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Best Practices In Targeting Traveler Segments Online
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DMA West Education Summit & Vendor Showcase
September 27-29, The LINQ Hotel in Las Vegas

You'll keep your skill set competitive and fresh at sessions taught by industry experts and talented peers.

Featured Keynote Presenters
Aaron Wodin-Schwartz, Brand USA | Martin Stoll, Sparkloft Media | AnnDee Johnson, Longwoods

Shannon Gray, Gray Research Solutions | Renee Moorefield, Wisdom Works Group, Inc.

= Keynotes
=  Workshops (marketing/sales/operations)
=  Marketplace Roundtables
= Experience-the-Destination Activities
— Downtown Project
— Facility Envy

= Best Idea Program Register today at www.dmawest.org
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How to participate in today’s webinar
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rejoin the webinar Send
A Question & Answer Session will be held Webinar Now
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at the end of today’ s session _
GolTovivebinar
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Agenda

Research: Travel Outlook
Research: Travel Segments
Research: 6 X Travel Segments
Takeaways

Guest Speaker: Targeting Segments Online — Acquia

Upcoming Webinars & 3 x New White Papers
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The State of the American Traveler

o Online survey conducted since 2006
The State of the

American Traveler .. . .

iy SESU o Survey invitation sent to a nationally
Curimer 2017 | Vouma 2 representative sample of US adults

o Total sample of 2,000 American leisure travelers

o Examines traveler sentiment, motivations &
behaviors

o Quarterly project

Destination ¢ Analysts

Destination ¢ Analysts

The State of the American Traveler, Traveler Segments Edition, Destination Analysts, Inc. Summer 2017 DO YOUR RESEARCH
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TRAVEL SEGMENTS: RELATIVE SIZE & GENDER MIX

Bl Men B Women

Festival & Special Event Travelers D
Traveled specifically to attend a festival 17.4% 17.1% 34.5%

or special event in the past 12 months

Millennial Travelers  ({{ B - .
Leisure travelers born after 1982 U’ Hnisin eles S/

DMO Resource Users
Used a DMO website or printed guidebook
to plan a leisure trip in the past 12 months

Parks & Monuments Travelers
Visited a State, Regional or National Park/Monument B 23.1%

while on a leisure trip in the past 12 months

37.8%

44.6%

Sporting Event Travelers
Traveled specifically to attend a sporting 10.3% el 16.5%

event in the past 12 months

Affluent Travelers @ i S o
Annual Household Income >$80K

I I I I I [
o) 10 20 30 40 50

Percent of all leisure travelers

The State of the American Traveler, Traveler Segments Edition, Destination Analysts, Inc. Summer 2017
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alahy T

APR 2017

JAN 2017

OCT 2016

JULY 2016

JAN 2016

Percentage

THE KEY: - expect more

- expect the same

expect less

Travel Expectations (Trips)

O 10 20 30 40 50 60

Q : In the next 12 months, do you expect to
travel more or less for leisure than you did in

the most recent 12 month period?

Current
Leisure Travel
Optimism

Trips & Spending
(Next 12 Months)

Destination ¢ Analysts

DO YOUR RESEARCH
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Impediments to Travel: Gasoline Prices

60%

53.6%
45.9% 46.6%
0.7% 39.5%

50%
“o% 40.7%  39.3%
32.9%  32..%

0

30% 26.4%
20%

B I
0%

July Jan July Jan July Jan July Jan July Jan July Jan July Jan July
2010 2011 2011 2012 2012 2013 2013 2014 2014 2015 2015 2016 2016 2017 2017

Percent of Leisure Travelers
The State of the American Traveler, Traveler Segments Edition, Destination Analysts, Inc. Summer 2017 Destination ¢ Ana lyS ts



Impediments to Travel: Airfare too Expensive

45%

,0% 38.9%

36.0% 34.9% 35.2%
35% 30.2% 32.9%
30% 27.1%
25% ; 22, 8%
6% 19.3% % 19.6%

20%
15%
10%

5%

0%

July Jan July Jan July Jan July Jan July Jan July Jan July Jan July
2010 2011 2011 2012 2012 2013 2013 2014 2014 2015 2015 2016 2016 2017 2017

Percent of Leisure Travelers Destination ¢ Ana ly’S {s
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Impediments to Travel: Personal Finances

60%
55.9%

54.6%
48.9% 49.1% 47.6%
|
40.9% 5 6 41.1% o o
I 3I o i 8% g 0p 37.6%
| I I I

July Jan July Jan July Jan July Jan July Jan July Jan July Jan July
2010 2011 2011 2012 2012 2013 2013 2014 2014 2015 2015 2016 2016 2017 2017

50%

40%

30%

20%

10%

0%

Percent of Leisure Travelers

Destination ¢Analysts
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[J> TRAVELER SEGMENTS
Festival & Special Event Travelers Takeaways

Festival & Special Other

‘Z Event Travelers Travelers 1. Younger
4. 5 Traveled specifically to attend a Did not travel to attend a
OF LEISURE festival or special event in festival or special event in n n
TRAVELERS the past year. the past year. 2 u Et h n Ica I Iy d Ive rse
KEY: Event Travelers - -
3. Discount-oriented
Age (mean) 45.0 _ 49.6
Caucasian (% of segment) 68.2% _ 77.2% ll" MOderate travel bUdgelts
College Graduates (% of segment) 53.8% _ 51.6%
Annual Income >$80K 33.6% - 33.3% 5 “ Trave I freq U e nt Iy
Actively looks for travel discounts or bargains 58.6% _ 46.1% n n
6. Social-media matters
Annual leisure travel budget (maximum) $3,779 _ $3,419
Past 12 Months Leisure Trips Taken 5.1 trips _ 3.8 trips FIEguEnk
travelers with
Personal finances kept them from traveling 42.2% _ 39.8% diverse interests
Used social media to plan travel 68.7% _ 51.3%
Influenced by Social Media to visit a destination 23.4% - 12.0%
Used group discount website 387% — 19.8% Moderate jncomes

travel budgets and
discount orientation

: . : : are noteworthy
The State of the American Traveler, Traveler Segments Edition, Destination Analysts, Inc. Summer 2017
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Heavy Social Media Users

Impact & Influence

Not only do Festival & Special Event travelers more actively use social media to plan their
travels, they are more likely to engage on a variety of social platforms.

-3
83.7% =
78.3% "
St E ¥ o
i B ~ &l
54.7% % :
- 43.2% -3 =5¢
.29 41.5% — v
36.6% - g;
29 6% T . : - Q ‘EE
| - 33
"N 5 9
('
-

O

o
KEY: Event Travelers
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({{ TRAVELER SEGMENTS
P Millennial Travelers

Millennial
Travelers

278

OF LEISURE
TRAVELERS

Female (% of segment)

Annual leisure travel budget

Annual Income > $80K

Actively looks for travel discounts or bargains

Expects to travel more in next 12 months

KEY:

Past 12 Months Personal Finances kept them from traveling

Leisure trips taken

Traveled outside the USA

Traveled to a Festival/Special Event
Traveled to a Sporting Event

Visited a theme/amusement park on trip
Visited State, local or Regional park
Visited National Park or monument
Used Peer-to-peer lodging

Likely to use Peer-to-peer lodging next year

Adult travelers born after 1982,

are at most 36 years old.

Millennial Travelers

58.9%

$3,224

26.7%

63.3%

48.9%

47.8%

4.5 trips

30.5%

46.4%

23.2%

53.7%

48.5%

341%

25.3%

43.5%

Baby Boom
Travelers

Travelers 53 and up, born

between 1945 and 196 3.

Financial limitations
and lower incomes
inhibit this most
enthusiastic of

generations. Still,

nearly half expect to

travel more next year.

48.8%
$3,777
31.3%
47.2%
23.4%
39.5%
4] trips
20.0%
30.3%
1.9%
20.3%
30.3%
22.7%
6.2%

1M1.1%

The State of the American Traveler, Traveler Segments Edition, Destination Analysts, Inc. Summer 2017

Defying stereotypes,
Millennials actually
visit parks more
frequently than

older travelers.

Takeaways

1.

Skew female

Financially “challenged”
Discount-oriented
Lower travel budgets
Travel optimists

Heavy travelers

Diverse travel interests

Park users

Dominate peer-to-peer
services

Destination ¢Ana lysts



Dispelling the Myths

E Tech-savvy Millennial travelers rely on newer

E travel planning resources, and aren’'t interested
LL In “old-school” print or DMO resources.

E Millennials are uber-informed travelers who

E use all types of planning resources. In fact,

they use both print and DMO websites more

than their older counterparts.

The State of the American Traveler, Traveler Segments Edition, Destination Analysts, Inc. Summer 2017

Destination ¢Ana lysts
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E’i TRAVELER SEGMENTS
DMO Resource Users

DMO
Resource Users

Other
Travelers

37.8'

OF LEISURE
TRAVELERS

Age (mean)

Annual Income > $80K

Annual leisure travel budget (maximum)

Actively looks for travel discounts or bargains

KEY:

Travelers who have used DMO
websites or print resources to

plan a trip in the past year.

DMO Content Users

Past 12 Months Leisure trips taken
Traveled outside the USA

Took a multi-state trip

Traveled with children

Traveled to theme/amusement park

Traveled to attend festival or special event

Visited a National Park or Monument

Visited a State or regional park

Traveler psychographic profile indices*

Cultural Interest
Authenticity Seeking

Culinary Interest

Those who did not use DMO
websites or print resources to

plan a trip in the past year.

21.7% [ 28.3%
Users spend 32%
ss.0% [ NG 45.8% more on travel
5.0 trips [ 3.8 trips
30.2% [EEGEN 18.7%
o 44.7%
420 [N 36.1%
476% |G 30.1%
42.5% _ 29 7% Frequent travelers
with diverse
a40% G 18.5% interests and who
desire sophisticated
s5.7% [ 28.0% .
travel experiences.
725 [ 64.6
ss.c NG 63.5

The State of the American Traveler, Traveler Segments Edition, Destination Analysts, Inc. Summer 2017

Takeaways

1.

4.

o

Typical age spectrum

Affluent, frequent travelers
Big travel budgets

Diverse travel interests (like
Millennials)

Sophisticated travelers

Destination ¢Ana lysts
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TRAVELER SEGMENTS
Parks & Monuments Travelers

Parks & Monuments Other

Age (mean) 45.0 _ 50.4
Male (% of segment) 51.8% _ 48.6%

Annual Income > $80K 37.0% - 30.5%

Actively looks for travel discounts or bargains 56.4% _ 45.7%

Annual leisure travel budget (maximum) $4,329 _ $2,981
Past 12 Months Leisure trips taken 5.2 trips _ 3.4 trips

Personal finances kept them from traveling 40.8%

Traveled with children 441% — 351%

40.5%

Generations and the Use of Parks

7 Travelers Travelers
0 -
- Visited a state, regional or Did not visit any such parks or

OF LEISURE National Park (or Monument) monuments while on a leisure
TRAVELERS in the past 12 months. trip in the past 12 months.
KEY: Parks Travelers

Baby Boomers 35.0%

I [ 1 [ I
10 20 30 40 50

O

Percent of each generation that are Parks and Monuments Travelers

The State of the American Traveler, Traveler Segments Edition, Destination Analysts, Inc. Summer 2017

55.1%

60

Takeaways

1.

Younger profile
Yet high income
Prioritize travel in budget

Millennials defy stereotypes

Destination ¢Ana lysts



TRAVELER SEGMENTS

Sporting Event Travelers

Sporting Event
Travelers

OF LEISURE
TRAVELERS

. ..’.‘: ! N 0/

" q ’ . ‘ . . " r 1 o
Male (% of segment)

Age (mean)

Personal finances limited their travels

Annual leisure travel budget

Annual Household Income > $80K

Past 12 Months Leisure trips taken

Traveled with children

Traveled to theme/amusement park
Traveled to attend festival or special event
Visited a National Park or Monument
Visited a destination based on social media

Used social media to plan travels

Took at least one leisure trip

in the past year specifically to

Other
Travelers

Did not take a leisure trip to

attend a sporting event in the

attend a sporting event. past year.
KEY: Sports Travelers
s27% [ 47.6%
32.9% |IEGEGB 421%
s4.620 [ $3,324
sa6% |G 311%
5.0 trips | 3.9 trips
a9.9% [N 37.0%
so.2% [ 323%
Activity-driven;
fun is king.
458% G 24.7%
202% I 53%

super users

Takeaways

1.

Male skew
Younger profile
Strong financials
Frequent travelers
Diverse interests

Social media super users

Destination ¢Ana lysts



Heavy Alternative Lodging Use

Like Millennials, this younger traveling group uses peer-to-peer lodging heavily.

Used Peer-to-Peer Lodging
(AirBnB, VRBO, etc., used in past 12 months)

Sports Event Travelers _ 24.5%
Other Travelers - 11.6%
I I

I I I I
Percentage O 10 20 30 40 50

KEY: Sports Travelers

The State of the American Traveler, Traveler Segments Edition, Destination Analysts, Inc. Summer 2017
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TRAVELER SEGMENTS
JAfqu.ent Travelers

Affluent
Travelers

33.7

OF LEISURE
TRAVELERS

Age (mean)
Annual leisure travel budget
Personal finances limited their travels

Actively looks for travel discounts or bargains

Earn more than $80K annually

and account for about one third

of the traveling public.

KEY:

$5,636

Past 12 Months Leisure trips taken

Trips taken by air

Traveled outside the USA

Visited a National Park or Monument

User-generated travel content*

Any printed resource*

DMO websites or print publications*

Any social media*

*Travel Planning Resources Used

5.1 trips

Affluent Travelers

48.7

48.4%

29.0%

1.7 trips

37.0%

35.9%

64.0%

52.6%

47.3%

54.0%

Other
Travelers

Earn less than $80K and
represent the majority (66.3%)

of American leisure travelers.

47.5
$2,478
= 46.5%
3.8 trips
- 0.8 trips
B s
[ 24.5%
541%
43.0% Hyper-informed
travelers, but lower
_ 33.0% social media use
59.4%

The State of the American Traveler, Traveler Segments Edition, Destination Analysts, Inc. Summer 2017

Takeaways

1.

Age neutral

Strong financials
Frequent travelers
Hyper-informed travelers

Less social media use

Destination ¢Ana lysts



Dispelling the Myths

On our psychographic indices, affluent
travelers score lower in their need to be
connected while traveling.

High-powered affluent travelers require
constant connectivity on their leisure trips.

FACT

FICTION

The State of the American Traveler, Traveler Segments Edition, Destination Analysts, Inc. Summer 2017
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Background: Travelers’ Use of DMO Websites

80%

MORE TRUST ' Official destination

tourism offices

(person to person contact) .
70% |

g
c
z
8
E
%
o
£
2
el

>40%

y.

/
— 1;rtavelt.busings|§ , Friends T Relatives
(via social media) \ (via socua{l media)
60% :
~ Frlends 8
1>:~ Travel agents (in person) %ﬂ
‘c:) (person to person) X £3
Z  50% 53
= | _ . . —  Review websites
= Magazine articles | (TripAdvisor, Yelp, etc.)
= online or print) N
? 3 40% ( Pring \\ Official destination
=35 tourism office websites )
. Newspaper travel ==z g
b 2 sections (online or print) B . Official destination 5
o - ' tourism office printed E
> C _gaicae P2 | printe
o E 30% — : - — = 2%
ko / / \ | \ visitor guides §7
£ Co-workers — . \ | Co-workers _ 2%
E (via social media) // ‘.\ Hotel staff, concierges .
o 20% - 1
) ‘!| | - -
z Official destination | 0“'“;9 V'Tdio 3
< tourism offices (e.g., YouTube) §
10% (via social media) \ Denotes Destination Marketing ég
Travel-related Organization Resource %ﬁ

TV programs
LESS TRUST

0%

0% 5% 10% 15% 20% 25% 30% 35% 40% 45% 50%

LESS USE Me MORE USE

(“Always use” or “Usually use”)

*Source: Destination Analysts’ The State of the American Traveler™ ---Technology Edition, April 2017. Base: 2,000 American leisure travelers.



http://www.destinationanalysts.com/the-state-of-the-international-traveler-study/the-state-of-the-american-traveler-study/

Soclal Media Used In Travel Planning

70%

60 A ﬂrh
8%
co% 5 £8.12% 9
44.3 43-8%
40.12%
40% 37-0%
29.2%
2c 80 29-270 2557
30% 25.8% 26.2% 25- 26.2% 22.5%
19.9%
20%
8.5%
10% i
0%

Jan July Jan July Jan July Jan July Jan July Jan July Jan July Jan July Jan July
2009 200Q 2010 2010 2011 2011 2012 2012 2013 2013 2014 2014 2015 2015 2016 2016 2017 2017

The State of the American Traveler, Traveler Segments Edition, Destination Analysts, Inc. Summer 2017
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Which of these social media Visited a destination as a result
services do you regularly use? of content seen on any of these
soclal media channels?

Facebook

YouTube
Yes, 19.7%

Instagram
Twitter
Pinterest
Snapchat

LinkedIn
No, 80.2%

Tumblr
Periscope

Flickr

NONE OF THESE

0% 25% 50% 75% 100%

The State of the American Traveler, Traveler Segments Edition, Destination Analysts, Inc. Summer 2017
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Visited a destination as a result
of content seen on any of these
soclal media channels?

Yes, 19.7%

Social
I Media

Traveler

No, 80.2%

The State of the American Traveler, Traveler Segments Edition, Destination Analysts, Inc. Summer 2017

Destination ¢Analysts



Gender and Age:
Skew Slightly Male and Heavily Millennial

Soclal Media Travelers

Female,
46.4%

Male,
53.6%

The State of the American Traveler, Traveler Segments Edition, Destination Analysts, Inc. Summer 2017

% Millennial

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

0%

53.3%

22.4%

Non-Social Travelers Social Travelers

Destination ¢Analysts



Trips Taken and Travel Activities (Past 12 Months)

Frequent Travelers with High Expectations

Leisure Trips Taken Travel Expectations (Next 12 Months)

6 100%

B Non-Social Travelers m Social Travelers

4.93

5 ' 75%
63.6% 62.5%
4.08
4 50%
26.5% 28.5%
| ) . .
2 0%
Non-Social Travelers  Social Travelers Expect to Travel More Expect to Spend More

The State of the American Traveler, Traveler Segments Edition, Destination Analysts, Inc. Summer 2017
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Used a Mobile Phone to Plan Leisure Travel
(Past 12 months)

100%

94.4%

90%
80%

70%

If they’re selecting destinations via
social media, they're planning their
trips on a mobile device.

60%

54.9%

50%
40%
30%
20%

10%

0%
Non-Social Travelers Social Travelers

The State of the American Traveler, Traveler Segments Edition, Destination Analysts, Inc. Summer 2017

Destination ¢Analysts



Trips Taken and Travel Activities (Past 12 Months)

® Social Travelers B Non-Social Travelers
100%
90%
80%
69.2% 72.5%
. (o]
70% 65.0%
61.1% 62.2%
0,
60% 53.9% 51.7%
S0% . 49.5% 7o
° 45.6% 43.1%
0 37.8% 0 0
40% 36.0% 36.1% 33.5%
30% 28.9% 29.2% 29.0%
(o]
22.4% 23.3%
20% 19.9%
(o]
° i B
0%
Traveled by air Took overnight Visited foreign Took a multi-gen Took a multi- Traveled with Theme or Festival or Sporting event State, local or National Park or
cruise country trip state trip own children amusement park special event regional parks Monument

The State of the American Traveler, Traveler Segments Edition, Destination Analysts, Inc. Summer 2017
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Resources Used to Plan Leisure Travel (Past 12 Months)

100%
M Social Travelers B Non-Social Travelers
90%
72.2% .
70% 68.3%
60% 55.8%
50%
40.9%
40%
30% 28.0%
(0]
20% 13.9%  12.6%
0%

Any Print Any UGC DMO Website DMO Print Guide

The State of the American Traveler, Traveler Segments Edition, Destination Analysts, Inc. Summer 2017
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Thank you!

Come see Destination Analysts present

@

Destination
International Traveler at ESTO next week. Ana ly sts

insights from our The State of the

DO YOUR RESEARCH

We'll also be at Marketing Outlook Forum in

Baltimore October 23-25



Takeaways: Segments of Opportunity

1. Cross Marketing Opportunities — eq: driving repeat visitation
2. Soclal Travelers — esp: Important in Events, Festivals, Sports
3. Connected In Remote Locations — ‘High Tech — High Touch’
4. Alternative Accommodation — Smart Growth Opportunities

5. Attractive Audience — DMO Resources Users

HHHHHHHHHHH



Questions In today’s webinar

Fie Yew Hep =0T
----- I-I AUd.n

B=d | Telephone
L ) Mic & Speakers [t=st)

& MUTED Winanaannnn

@ =] Que=slions [ma

Use Text Box to ask questions i
\PE rter a gquestion for staif] =
In case of “Drop-Off”, use your Link to il

rejoin the webinar | Send

A Question & Answer Session will be held Wehinar How

at the end of today’ s session Webinar 1D 265675081
GoToVvebinar

Today’ s webinar is being recorded and
b d Ilable for later viewi L. 7
will be made available for later viewing Dest|nat|on¢Analy5t5 mlles

marketing destinations
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GO O g le kalamazoo mi Q HH

All Maps News Images Shopping More Settings Tools

About 19,300,000 results (0 83 seconds)

@ city of Kalamazoo
www.kalamazoocity.org/ v - BT =
City of Kalamazoo services and information. ... Starting this October, City of Kalamazoo residents won't . ’
need to worry about sorting their ... Kalamazoo, Ml 49007

A
Katamazoo @ '
Twp

@) Kalamazoo Comstock Tv

4

@ Kalamazoo, Michigan - Wikipedia

https.//en.wikipedia org/wiki’Kalamazoo, Michigan

Kalamazoo / kzelama zu/is a city in the southwest region of the U.S. state of Michigan. It is the county
seat of Kalamazoo County. As of the 2010 census,

History - Climate - Economy Local media KalamaZOO

City in Michigan

Texas Charter

Township Portage

@ Discover Kalamazoo: Kalamazoo Michigan, Kalamazoo MI Hotels ...

..dtscoverkala.m azog.com/ ' . Kalamazoo is a city in southern Michigan. The Kalamazoo Valley
10 Things to Do This Fall in Kalamazoo, Michigan ... Read More. So Hard To Leave. Kalamazoo offers Museum offers science, technology and history exhibits, plus a

so much more than a memorable name. We effortlessly planetarium. American and European art form the core collection of the
Kalamazoo Institute of Arts. To the south, the Air Zoo museum features
vintage aircraft, flight simulators and rides. The multi-use Kalamazoo

Things to do in Kalamazoo River Valley Trail runs through the city, linking parks and nearby
communities.

Weather: 83°F (28°C), Wind SW at 14 mph (23 km/h), 56% Humidity

ZIP Code: 49001, 49003, 49004, 49005, 49006, 49007, 49008, 49009,
49019, 49048

Local time: Thursday 6:06 PM

Air Zoo Gilmore Car Kalamazoo Valley Leila Arboretum Plan a trip

Interactive aviation Vintage car collection &  Science & history Arboretum and a

R 4 : Kalamazoo travel guide
museum historic diner exhibits for all ages botanical garden

|28  3-star hotel averaging $122

¢) Kalamazoo travel guide
+ 3 h 9 min flight, from $346

@ Things to do in Kalamazoo, Michigan | Facebook

ntine Ihanna farahnnk ronminlarece/Thinne Kalamazrann_Michinan/1N77ANARPR128N »

People also search for View 15+ more



@ Discover Kalamazoo: Kalamazoo Michigan, Kalamazoo MI Hotels ...
www.discoverkalamazoo.com/ v

10 Things to Do This Fall in Kalamazoo, Michigan ... Read More. So Hard To Leave. Kalamazoo offers
so much more than a memorable name. We effortlessly




Organic Traffic Growth Has Slowed

Median YOY Change In Organic Search Traffic to DMO Websites
2014, 2015, 2016 & YTD 2017

35%

119% 12%

w2014 w2015 w2016 m2017




New White Paper: Optimization of Travel

— www.MilesPartnership.com

n!‘

Targeting, Testing and Personalizing
2 Your Digit_al Tourism Marketing

‘ /g:_ /
L Summary a7 <

- v‘ . e
T P e -~
7 The value of optimizing*€Onteht for destinations=—air =
¥ i o 5
—

2 Optimization methods & examples

7 How to successfully use optimizations

MilesPartnership.com

miles

PARTNERSHIP



New White Paper: VALUE OF PRINT

www.MilesPartnership.com

' 4 Tips for

RN Ao g g IIEEE (s About Print  Advertising Measuring Print
a summary of travel and tourism research ADVERTISING
54% \

A summary of independent research on the reach, influence and impact of
printed guides and printed advertising on US leisure travelers

Fact: Print advertising is, by nature, more
challenging to measure than digital
In the 10-year history of the State of the American Traveler, advertising — in which every part
print usage has set new records over the-_ last _12 months with of the user and online interactions
over half of all US leisure travelers using it during 2016-17

Version 1.0 2017 of US Ieisure
travelers use a
at record or near-record levels

printed publication in
being used in trip planning is changing.
measuring your print advertising.

thair trip planning
AT A GLANCE . o
— Remember, these methods are only
Print use by US leisure travelers e oo Fact: as effective as your ability to track,
Sotn‘ces}ir'e&earm']; See pages 2 and 4. ] US Travelers *wﬁw report and review these results.

Gen Y travelers’ usage of Official Visitor Guides is only slightly
530/ O u ion and ideas to complement their
° 67%

can be tracked. Here are tips for

Gen Y, Gen X and Baby ] less than that of Gen X and Baby Boomers. In other areas of
Boomers use print print usage, Gen Y travelers actually use print more in travel ﬁ

publications in travel o ) )
decisions at broadly decisions (e.qg., lifestyle magazines)

1 Trackable Phone Numbers
can be a simple, low-cost way

of US travelers report usinga of readers of official visitor guides similar levels to understand response — for
. P”med resource In planning their indicate that they visited the - businesses where phone calls are
.," travel in the previous 12 months destination after FECE‘iViﬂg the gUide . an fmpgrfanf way travelers contact
L you. Options start at just a few
"> 896 million () Can Save Money Fact: dollars per dedicated line — which
trips were taken _'111 the last o _ _ offers reporting on the number,
12 months by this group of 8 8 /o H media solution as the most trusted type of Print advertising in | The ‘_E\vel_’age_US _Ielsure t_raveler u_sgs a small number of prl_nt duration and origin of callers
US travelers . L dicital media market. Maior travel brands US magazines is publications in trip planning but visits more than 120 websites responding to the ad.
Qf readers who were.u_ndeplqed i maingheavily committed 1o eJldvertising In print Pf;&g%@ﬁé%ﬁgtﬁgd before and during their travel. Print advertising is trusted by
mdlcated that _the Offlc_:lal “"S”_OT guide h ical ad - includina diaital to 2020 (4) more consumers (82%) than any other type of advertising.
influenced their decision to visit more tactical advertising, including digital — 2 Deals or Offers
o A specific offer or deal such as
2 4 O/ “Ask for Our Family Fun Special”
TUS ? ., i , 7 o o US Travelers' Use of Print vs. Digital Media 2008 - 2016 can also be a simple way to assess
o) travelers indicated they used an Official visitor guides are used by up - : o response — however recognize that
.. official destination visitor guide in the of visitors to make specific planning and booking he most trusted advertisi ﬂg o ~ieplephonss | =UGE sodaueds P meoueas only a proportion of travelers will
. past 12 months to plan a trip decisions on their trip. Visitors use the official visitor . oo remember to ask, and that recordin
" guides to make decisions on the following: rdi ﬂg 10 82 D/O of consumers o ’ g
e 400 million . % such requests can be challenging
, ) . > 79% activities and attractions to enjoy . in & busy office setting.
leisure trips were taken by this group of %
US travelers in the past year - spending > 54% places to eat or enjoy - 3 _
an estimated $1Bl blllan sts, 2016-17. (2 Skift “Top-Spending Travel Br 'lnc‘s for ULS. TVAdve f;c:mc; So F'u This Year,” 2016. (3 My e oy ey e b G iy ol de Gl e iy e ey O ‘R_.-'gj_n]’['},r URLs or QR Code
> 21% places to stay PG Media & Enterainment, 2016-20. Marke ' - The majority of visitor guide

readers also go online for additional
information. You can use a specific

Re S 0 urc e S web address (e.g., www.mywebsite.
(F;lRJ?DFEILREE%IE)‘é gSITO R 56 % $93’ OOO com/familyfun) or a QR code and

are female household income

Detailed citations, references and copies of the independent research use your online analytics to
used in this summary are available at hitp-/budurl.com/MilesValueofPrint measure response.

o 4 Conduct Research

F.'naﬁy, consider conducting

» Slightly older 53 years 73% L _ P
> Skewed Female old (avg) are married -

» Significantly more Affluent ; Tounsm ' MeisisEm 7 ‘ . I \ﬁ ::tgr US Travel j The Traveler's |
&b .- | Global Smart Path to

m Travel and

AL _ L mA_&m_ a® —_ _ 4 s L

[ 5 P T N 1 [——— I NN [N N [ 15 . U [ S 1 S o TR I S N S N I [N L S _ . S L o T



New White Paper: Content that Inspires

www.MilesPartnership.com

1

Be real. User-generated content (think social media) also resonates
with today’s travelers, and it's a win-win for everyone. Travelers get to see
real people experiencing a destination, and you get to curate authentic
images for your site.

Pro tip: Instead of simply displaying images from
social media on your site, create content around a
theme, as TravelWyoming.com did below. You can
even put it into print like West Virginia did!

-
L

i
25N

N

n
Creating Stand-out

Content for Your Destination

Includes

7 Connecting with your audience

7 Promoting your original content

7 Measuring & improving your content's reach

miles

PARTNERSHIP



UPCOMING WEBINARS:

State of the American Traveler - Mobile Edition
Wednesday, November 15" 2 pm ET

Phocuswright Year in Review & Year Ahead

10 Key Trends for Tourism Marketers
Wednesday, December 13t 2 pm ET

WEBINAR REGISTRATION LINK IN FOLLOW UP EMAIL
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RENOWNED INDUSTRY STUDIES

Get industry leading market intelligence with The State
of the American Traveler™ and The State of the

International Traveler™ reports

LATEST SPEAKING ENGAGEMENT

CLIENT SUCCESS STORIES



ThankK Youl

Chris Adams Dave Bratton

+1 303 842 3394 +1 415 307 3283
Chris.Adams@MilesPartnership.com Dave@DestinationAnalysts.com
Social: KiwiColorado Social: DA Research
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