

Prefers destinations that don’t have a
0
lot of hotel options .4'8/0

13.6%
Prefers neighborhoods without hotels

35% 32.1%
30%

None of these I2.4%
25%

0% 10% 20% 30% 40% 50% 60% o
100/: o 9.5%
Why do you use peer-to-peer lodging properties (i.e., using AirBnB.com, VRBO, 59% - -
HomeAway, etc.)? o

Millennials Generation X Baby Boomers
Source: The State of the American Traveler, Destination Analysts, Inc.



Likelihood of Use (Next 12 Months)

Very likely . 8.3% 718 80/ Generational Perspective

45%
Likely 10.5% 0% S50
35%
: 30%
Neutral - Neither 0
. . 22.6% 25% 24.5%
likely nor unlikely
20%
' Lo 10.3%
0 070
Unlikely 17.7% 10%
5% 4.2%
- 0%
0
Very unllkely _40'9/0 Millennials  Generation X Baby Pre-boomers
Boomers

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

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?

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



Generally Prefer Peer-to-Peer Lodging (Over Hotels)

| generally prefer using peer-to-peer lodging (e.g., AirBnB) services over staying in hotels

Generational Perspective
14.4% ’

Completely agree

35%
Mostly agree
30% 28.9%

Slightly agree

2504 23.9%

Neutral 20%
- - 15%

Slightly disagree 11 90
| 10%

Mostly disagree 6.2%
5%
Millennials Generation X Baby Pre-boomers
0% 10% 20% 30% 40% 50% Boomers

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



Think 1t’s “Cool”

Using peer-to-peer lodging (e.g., AirBnB) is cool

Generational Perspective

Completely agree l3.3% 233%
40%
Mostly agree 3504 39.5%0
Slightly agree 30% 28.5%
25%
Neutral
20% 17.4%
Slightly disagree 15%
10.6%
Mostly disagree 10%
| 5%
Completely disagree 0%
Millennials Generation X Baby Pre-boomers
0% 10% 20% 30% 40% Boomers

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



Interested In Renting Own Space

| am Interested In renting all or part of my own home to travelers to make money.

Generational Perspective
Completely agree

70%
64.5%
Mostly agree °
. o0 55.1%
Sllghtly agree 5004 A8 4%
41.3%
Neutral 40%
Slightly disagree 30%
Mostly disagree 20%
Completely disagree 10%
0%
0% 10% 20% 30% 40% Millennials Generation X Baby Pre-boomers
Boomers

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



PSYCHOGRAPHICS




Psychographic Intensity Indices

0 Measures the importance of key
concepts to travelers

Active travel styles
Culinary

Arts & Culture
Connectivity
Authenticity

Price Sensitivity

Travel Planning Intensity
Outdoors & Nature
Exploration

©C OO0 O 0O OO0 0O

0 Series of guestions related to each

0 Respondents placed on 100 point
scale




MILLENNIALS prefer active vacations

ACTIVITY SEEKERS

¥
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Want to engage in arts and cultural assets Like food & cuisine driven travels
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stay connected during leisure travel & its planning Want real destination vs. commercial tourism

CONNECTIVITY AUTHENTICITY
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GEN ERAT' DN x Is concerned about pricing Intensively plan leisure travel

PRICE SENSITIVITY TRAVEL PLANNING INTENSITY
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BABY BDD M ERS Desire rural travel experiences Gain pleasure from exploration

NMATURE LOVERS EXPLORATION HUNGRY
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JUST FOR FUN




Risk Taking

Done Something Risky or Dangerous Done Something | Regretted Later
(Past 12 months on a leisure trip) (Past 12 months on a leisure trip)
0)
30% 20%
0 18.1%
27.4% 18%
25% 16%
14%
20%
12%
15.8%
15% 10%
8.3%
8%
10%
8.0% 6%
4.2%
4%
0)
% 3.4%
204 1.5%
y y _
Millennials  Generation X Baby Boomers Pre-Boomers Millennials Generation X Baby Pre-Boomers
Boomers

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



Honesty

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

0
16% 15.1%
14%
12%
10%

8%

6%

5.3%

4%

3.0%

2%
0.8%

Millennials Generation X Baby Pre-Boomers
Boomers

0%

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

Lied to a Boss to take time away for a
vacation

(Past 12 months on a leisure trip)

12%

10%

8%

6%

4%

2%

0%

9.8%

Millennials

4.3%

0.7%

B oo

Generation X Baby Boomers Pre-Boomers




Hooking-up

Went on a trip hoping to meet a new Met a new romantic partner
romantic partner(Past 12 months on a leisure trip) (Past 12 months on a leisure trip)

0 0)
12% 14% 13.3%

10.7%
10% 12%
804 10%
0 8%
6% 6.0%
0
4.0% 6%
4%
2%
0.8% A
- I 0.8%
Millennials Generation X Baby Pre-Boomers 0% -
Boomers Millennials Generation X Baby Pre-Boomers

Boomers

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



Key Takeaways

The State of the
American Traveler

O Lelsure travel Optimlsm IS pOSitive and GENERATIONS EDITION e
In an extended period of stability. ~ 7

0 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 Destination ¢ Analysts
g e n e rati O nS The Generations Edition

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

o Millennials are awesome!
Destination Qﬂma lysts

DO YOUR RESEARCH
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Curated User Generated
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Meetings & Groups | Weddings | Press Room | Travel Trade | Social Hub | Blog

Real Sonoma County Weddings #wedinsonoma

COMPLIMENTARY ASSISTANCE FIND?
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QUESTIONS - _
COMMENTS? S

* Mic & Speakers (fest)

& MUTED T [

|=| Questons

Q60

[Entar 8 queston 1or 8taf]

Use the question box ——

Vislbimar How
Webinar 1D 235-876-081

Golovvebinar
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Meet the Marketees



The Generations

Baby Boomers Generation X Millennials

O O O

1946 - 1964 1965 - 1980 1981 - 2000




Baby Boomers

+ 1946 - 1964
+ 52 - 70yrs
+ U.S. Population: 75 million

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.

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




Baby Boomers
Platform Usage

Zk Binge-worthy Content

Blog Articles
Images
comments
eBooks
Reviews

5 Meh Content

Memes
Webinars
Flipbooks
SlideShares
White Pages

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
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. The Oregon Coast
Like This Page - August 3 - @&

It's not a dream, it's the Oregon Coast.

Photo Credit: Instagram user @owlicat

Like Comment Share R
DD & 48k Top Comments ~
1,601 shares 122 Commenis

Rosemary Shahbazian Selland Yes it is!! | have
°d always thought the Oregon coast is one of the most
beautiful!

Like - Reply - &5 9 - August 3 at 3:02am

a The Oregon Coast It really is!
Like - Reply - &3 2 - August 3 at 5:27pm

Jo Vaughn-Hutson The experience living on the
Oregon coast was so beautiful. Volunteer and enjoy
all up and down the Coast.

Like - Reply - ¥5 3 - August 3 at 2:21pm

a The Oregon Coast it is one of the best
places to live, in our opinion Jo!

Like - Reply - &2 1 - August 3 at 5:28pm

v View more replies

Writa & comment..

Know what resonates with your audience and stick to it

& erystaleruises | Follow

637 likes v

crystalcruises Crystal Symphony looks
plcturesque docked in Flam, Norway.
Thanks o @erinmanning for this amazing
photo!

kristinabarko ©peterbarko my parents
were on this one

bryan_pollard26 @corynn

azagent! Amazing photo of an amazing
ship.

seagnature La Norvége est splendide =
parastoo.b95 @datispanahi
the_lazyfoodle Amazing shot!

Sharing fan content to increase engagement




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
Platform Usage

“& Binge-worthy Content
Blog Articles
Images
Comments
eBooks
Case Studies

5 Meh Content

Quizzes
Webinars
SlideShares
White Pages

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




Generation X

Generation X Is 36% more likely to work while on vacation. - aare travel Trends

2016
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13 Sparkloft Client Insights

Visit South Africa
=== April12- Q@

Follow four travelers as they embark on the trip of a lifetime, tracing the
legendary footsteps of Nelson Mandela's Long Walk to Freedom.
#MeetSouthAfrica

#MEETSUUTHAFRICA

F[HIH‘I.*HHE MN::h ‘lﬂmm. [HROUGH SOUTH AFRICA

]

L,
!

@ & 0O ;] O

#MeetSouthAfrica: Following Madiba's Journey Through South Africa

55,405 le reached .
S —— SN AT R e A
21K Views 16,941 views
& Like ® Comment # Share = Buffer B~ iy 36 B s
"o lan nhuysen and 392 others x

OO’ lan Langenhuy Top Comments Published on Apr 12, 2016

Four Instagrammers. Two weeks, One man's legacy told through the beauty and people of South Africa. Follow four travelers as they embark on
101 shares 23 Comments the trip of a lifetime, tracing the legendary footsteps of Nelson Mandela.

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




Millennials

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

were still Iin diapers, JK Rowling was only halfway through
publishing the #HarryPotter series. . . Il &\ 4

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




Millennials
Platform Usage

“& Binge-worthy Content
Blog Articles
Images
Comments
eBooks
Audiobooks

5 Meh Content

Quizzes
Webinars
SlideShares
White Pages

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

Beats Human

d
Aﬁen tion Span '
By One Second: ‘ '

\._\
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l Warner Bros. Studio Tour London I Warner Bros. Studio Tour London

August 3 at 9:33am - ©

July 1 - @
How do you bring a Mountain Troll to life on-screen? Puppetry, CGl, and

Explore every bit of magic in Dumbledore's office - can you find the famous lots of Troll snot!

W ] f?
Sorting Hat on his shelves® Learn more about the making of Harry Potter and the Philosopher's Stone

www.wbstudiotour.co.uk this summer as we celebrate the 15th anniversary of the film:
www.wbstudiotour.co.uk

)

o SRS
- I
HE

MAKING O
Tl

INDING THE
~ PHILOSOPHER'S 510,

Dumbledore's Office Setin 360 Degréés
01:20

How Filmmakers Brought'a Mountain Troll to Life
00:36

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







Generation Z

+ 2001 - 2020
+ IBD - 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, 201




Platform Usage

Generation Z
“& Binge-worthy Content
Images

Videos
Livestream

Parallax
Gifs

Meh Content

Webinars
Slideshares

White Pages

Source: Sprout Social, 2015

Source: Pew Research Center, 2015




Generation Z

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

RSUSANJIMMEETING THECEO 8
BIATATHE IRPORT

# a ‘ #I |
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\
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Al Is Learning to See the Forest in Spite of
the Trees







Anthony Moeba @A WVoeba - 1
Just chillin’ in my protoplasm.

A

Sue Cillia @0rganlzelt - 2m
il Love the #cellfie @A_Moeba!
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The New Bermu

The little fishhook-shaped islani
Guide have recently been introdt

First, let's clear up a few mysteries abour
Caribbean as many guess — it's way out
almost 1,000 miles north of Puerto Rico.
to anywhere else. Also, the temps are a |

Our team has learned a lot about the isl:
tempting set of unofficial national drink:
lesser-known treasures. Otherworldly ca
Heritage Site (the Town of St. George) al
or private boat, but you can't rent a car \
Luckily, public transportation is plentiful
to-end in about an hour by car. Bermudi

Next year, Bermuda will be hosting the =
prestigious sailing event. The Bermuda T
ahead of the high-profile global event, s
rolled out.

Bermuda’s new brand, developed by MM
destinations and avoiding “the sea of sal
Triangle. The most obvious sign of this i
BERMUDA. A little mystery in the informr
embracing a legend that's literally about

Mystique is a key brand element, and th:
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[s Google’'s Expanding Role in Travel
Undermining Organic Traffic Growth
for Destinations?

New Review of 26 DMO Websites Reveals a Steady Decline

Strong year-over-year (YOY) organic search traffic growth is expected in an industry as content
rich as destination marketing. However, with growing frequency we've heard destinations voice
concerns that organic traffic to their sites has been flat, or even down, in recent months.

Of course, we've seen the typical lineup of culprits for such trends such as site update issues,
mobile friendliness and aggressive paid search budgets; but just as often we've seen no noticeable
change in rank or search volume to account for traffic flux.

In SEO, typically there are a number of small factors that add up to a big search traffic difference,
rather than a single, clear issue. Such is likely the case behind this downward trend in organic
traffic growth. While there were a number of major algorithm updates in 2015, we've been keeping
an even closer eye on Google's changes in search result formats in both travel planning and travel
booking. Just Google “MarketName destinations” or “places to visit in MarketName" on your phone
and you can see the extent to which the search giant is surfacing its own destination content before
linking to DMO sites. In his recent post on the latest State of the American Traveler report, my
colleague Chris Adams cited that more than half of travelers were either interested or very
interested in using Google-curated content to research leisure destinations.

Being the curious folks we are here at Miles, we compiled the organic traffic of 26 destination
websites nationwide from 2013 through the first half of 2016. While there was a healthy mix of ups
and downs each year, the totals point to a trend that supports the anecdotal evidence we've heard
to date.

In 2014, the total organic traffic to these destination sites grew by 37% over 2013. In 2015, YOY
growth dropped to only 17%, and in the first half of 2016 that growth has slowed to only 10%
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The hyper informed traveler: 2016

50%
Use Social Media in

50% Trip Planning

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

Visitor Guides, encourage your guests to

. share their experience through
Brochures, MBQEIIHEE services like free Wi-Fi

This percentage has actually increased since 2007

L8 6.6

59%

Seek Out Reviews, Ratings and User-Generated Content for
Ideas and to Validate Their Selection

Recent research from Cornell’s School of Hospitality (2014) highlights that properties
with better reviews are able to command a higher ADR — against properties of
similar location and facilities

60%

of Travel Decision
Makers Are Female

Use E}chlal Visitor Gmdes:
City, Regional or State
Vacation Publications

Fraom a CVE or other DNAO

36%

Use Official Destination
Websites

From a CVE or other DMO

50%
36% o

Access Travel Information*

Use Tablets To Access
Travel Information®*

“Travelers use them aimost egually both

before and during travel!

Destination ¢ Analysts
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The hyper informed traveler: Gen

Use E}chlal Visitor Gmdes
City, Regional or State
Vacation Publications

Fraom a CVE or other DNAO

50%
Use Social Media in 3 7 %

50% Trip Planning
Websites

Most travelers use social media
From a CVEB or other OMO

Use Print Publications: to see or share trip photos;
Visitor Guides, encourage your guests to

. share their experience through
Brochures, MBQEIIHEE services like free Wi-Fi

This percentage has actually increased since 2007

L8 6.6

59% 60% 349,

Seek Out Reviews, Ratings and User-Generated Content for of Travel Decision 3 6 O/
Ideas and to Validate Their Selection Makers Are Female O Use Smartphones To
Access Travel Information*
Recent research from Cornell’s School of Hospitality (2014) highlights that properties Use Tablets To AF‘:EfE
with better reviews are able to command a higher ADR — against properties of Travel Information

similar focation and facilities “Travelers use them aimost equaily both

before and during travel!
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