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A good first impression is everything: 95% of travelers report  

reading reviews prior to booking, and the number of reviews  

read averages around 6 total.10  

With so much scrutiny on the part of travel consumers, you have no choice but to provide an 
experience that leads to a great review. And when it comes to driving your own customers to 

leave a review for your brand, be careful with incentives, and remember that violating the 
FTC’s Endorsement Rules can carry a civil penalty of up to $16,000. 11

From Inspirat ion  to  
In f luencing  Othe rs :  
T H E  T R A V E L E R ’ S  D I G I TA L  J O U R N E Y

Summer is winding down, but the fight to reach and 

retain your customers is never-ending. Follow along 

as we track the traveler’s digital journey from getting 

inspired to leaving reviews to inspire others.
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The power of influence: “84% of millennials and 73% of  

non-millennials are likely or very likely to plan a trip based on  

someone else’s vacation photos or social media updates.”1 

Prospective travelers find inspiration through a variety of digital channels,  
ranging from travel blogs to TripAdvisor to their favorite Instagram accounts.  
Experimenting with influencer marketing to inspire a sense of wanderlust in  

your travel consumers could be the ticket to attracting attention to your brand.

R E S E A R C H  &  C O N S I D E R A T I O N

Micro-moments matter: One study followed a consumer who  

traversed 7,000 digital travel touchpoints over 4 months.2

By the research and consideration phase, the traveler should have an idea of where  
exactly they would like to go, but that doesn’t mean they know where they want to  
stay or even how they want to get there. Reaching the consumer during this stage  

depends on maximizing exposure across as many touchpoints as you can while  
making sure your ads are clean and impactful.

Go where the growth is: Estimates show that mobile transactions  

will make up 30% of all bookings in 20173 and 46% by 2019.4

After months of inspiration, research and consideration, the traveler is finally ready to book. 
Think mobile-first to reach a growing swath of smartphone-reliant travel consumers, but also 
consider the lifetime value of each traveler as you dole out your paid and sponsored ads. With 
this in mind, develop omnichannel digital experiences to draw in your high-value customers.

Travelers with “packing anxiety” rely on apps like PackPoint to 

 make sure they don’t forget anything. In 2016, the app was  

responsible for 2.1 million user-generated custom packing lists.5 

This stage is focused on figuring out exactly what to bring, what to do, and where to do it.  
The aforementioned strategies are still useful here, as touchpoints are still being discovered 
and last-minute bookings are still being made, but one of the best ways to catch a traveler’s  

attention in this stage could be offering your own branded travel checklist or packing  
app for the specific destination.

Your guests value personalized experiences, so much so that  

“77% of consumers have chosen, recommended, or paid more for  

a brand that provides a personalized service or experience.”6

Are we there yet? From the Uber to the airport, the plane to the hotel, there are tons  
of touchpoints between Point A and Point B where personalization could improve the  

customer experience. If you want to make the best impression on your customers,  
knowing who they are and why they’re traveling is essential.

From Q1 2016 through Q1 2017, social mentions of travel-related  

AR/VR experiences increased by 13%7, which means that more and  

more travelers are looking to add AR/VR to their itinerary.

You’ve probably heard by now that 70% of millennials would rather spend their  
money on amazing experiences than tangible items.8 AR/VR technology can make  

some of these already amazing experiences even more special, like these 10 travel  
experiences that are successfully using VR to make travelers’ trips more memorable. 
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It’s only fun in the sun if you’re the one having it: 77% of  

vacationers report posting about their trip on social media, 

 yet 73% admit they find these sorts of posts obnoxious.9  

Love it or hate it, people are going to share their vacation selfies, sometimes across  
multiple platforms. If you’re a travel provider, however, you need to be on top of  

these posts to not only better serve and engage your customers, but also to  
ensure you’re the first to know when a traveler is unhappy with your service. 
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