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Anticipating travel is a
pleasure, but planning
it can be a challenge.

Today’s average US travel research and booking process lasts at least
1-2 months and includes 56 visits to digital travel-related touchpoints.™

To find out what shapes travelers’ routes, Facebook IQ analyzed Facebook
and Instagram data and commissioned GfK to survey 2,400 people ages
18-64 in the US who had booked a business or leisure trip in the last three
months. GfK also recorded data on how 97 people used digital devices before
booking a leisure trip to get an even more accurate picture of the process.

What we learned is that thanks to increasing mobile adoption, planning is
getting more convenient. Mobile devices now serve as travelers’ new compass,
guiding them from inspiration to booking. In fact, Facebook data shows that
mobile booking is increasing and steady across weekdays and weekends.?
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Mobile fuels the planning process
Travelers welcome inspiration

Content shared on the Facebook family
of apps and services sparks ideas

Price and convenience are paramount,
but trustworthiness also matters

Interest in mobile booking
is taking off

Travelers want more personal, mobile-
centric communication from providers

Multicultural travelers are leading
the move to mobile



Mobile fuels the
planning process

When planning their last trip, Many travelers
travelersuseda... used multiple

devices’
Sh

- Etk

d two or more devid

63%

And travelers surveyed are more likely to book with
providers who make it easy to buy across devices?

Charge up your mobile presence and offer a seamless
cross-device experience

Reach the right audience at the right time by tracking signals of intent across
devices and serving ads accordingly. For example, a Las Vegas hotel brand might

of all travelers of self-identified of self-identified ) S .
) ) ) ) target desktop ads to travelers whose mobile actions indicate they’re interested
African Americans US Hispanics oo N )
in visiting the Strip, or vice versa.
1.“Passive Digital Travel Research Journey” by GfK (Facebook-commissioned passive observation of digital browsing, search and app behavior 2.“Digital Travel Research Journey” by GfK (Facebook-commissioned survey of 2,400 people in the US ages 18-64 who had booked a business
of 97 people in the US ages 18-64 during the three-month period before they booked a trip), Nov 2015-May 2016. A trip was defined as leisure or leisure trip in the previous three months including 399 who self-identified as African American, 400 who self-identified as Asian American and
travel involving a flight, hotel or cruise. 400 who self-identified as US Hispanic), Nov 2015-May 2016. A trip was defined as booking accommodation and/or transportation for leisure or

business purposes and staying at least one night at a location other than one’s home.
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Travelers
welcome
INspiration

Though 66% of
travelers surveyed

Claim to be onal were open were open to
to the booking with

customers, when e )

g destination anew provider

starting research

for their last trip ...

Travelers surveyed Peers Providers Videos

draw inspiration

from...

42%

said their last trip was like to follow said that online
inspired by hearing travel providers videos can inspire
travel stories from online them to visit
other people anew place

Source: “Digital Travel Research Journey” by GfK (Facebook-commissioned survey of 2,400 people in the US ages 18-64 who had booked
abusiness or leisure trip in the previous three months including 399 who self-identified as African American, 400 who self-identified as
Asian American and 400 who self-identified as US Hispanic), Nov 2015-May 2016. A trip was defined as booking accommodation and/or
transportation for leisure or business purposes and staying at least one night at a location other than one’s home
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ontent shared on
the Facebook family
of apps and services
sparks ideas

Inspired Travelers’ surveyed found ideas
for their more recent trip on ...

Ei 53%
6%

On average, people in the #travel
US who posted with the 2 OX + 7
hashtag #travel in July 2016

visit Instagram ...2 per day days a week

*Inspired Travelers are people who told us they did some sort of research online to find inspiration before booking their last trip.

1.“Digital Travel Research Journey” by GfK (Facebook-commissioned survey of 2,400 people in the US ages 18-64 who had booked
abusiness or leisure trip in the previous three months including 399 who self-identified as African American, 400 who self-identified a
Asian American and 400 who self-identified as US Hispanic), Nov 2015-May 2016. A trip was defined as booking accommodation andjor
transportation for leisure or business purposes and staying at least one night at a location other than one’s home.

During the average trip-planning
period, travelers spent

ore time on Facebook than
on travel-related apps,
sites and searches?®

Consider where travelers find inspiration,

and join the conversation

Influence travelers’ decisions by tapping into their travel dreams and

terminology and sharing lively, relevant content—including video.

2.Instagram data, Jul and Aug 2016. Accessed Aug 10, 2016. Data is based on people in the US ages 18+ who posted with the hashtag #travel

in the previous 28 days.

assive Digital Travel Research Journey” by GfK (Facebook-commissioned passive observation of digital browsing, search and app behavior
of 97 people in the US ages 18-64 during the three-month period before they booked a trip), Nov 2015-May 2016. A trip was defined as leisure

travel involving a flight, hotel or cruise



Most-mentioned places in US Facebook travel-related

conversations, July and August 2016’
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The top travel-related hashtags in the US on
Instagram in July and August 2016 included ...2

1.Facebook data, Jul 14-Aug 13 2016. Acci
Data is based on people in the US ages 18-

Aug 16,2016
ho posted in English.

gram data, US only, Jul and Aug 2016. Accessed Aug 16, 2016.
is based on people in the US ages 18+.
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The average age of people talking
about sunny vacation destinations
such as California and Florida
was younger than that of people
talking about sprawling frontiers
like Montana and Alaska’
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#california

Women were more likely to discuss
diverse locales such as Nashville,
Italy and New Orleans, and men
spoke more about the outdoor
activity-rich West Coast, including
San Francisco, Seattle and Alaska’
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#vacation #ocean



Price and convenience
are paramount,

but trustworthiness
also matters

When booking, travelers surveyed said
their top three priorities are

Convenience

Keep your old customers, and woo new ones

Engage existing customers to build loyalty, and retarget people who have
recently visited your site with ads that emphasize price and convenience.

Source: “Digital Travel Research Journey” by GfK (Facebook-commissioned survey of 2,400 people in the US ages 18-64 who had booked a
business or leisure trip in the previous three months including 399 who self-identified as African American, 400 who self-identified as Asian
American and 400 who self-identified as US Hispanic), Nov 2015-May 2016. A trip was defined as booking accommodation and/or transportation
for leisure or business purposes and staying at least one night at a location other than one’s home.

337

of travelers surveyed
prefer to book with
providers with whom
they’ve had a good
experience



Of travelers who
researched their
last trip on mobile,

e
38 : 1.68x

also booked it
o more likely to
on mobile book on mobile

1.95x

more likely to
book on mobile
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of travelers would prefer to
interact with a travel provider

via mobile messaging than

over the phone of travelers said that they

could make their travel
decisions entirely with
messaging apps




US Hispanics surveyed were

1.34x

more likely than non-US
Hispanics surveyed to book their
most recent trip as a package




Want more

insights?

Join us at
insights.fb.com
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