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EXECUTIVE SUMMARY
The third and final white paper in the Leisure Travel Decision Making series analyzes the 
influence digital behaviors, including use of destination websites, social media, online reviews 
and mobile devices, have on travelers when selecting a destination and making travel plans. 
This report is based primarily on MMGY Global’s 2015 Portrait of American Travelers®.

Highlights:

Internet access from smartphones and tablets is on the rise with nearly seven 
in 10 travelers accessing the internet from their smartphone and nearly half 
from tablets in 2015. As anticipated, younger travelers are more likely to use laptops and 
smartphones than older travelers, in their daily lives. While eight in 10 Mature travelers still 
access the internet from a desktop, only 54 percent of Millennials utilize a desktop. Close 
to eight in 10 Millennials access the internet from smartphones compared to just six in 10 
Boomers and less than four in 10 (39%) Matures.

Travelers rely on destination websites primarily for inspiration and 
creating itineraries. 

Social media is pervasive in travelers’ lives, although its influence on 
the process of selecting a destination remains limited.

Travel destinations and service providers’ social media posts have less 
influence than posts from friends and family. These posts typically 
provide inspiration or advice and ratings.

Travelers are using their smartphones more while traveling than in 
everyday life. Taking photos is the most common smartphone activity 
by travelers while on vacation.

Mobile advertising is viewed as annoying and often ignored. 

Travelers believe online travel reviews are more trustworthy than their 
own friends and family.
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INTERNET USAGE

7 in 10 travelers access the internet from their smartphone.

Half access the internet from their tablet.
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DESTINATION WEBSITES

SOURCE: MMGY Global Portrait of American Travelers, 2015.

As mentioned in the white paper, the Destination Selection Process, travelers rely on destination 
websites primarily for ideas and inspiration. Slightly more than three in 10 (31%) utilized 
destination websites during the ideas and inspiration stage and one-quarter used them to 
compare prices and features. Destination websites were relied on less for advice and ratings or 
to make reservations.

Just over one in 10 (11%) of all travelers indicated they obtained travel information on a 
regular basis through at least one destination website in the last 12 months. Boomer (14%) 
and Mature (19%) travelers were more likely to regularly rely on destination websites than 
younger travelers. For more than nine in 10 travelers accessing destination websites, their 
main purpose was to find attractions and activities at the destination. Nearly three-quarters 
(73%) were seeking ideas and inspiration for future trips. Millennials used destination 
websites to compare multiple destinations (83%) when deciding where to go on an upcoming 
trip more than other generations. Mature travelers were the generation most likely to make 
travel reservations (82%) through destination websites.

A recent U.S. Travel mobile study showed similar usages for 
destination websites. More than 40 percent of travelers indicated 
they used destination websites and apps on their smartphones while 
traveling to find things to do and one in four were seeking directions.1 
Travelers who accessed official destination content by mobile 
reported it was helpful and influential, with more than 80 percent 
finding the content useful.

1 U.S. Travel Association, ‘Taking Travel in Hand: How Travelers Use Mobile Before 
and During a Trip,’ March 2015. https://www.ustravel.org/research/taking-travel-
hand-how-travelers-use-mobile-during-trip

RELATED RESEARCH    

Ideas and 
Inspiration

Making Reservations

Review Advice 
and Ratings

Comparing Prices 
and Features

Regional differences: Northeast travelers were 
more likely to turn to destination websites for 
ideas and inspiration for future trips (85%) 
while travelers residing in the South were more 
likely to use destination websites for restaurant 
or hotel listings (91%) or to make travel 
reservations (75%) than other regions.

Find attractions and 
activities

Find availability of 
restaurants/hotels

Determine trip 
itinerary

Determine if I want to 
visit that destination 
on an upcoming trip

Ideas and inspiration 
for future trips

Compare destinations 
for a potential 
upcoming trip

Make travel 
reservations

50% 60% 70% 80% 90%

Learn more about a 
place my friends/

family told me about

Destination Websites Top Reasons for Usage

Leisure Trip Planning Cycle 

https://www.ustravel.org/research/leisure-travel-decision-making
https://www.ustravel.org/research/taking-travel-hand-how-travelers-use-mobile-during-trip
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SOCIAL NETWORKS
Facebook continues to dominate the social media space. Otherwise, social 
media engagement has remained stagnant in recent years with only YouTube, 
Pinterest and Instagram gaining influence. With the exception of Facebook, 
Millennials dominate all social networks with more than half (52%) owning YouTube profiles 
and just less than half (47%) with a Twitter profile. 

One-third of travelers indicated they used social media to record their travel experiences and 
nearly one-quarter admitted to being motivated to make their friends and family jealous. Half 
of Millennials enjoyed using social media to share their travel experience and 36 percent shared 
trip photos to make their friends and family jealous, significantly more than other generations.

RELATED RESEARCH

A separate U.S. Travel mobile study found similar influence of social 
media. While social media was heavily entrenched in travelers’ 
everyday lives, social media usage declined during travel. Nine in 10 
individuals surveyed accessed social media via smartphones day 
to day, but only about six in 10 used social media while traveling.2 

2 U.S. Travel Association, ‘Taking Travel in Hand: How Travelers Use Mobile Before 
and During a Trip,’ March 2015. https://www.ustravel.org/research/taking-travel-
hand-how-travelers-use-mobile-during-trip

3 Ibid. 

4 Ibid.

Four in 10 travelers used social media during their travels to share 
their experience, through posts, videos, photos, checking in, etc.3 
The primary motivation for using social media was to capture trip 
memories. Travelers visiting friends and relatives used social 
media the most while those traveling for outdoor recreation 
purposes utilized social media the least.4 

Everyday Social Media 
Use Before Travel

MORE THAN

DROPS TO

90%

Use While Traveling
LESS THAN

60%

While social media is pervasive in travelers’ lives, its influence on selecting a destination remains 
limited. Only eight percent of travelers indicted they selected a destination 
primarily—and 13 percent partially—based on research or feedback received 
on a social network. Social networks were more influential for Millennials with one in 
five primarily and 27 percent partially relying on research and feedback received from social 
networks to select a travel destination. 

The most influential social media posts were from friends and family, primarily providing 
inspiration or advice and ratings. Less than one in five considered social media posts from travel 
destinations or service providers for inspiration and only one in 10 considered social media from 
destinations or service providers for advice, ratings or to compare prices and features.

80%

100%

60%

40%

20%

0%

Total Travelers Millennials

Overall Social Media Usage - Total Travelers vs. Millennials 

Social Media Usage

SOURCE: MMGY Global Portrait of American Travelers, 2015.

Visiting Friends
and Relatives

Outdoor Recreation Entertainment and
Sightseeing

This group had the heaviest 
use of social media.

This group was more likely to 
be motivated to capture trip 

memories via social. 
Entertainment/sightseeing 
travelers were more likely 

to use Instagram. 

65% 48% 56%

https://www.ustravel.org/research/taking-travel-hand-how-travelers-use-mobile-during-trip
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SOCIAL NETWORKS (CONT.)
One in five Millennials but only one in 10 of all travelers followed a destination on social media 
and even less interacted with a destination through comments or postings. Of travelers who do 
follow a destination on social media, the majority were planning on visiting the destination, 
have visited previously or just like the destination. Travelers residing in the South were 
more likely to follow a destination on social media if they were planning 
on visiting the destination in the near future, while travelers residing in the 
Northeast were more likely to provide feedback to a destination through 
social media than other regions.

Adults traveling with children were more likely to use mobile for social media and to seek 
information related to activities while on a trip. These travelers may have greater need for 
spontaneous information and entertaining distractions.5 It is also conceivable that kids may 
be the drivers for heavier use of social media, as parents or grandparents capture memories of 
family travels and share those moments and images with their social networks.

Women were particularly influenced by social media both in the planning stages of travel and 
while traveling. Instagram and Pinterest were more popular for women than men.6 Consistent 
with the type of social media apps preferred, women were also more likely to share travel photos 
and videos through social media.7 

RELATED RESEARCH

While social media usage declines during travel, as soon as the 
trip is over social media engagement increases again and nearly 
two-thirds of women travelers and eight in 10 millennial women 
reported uploading photos or videos to social media.8 

Women are increasingly involved in household spending decisions—
managing households, shopping and other expenses, as well as 
planning ways to celebrate birthdays, anniversaries, etc. Meredith 
Travel Marketing found women were generally known to be the 
travel decision-makers and plan the travel agenda in a family or 
relationship.9 Meredith Travel Marketing research also shows that a 
greater proportion of women than men used mobile for travel 
activities, both before and during travel. Women are more likely to 
engage in word-of-mouth behavior and be influenced by 
recommendations from friends and other networks than men.10  
Meredith Travel Marketing found that women travelers shared travel 
recommendations with an average of eight people.11 Given that, 
social media also offers a high-value channel for reaching female 
travel-planners, though “buzz” marketing should be more effective 
than traditional advertising in this context.

5-7  U.S. Travel Association, ‘Taking Travel in Hand: How Travelers Use Mobile Before and During a Trip,’ March 2015. https://www.
ustravel.org/research/taking-travel-hand-how-travelers-use-mobile-during-trip

8, 9, 11 Meredith Travel Marketing, Travel Study, 2015.  

10 Gretzel, Ulrike and Kyung Hyan Yoo, Laboratory for Intelligent Systems in Tourism Department of Recreation, Park and 
Tourism Sciences, Texas A&M University, “Use of Impact of Online Travel Reviews,” Information and Communication 
Technologies in Tourism, January 2008.

Mobile

Word of
Mouth

Social
Media

Recommendation
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MOBILE DEVICES
More than four in 10 (41%) travelers accessed the internet through both smartphones and 
tablets, in their daily lives, up from 38 percent in 2013. Eight in 10 travelers who accessed the 
internet through both smartphones and tablets believe mobile devices have made their lives 
easier. More than seven in 10 travelers agreed that mobile devices have made their lives better or 
more connected to the world (72%). 

Smartphones for Millennials were basically another appendage. Seven in 10 Millennials checked 
their device first thing in the morning and nearly three-quarters (73%) utilized the internet and 
apps on their smartphones more than making calls. As a result, Millennials were more likely 
than other generations to indicate they often feel overwhelmed because they are always plugged 
in (36%). 

Tablets were preferred over smartphones for more complicated activities such 
as researching travel service providers and making reservations. Tablets and 
smartphones were viewed more equally for simple activities including accessing the internet, 
using social media and reading email. The only travel related activity travelers preferred on a 
smartphone over a tablet was GPS. Boomers had a stronger preference for tablets than other 
generations. 

Over seven in 10 travelers accessing the internet via both mobile devices found advertising 
annoying and less than half of travelers admitted to clicking through an ad on a tablet (47%) 
or smartphone (45%). While less than one-quarter (23%) of all travelers found 
advertising on devices useful, one-third of Millennials found ads useful and 
more than half (51%) clicked through an ad on a smartphone or tablet.

Regional differences: There was little difference between region of residence and internet usage 
with a few exceptions. Travelers residing in the Midwest were less likely to utilize tablets. Less than 
half (44%) accessed the internet from a tablet, significantly less than other regions. Northeast 
residing travelers were more likely to prefer their smartphone to research travel providers and make 
travel reservations than travelers from other regions. Midwest travelers preferred their smartphone 
for social media more so than travelers from other regions.

Travelers residing in the West were more reliant on their devices—seven in 10 checked their device 
first thing in the morning and half clicked through an ad on their tablet or smartphone, significantly 
higher than the 62 percent of all travelers. As a result, nearly one-third of West residing travelers felt 
overwhelmed because they are always plugged in—higher than the one-quarter of all travelers who 
feel overwhelmed. 
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MOBILE DEVICES (CONT.)
The majority of respondents indicated they used their smartphone the same 
(52%) or more (11%) while four in 10 actually used their tablet less while 
traveling. Fourteen percent of Millennials utilized their smartphone more while traveling. 
Taking photos was the most common smartphone activity by travelers while on vacation 
followed by making phone calls, accessing the internet and email. 

Boomer and Mature travelers were more likely to rely on their smartphones for more traditional 
activities such as taking photos, making phone calls, accessing the internet, email or sending 
texts than younger generations. While traveling, Millennials and Xers were more likely to use 
their smartphone to take videos while Millennials utilized apps, accessed social media, texted 
photos, downloaded apps and video chatted more than all other generations.
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Smartphone Activities While Traveling by Generation

SOURCE: MMGY Global Portrait of American Travelers, 2015.
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MOBILE DEVICES (CONT.)
Three in 10 travelers have downloaded a travel related app to their 
smartphone in the last year—typically an airline (50%) or hotel (45%) app, and 
three in 10 downloaded a destination guide app. While fewer travelers downloaded 
a travel related app to a tablet during the last 12 months (17%) than to a smartphone (29%), 
those who did were more likely to book through a tablet than a smartphone. An increasing 
proportion of travelers (36%) made at least one travel booking through a 
mobile app in the last year—up from 24 percent in 2013. More than half of travelers 
who had downloaded an app booked a travel activity through a tablet (55%) versus 36 percent 
through a smartphone app. Accommodations and flights were the most common travel service 
booked for both smartphones and tablets.

Regional differences: West-based travelers utilized mobile devices for travel activities the most. 
More than one-third (34%) of travelers residing in the West downloaded at least one travel app to 
a smartphone and 22 percent downloaded a travel app to a tablet compared to 29 and 17 percent, 
respectively, of overall travelers. Nearly half (46%) made at least one travel booking through a 
smartphone in the past 12 months. While travelers residing in the West were less likely to book 
accommodations via smartphones, they were more likely to book flights, car rentals, cruises, 
attractions/event tickets or transportation via smartphone devices.

Travelers residing in the Northeast were significantly more likely to book attractions/event tickets via 
tablets (57%) compared to 35 percent of all travelers.

RELATED RESEARCH

Expedia has designed their websites and apps based on research 
about how people dream, research, book and take travel. A new 
Expedia tablet app aligned with how travelers naturally think about 
planning trips during the inspiration or dreaming phase. 

Even more recently, Apple Watch apps launched for Expedia, 
Hotwire and Hotels.com. Designed for quick and easy interaction, 
the app delivers personalized trip data and alerts to travelers’ wrists 
for every stage of the journey. Depending on the app, travelers can 
receive 20 different types of alerts for flight status, gate changes, 
hotel check-in and check-out times, car rental pick-up and drop-
off times and more.

Type of Travel App Downloaded to Smartphone

Airline Hotel Destination Guides Flight Schedules

Travel-related Reviews Attraction/Theme Park OTA Rental Car

50% 45% 31% 27%

23% 19% 19% 17%

SOURCE: MMGY Global Portrait of American Travelers, 2015.
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ONLINE REVIEWS
Up from 28 percent in 2014, more than one-third (35%) of travelers visited 
a travel review website or online community for information about a travel 
destination in 2015. One-quarter of travelers were contributors and have posted travel 
related photos on an online community. In addition, more than one in five wrote a travel review 
in the past year, up from 16 percent in 2013. Individual reviews were preferred over aggregate 
ratings for nearly three-quarters of travelers. Negative reviews were particularly influential 
when deciding on accommodation or restaurants and more recent reviews had greater weight. 
Twenty-eight percent of travelers believed online travel reviews were more 
trustworthy than their own friends and family. 

Millennials and Gen Xers were significantly more likely to seek information and post travel related 
photos on online travel websites than older generations. More than one-quarter of Millennials also 
commented on travel-related content, followed closely behind by Boomers. Millennials appeared 
to be more trustworthy than other generations, with nearly two-thirds (64%)—compared to 59 
percent overall—believing the overall online quality ratings. Four in 10 trust online reviews more 
than friends and family—compared to 28 percent overall, and Millennials were also more likely to 
be disappointed and critical when destinations or service providers did not live up to expectations.

RELATED RESEARCH

U.S. Travel mobile study - Reviews and recommendations have a 
significant impact on travelers’ in market decisions. Travelers were 
twice as likely to use mobile for reviews and recommendations 
while on a trip than in everyday life.12 Of travelers who do rely on 
reviews and recommendations, the content was considerably 
influential – helping drive decisions for 80 percent of travelers.13 
Positive impacts from reviews resulted in an increase in incremental 
spend from an additional travel activity booked or reserved. 
Negative reviews had just the opposite impact resulting in no 
booking. Of the 20 percent who were not influenced by reviews, 
they were primarily undecided, needed more information or 
received irrelevant information.14 

The vast majority of travelers (85%) relied on TripAdvisor for online reviews. Yelp and other 
travel service provider websites were utilized for just over half (54%) of travelers and OTA’s only 
by four in 10. Millennials were more likely to utilize Yelp for reviews (64%) – compared to 54 
percent of all travelers. 

12 U.S. Travel Association, ‘Taking Travel in Hand: How Travelers Use Mobile Before and During 
a Trip,’ March 2015. https://www.ustravel.org/research/taking-travel-hand-how-travelers-use-
mobile-during-trip

13, 14 Ibid.

New activity
VIA MOBILE

Negative reviews
DID NOT BOOK

New activity
VIA ANOTHER METHOD

Extended stay

Reserve a side trip not in original plan
VIA MOBILE

Non-travel good/service purchase
VIA MOBILE

Reserve a side trip not in original plan 
VIA ANOTHER METHOD

Non-travel good/service purchase
VIA ANOTHER METHOD

Insu�cient information

SOURCE: U.S. Travel Association; TNS, 2014

Reviews’ Impact
on Travel Decisions 

0% 5% 10% 15% 
Of those Impacted by Recommendations and Reviews

20% 25% 30% 

Striped bars indicate 
negative impact

https://www.ustravel.org/research/taking-travel-hand-how-travelers-use-mobile-during-trip
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ONLINE REVIEWS (CONT.)
Regional differences: Travelers residing in the 
Northeast and West were more likely to post 
photos or comment on travel-related content 
in online communities than other regions. West 
residing travelers tended to be more suspicious 
of positive reviews and were more likely to have 
experiences that did not live up to expectations 
set by online reviews than travelers residing in 
other regions. Yelp travel reviews were more 
frequently relied on by travelers residing in the 
Northeast and West than other regions.

42%

37%

26%

32%
23%

16%

32%

31%

16%

17%

17%
21%

Seek/review information about
a travel destination/service provider

Post travel-related photos
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travel-related content

Online Community Usage by Generation

Millennials 
Age 18-35

Gen X (Xers)
Age 36-49

Boomers 
Age 50-68

Matures 
Age 69+

SOURCE: MMGY Global Portrait of American Travelers, 2015.
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DIGITAL INFLUENCE RECOMMENDATIONS
Manage destination’s reputation through social media. 
Social media is not only used to connect with friends and family but also to 
influence and provide reviews and recommendations—knowingly or not. Social 
media posts and reviews, whether positive or negative, impact the bottom line 
and have the advantage of being in real-time. Destinations need to engage in 
reputation management of their brand through a variety of sources including 
social media.

Analyzing social media feedback to understand how to best meet traveler’s 
expectations has the potential to create a powerful way to meet and exceed 
expectations and may ensure positive reviews to attract new visitors.

1

In understanding how impactful reviews 
are to reputation management, Expedia 
rolled out a real-time feedback tool. The 
tool empowers hoteliers by allowing them 
to act upon guest feedback while they are 
still on-property to transform a potentially 
negative guest review into a delighted 
experience. The interface is simple. Shortly 
after a guest checks into an Expedia-
booked hotel, they receive an email asking 
them three simple questions about their 
experience. Guests can enter specific 
feedback and the reviews are transmitted 
in real time to the hotelier via Expedia 
PartnerCentral. The hoteliers now have 
the opportunity to act upon the feedback 
and transform a potentially negative guest 
review into a positive review.

EXPEDIA PARTNER CENTRAL

Example:



12U.S. TRAVEL ASSOCIATION n LEISURE TRAVEL DECISION MAKING 

DIGITAL INFLUENCE RECOMMENDATIONS
2

15 PhoCusWright’s Analysis, “Innovation in Destination Marketing: Emerging Trends, Enabling 
Technologies”, April 2014.

New Orleans Tourism Marketing Corporation 
uses a variety of data sources to better 
understand who uses their website and why. 
Their annual visitor profile study paints a 
descriptive demographic picture of who 
actually visits the city of New Orleans and 
what they do when they get there.

Prior to a visitor arriving in market, data 
leveraged from services such as Arrivalist 
and Google Analytics are used to build 
personas of the typical website visitor, so 
they can more completely understand what 
kind of travelers are using the site and their 
specific needs. From there, they develop 
itineraries that are tailored to the types of 
visitors engaged in the destination.  

One key finding was that a large 
percentage of website visitors arrived in 
market within seven to 10 days of using the 
site. This data informed editorial decisions 
for the home page and newsletter and they 
now feature more events happening in the 
next week or two as opposed to two or 
three months out. 

NEW ORLEANS TOURISM MARKETING VISIT EL PASO MOBILE APP

Consider traveler contexts and personalize the mobile 
experience. Tailoring content to better serve different situations will allow 
travelers to be more engaged with destinations in multiple phases of the 
travel experience. Technology allows products, services and messages to be 
customized and tailored to different travelers.15 Given findings from the U.S. 
Travel Association Taking Travel in Hand mobile study that content relevant 
to a consumer is often different depending on whether the traveler is in 
the inspiration or planning stages of travel versus in-market, destinations 
should consider changing their websites’ and apps’ primary content based 
on the detected location of the person accessing it.

The award-winning blog, GoNOLA.com, also 
uses this data to make sure potential visitors 
receive exactly what they need to plan an 
ideal trip in a more current and daily format.

The Visit El Paso mobile app notifies users of the most 
up-to-date events and things to do in and around 
town and also utilizes location services to easily 
guide visitors to all kinds of attractions. The app also 
includes a digital scheduling feature that allows users 
to build their own customized itinerary and you can 
FaceTime with a “Visitor information specialist” to 
assist in your trip planning.

Example:

15 PhoCusWright’s Analysis, “Innovation in Destination Marketing: 
Emerging Trends, Enabling Technologies”, April 2014.

http://www.neworleansonline.com/
http://www.neworleansonline.com/
http://visitelpaso.com/
http://www.neworleansonline.com/
http://www.neworleansonline.com/
http://visitelpaso.com/
https://www.ustravel.org/research/taking-travel-hand-how-travelers-use-mobile-during-trip
http://www.GoNOLA.com
http://visitelpaso.com/app
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DIGITAL INFLUENCE RECOMMENDATIONS
Utilize images and video. Visuals are increasingly important, as 
evidenced by the relative newcomer to the social media set—Instagram—
having rapidly overtaken Twitter as the second most popular platform.16 The 
popularity of photos and videos presents an opportunity for destinations 
to tackle two goals at once: engaging visitors and potential visitors while 
expanding their visual asset libraries by capturing user content through 
contests and other means. Heavier use of visual can also be a way to 
streamline and simplify content for the mobile space.

In addition, Instagram recently made changes to its platform to make it more 
business friendly including no longer requiring photos to be square to allow 
more flexibility in posted content, expanding its advertising options and 
rolling out targeted ads. Destinations have the opportunity to use the reach of 
sponsored posts to engage fans by asking for favorite memories, must see-
spots and other advice for visitors. There is no better endorsement than the 
testimony of those who have had positive experiences. But keep in mind—with 
increased reach comes an increased risk of negative feedback. If you plan to 
sponsor your posts, be able to appropriately respond to critics. 

The network’s greatest strength lies in its simplicity—it allows content creators 
to select and share a single exceptional moment with users. This means 
destination marketers need to plan their posting strategy carefully. Do you 
want to reach the thrill seekers, family travelers or lovers of luxury with your 
sponsored post? Choose one group, learn its demographic behaviors and 
create content that will resonate with those users. Attempting to reach every 
audience with a single post will likely yield generic content that gets lost. 
Regardless of whether your DMO decides to sponsor content on Instagram, 
the evolving platform has become a social media heavyweight with more 
than 400 million users a month, who share over 80 million images a day that 
cannot be ignored in the social media landscape.17

16 Skift, “The Global Travel Megatrends Defining Tours & Activities in 2014,” September 18, 2014.

17 The DCI Blog, Picture This: How Savvy DMOs Are Maximizing Instagram, October 30, 2015. 
http://www.aboutdci.com/2015/10/picture-this-how-savvy-dmos-are-maximizing-instagram/

3

= 1,000,000 users

= 1,000,000 images

400 MILLION USERS A MONTH

80 MILLION IMAGES A DAY
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DIGITAL INFLUENCE RECOMMENDATIONS

VISIT OMAHA INSTAWEEK MAP

One benefit that Instagram provides 
DMOs is the opportunity to build content 
that shows the destination through the 
perspective of the residents who are 
enjoying it everyday.18 Instagrammers are 
sharing photos and videos of what they 
love about a destination and this gives 
destinations an opportunity to leverage this 
user-generated content to showcase an 
authentic view of your destination and all 
the great things it has to offer. 

The Visit Omaha InstaWeekend Map was 
created as a way to showcase authentic 
Omaha experiences and to inspire visitors 
to explore every corner of the Omaha. The 
map served as an interactive Instagram and 
Twitter component in their digital branding 

efforts—showcasing user-generated content 
in real-time. 

Locals and visitors shared their experiences 
with #OmahaWeekend and the photos were 
automatically submitted to the map for 
approval. The highlighted experiences were 
not limited to the typical Friday - Sunday 
“weekend.”  Visit Omaha wanted visitors to 
feel the weekend-state-of-mind any day.

The map is regularly promoted in all of Visit 
Omaha’s social media platforms and users 
and encouraged to share their Omaha pics 
with #OmahaWeekend. To further incentivize 
the use of #OmahaWeekend, a “Photo of the 
Week” is chosen and highlighted on the map.  
At the end of each month, a prize winner is 

selected from these photos. Prizes consist of 
restaurant gift cards, attraction passes and 
Visit Omaha swag.

Since launching in April 2015, the map 
showcased 847 photos from locals and 
visitors. The hashtag generated 1,849 posts 
on Instagram and 1,080 posts on Twitter and 
Omahainstaweekend.com has seen more 
than 10,000 visits 

Visit Omaha was successful creating contests 
to build user generated content promoting 
their destination and encouraging the local 
community to share the things they love 
about their home.

18 Blog.SeemMoment.com, ‘10 Best Practices for 
Tourism Marketing with Instagram’, March 19, 2015. 
http://blog.seenmoment.com/10-best-practices-for-
tourism-marketing-with-instagram   

Example:

VISIT PHILADELPHIA INSTAGRAM PRESS TRIP

Over the past few years, the marketing 
organization for Philadelphia—Visit 
Philadelphia—recognized an increasingly 
popular imagery trend on social media: 
people wanting to travel to and explore 
new places based on photographs they 
have seen on social networks. As a result, 
Visit Philadelphia organized their first-
ever Instagram Press Trip, bringing seven 
influential Instagrammers from New 
York City to Philadelphia for a weekend 
filled with photogenic locations, iconic 
attractions and delicious local food. Visit 
Philadelphia utilized these influencers’ 
followings to promote Philadelphia as a 
weekend getaway, less than two hours 

away from New York City—Philadelphia’s 
top feeder market. The influential 
instagrammers were leveraged to showcase 
Philadelphia as a photogenic destination to 
their engaged audiences. 

To ensure the press trip was effective 
and inspirational, photogenic hotels, 
restaurants, attractions and transportation 
options were researched in advance. 
An extensive list of potential NYC 
Instagrammers were compiled and 
narrowed down based on number of 
followers, amount of engagement and 
types of photos. Prior to the trip, the 
detailed weekend itinerary was sent to 

the influencers, complete with Instagram 
and Twitter handles, hashtags and brief 
descriptions for caption inspiration.

In the first 48 hours, 14 photos of 
Philadelphia were uploaded by the seven 
Instagrammers, generating 725,000 
impressions. A few weeks after the trip, 
48 photos of Philly had been uploaded, 
generating 2.2 million impressions.

The ultimate goal was to message 
Philadelphia as a “cool, Instagram-ready” 
destination thanks to stunning views, 
interesting spaces and beloved icons.

http://www.visitomaha.com/
http://www.visitomaha.com/
http://www.omahainstaweekend.com/
http://www.visitphilly.com/
http://www.visitphilly.com/
http://www.visitphilly.com/instagram-gallery/
http://www.visitphilly.com/instagram-gallery/
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DIGITAL INFLUENCE RECOMMENDATIONS
Market across multiple devices. Travelers are no longer relying 
on one device for their travel planning and decision making. Multiple sources, 
devices and people provide information, advice and recommendations when 
deciding on travel plans. Mobile devices including tablets and smartphones are 
most commonly used during a trip particularly for directions or to access social 
networking sites/apps. Google also found that, for affluent travelers, more than 
three-quarters (77%) of travel inspiration occurred in spare moments such as 
waiting in line, commuting, etc.19  

19 Google, ‘The 2014 Traveler’s Road to Decision, Ipsos MediaCT, June 2014. https://think.
storage.googleapis.com/docs/2014-travelers-road-to-decision_research_studies.pdf

4

Expedia has learned that people dream, 
research and book travel across an 
increasing number of devices and move 
between them throughout the travel 
process. Potential travelers are applying 
more effort and using multiple devices 
before they book. Expedia research showed 
that people search up to 48 times across 
websites just to book a flight. They browse 
in line at the store, at home, during work 
breaks—and until recently they lacked a 
way for customers to easily pick up where 
they left off. To cope with this, Expedia 
developed Scratchpad—a platform that 
logs every search a customer conducts on 
Expedia when they are signed in. Customers 
can start browsing on their mobile device, 
pick up on their tablet and finally book on a 
desktop. It also tracks when prices change 
on past searches. Expedia’s insights show 
that Scratchpad customers are three times 
more likely to convert than those who do 
not use Scratchpad.

EXPEDIA SCRATCHPAD

Example:

https://www.expedia.com/scratchpad

