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What We Will 
Cover Today:

The Hyper Informed Traveler

7 Essential Marketing Tips

1. Multi Media Ready

2. Mobile Ready

3. The Right Content 

4. Advertising with Impact

5. Manage your Presence on Google

6. Quality is Job #1

7. Review, Report & Report

Takeaways & Resources



Resources: https://budurl.me/SDTravel

https://budurl.me/SDTravel


How to 
participate

Open or close the control 
panel with the orange button.

Have a question? 
Ask it here.

o In case of “drop-off”, use your link to 
rejoin the webinar.

o A Q&A session will be held at the end of today’s presentation,

o Today’s webinar is being recorded and 
will be made available for viewing later.

Choose to use 
computer audio 
or dial in by 
phone.



Hyper Informed Traveler

INTRODUCING  THE



The State of the American Traveler

o 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

o Examines traveler sentiment, 
motivations & behaviors

o Today:  January 2018 Results

http://www.destinationanalysts.com/


Right Content

Multi Media
53%

57%

57%

23%

33%

62%36%

2014-2017: Hyper Informed Traveler

Source: State of the American Traveler, 2017 Winter, Spring & Summer Editions. Destination Analysts.  



Growth Digital Resources in Travel Planning: 2008 - 2016
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Source: State of the American Traveler by Destination Analysts 2008 - 2016



Print Used in Travel Planning: 2008 - 2016
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Print resources

Print usage reached a record level of 54% of US travelers in October 
2016 (highest level since start of research in 2006)

Source: State of the American Traveler by Destination Analysts 2008 - 2016



Print Resources vs. Digital Resources: 2008 - 2016
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Source: State of the American Traveler by Destination Analysts 2008 - 2016



Marketing Tips 

For Reaching the Hyper Informed Traveler

7 ESSENTIAL



#1 MULTI MEDIA READY

What Media Do Travelers Use to 
Plan & Book Their Travel?

Conversion Study of 13 CVBs



MULTI MEDIA CONTENT

PRINT 
GUIDE

OFFICIAL 
WEBSITE

SOCIAL MEDIA 
CHANNELS



MULTI MEDIA ADVERTISING



#2 MOBILE READY

Reach travelers seamlessly on
their mobile devices

Conversion Study of 13 CVBs



South Dakota Vacation

66% of 
travel 
related 
searches  
are on 
mobile

Question: What do you remember most about the travel advertising you saw online? Please select up to three.

Base: U.S. travelers with online access (N = 1,662) 

Source: Think with Google ‘Micro Moments’ Research 2017



Right Content

Mobile Ready

66% of Online Travel Use on Mobile

Develop a 
responsive 
website with the 
content & 
features that 
tells your story 
seamlessly 
across mobile (& 
desktop) devices







#3 THE RIGHT CONTENT

What Information Do Travelers Seek 
to Decide Where to Go?

Conversion Study of 13 CVBs



THE STATE OF THE AMERICAN TRAVELER

DESTINATIONS EDITION



Question:  Which of the 

following types of travel 

information are MOST 

IMPORTANT in helping you 

decide to visit a (beach 

destination/resort)? (Select 

the FIVE (5) most important)



National & Start Parks (visited by around 40% of all US leisure travelers each year) The top 5 consideration factors for travelers.

National or State Park













#4 ADVERTISING WITH IMPACT

Conversion Study of 13 CVBs

What Elements of Advertising Work the Best?



Right Content

Advertising

Visual – Call to Action - Personalized

41%49% 37%

recalled a 

price or deal

recalled a 

personalized 

ad

recalled a 

visual or picture

Question: What do you remember most about the travel advertising you saw online? Please select up to three.

Base: U.S. travelers with online access (N = 1,662) 

Source: Phocuswright and Microsoft, The Travel Marketer’s Guide to the U.S. Digital Travel Landscape, 2017



Right Content

Advertising

Example:   Visual - Personalized – Call to Action



Right Content

Advertising

Example:   Visual - Personalized – Call to Action



Right Content

Advertising

Example:   Visual –Personalized - Call to Action



#5 EXPAND YOUR DIGITAL PRESENCE FOR FREE

Grow your Referrals 
from Google & South 
Dakota Tourism for Free

Conversion Study of 13 CVBs



Google searches every second. That’s 3.8 million 
per minute. By the time this lunch is over, that 
number will be over 227 million searches. 

internetlivestats.com

63,218



Sign In



SEARCH MAPS MOBILEHOTELS



Not Verified



Verified



UPDATING GOOGLE MY BUSINESS

Conversion Study of 13 CVBs



2X
Consumers are

More likely to 
interact with 

listings 
featuring 

compelling 
photography.

Capture & Load Great Images, 
Street View & Video



TravelSouthDakota.com

Update
Your Listing

R

Things to Do & Places to Stay Listings

Event Listings



#6 REVIEW & REFINE

What & how do I measure 
success? 



Analytics

Review & 
Refine

R

Essential Measurement Tool Kit

Trackable Phone Numbers

Trackable Links

1. Set Up & Use Google Analytics on  
your Web Site

2. Use Campaign Tracking Codes for 

All Online Ads & Links (incl. email 
& social media) 

3. Have unique Trackable Phone 
numbers for your web site & all 
Major Online/Offline Advertising. 



Analytics

Review & 
Refine

R

Google My Business Insights

Facebook Insights



White Papers: ANALYTICS HOW TO SHEETS
www.MilesPartnership.com



#7 QUALITY IS JOB #1

How important is traditional word of 
mouth in travel decisions?

Conversion Study of 13 CVBs



Travel Media

Trust 
R

Research on Trust (& Use) of Media

o State of the American 
Traveler research 
January 2017 – April 
2018

o Sample of 2,000 US 
leisure travelers

o Asks travelers to 

rank the media & 

sources of 

information they 

access by use & trust



Travel Media

Trust & Use
R

Traditional Word of Mouth Still Rules

FRIENDS

FAMILY



Base: All respondents. (2017 = 2,072 completed surveys. )

FRIENDS

FAMILY



http://budurl.com/CornellReputation

10% lift in online 

ratings & reviews 

will see a 5-12%

rise in ADR

EG: Increase from 3 to 4 in 

TripAdvisor could see a mid 

level property able to 

increase room rates $25 or 

more per night

http://budurl.com/CornellReputation


CASE STUDY

A 4 Star Boutique 

Hotel which had 
fallen on hard 
times

Reinventing the 
service and 
customer 
experience was  
job one……

The Modern Honolulu





5 ESSENTIAL TAKEAWAYS:

1. YOUR MARKETING IS MULTI MEDIA & MOBILE READY

1. DELIVER CONTENT & ADVERTISING WITH REAL IMPACT

3. MANAGE YOUR WIDER DIGITAL FOOTPRINT – GOOGLE & SD TRAVEL

4. REVIEW – REFINE BY MEASURING WHAT MATTERS

5. NEVER FORGET - PROVIDING A GREAT EXPERIENCE IS JOB #1



New White Papers: 11 Essential & Free Online Tools
www.MilesPartnership.com



White Paper: VALUE OF PRINT
www.MilesPartnership.com



Resources: https://budurl.me/SDTravel
www.MilesPartnership.com

https://budurl.me/SDTravel


QUESTIONS & ANSWER

HYPER INFORMED TRAVELER
& 7 Essential Marketing Tips


