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The Travel Market – key trends 2011
• Overseas holidays fell 6% in 2010 to under 55m due to 

the economic climate though some sectors are showing 

strength.

• The package holiday market will hold strong as 

consumers turn to key brands for security e.g. Thomas 

Cook, TUI, Virgin Holidays.

• Short-haul bookings are holding well as consumers 

return to the Eurozone particularly Spain & Greece.

• Cruise holidays have bucked the trend & subsequently 

more of their marketing spend is being invested online.

• With UK consumers adopting a ‘wait & see’ approach to 

taking their holiday it has never been more important 

for agents & operators to remain on their customers’ 

radar & invest online to reach them.

Source | Mintel Jan 2010/Jan 2011. BDRC 2011. GfK Ascent.



Online booking trends

 Factor 1 - More than 40% of the UK’s travel was booked 
online in 2010. 

 Factor 2 - 4 in 10 holidaymakers now look at review content 
online before booking their holiday.

 Factor 3 – Most travel related queries are performed on 
Mondays.  

 Factor 4 – There are two peaks in the day when travel 
consumers search most – 12-2pm and 6-8pm.  

 Factor  5 - Expedia have reported that 16% of people book a 
holiday on a Monday, 10% on a Sat & 9% on Sun illustrating 
that research occurs over the weekend.

 Factor 6 - Package holidays have dropped from 43% to 36% of 
the market whilst independent holidays now make up 62%.

 Factor 7 - More than one in two adults says that the internet 
has made it more likely for them to book an independent 
holiday.

Source | Mintel



What’s next for Search in 2011?
Innovation and building on success



SCALE

Large engaged UK audiences to 
give you necessary scale.

ART

Custom programs and innovative 
formats that build your business.

SCIENCE

Precision targeting sharpened by 
comprehensive consumer data.

Yahoo! | Our formula for your success 



Search Alliance | A Powerful New choice
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Search Alliance | Coming Soon





New Yahoo! Travel l New Horizons

Source: comScore, March 2011

Yahoo! Travel UK Visitors

Mar 2011 1.8m

YoY Increase 60%



Yahoo! Search | Innovating for you … 

Search just got 

even sexier …
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888 poker

Rich Ads in Search | Client Example....



 888 Poker sees 83% lift in conversions with Yahoo! Rich Ads in Search 

Brand + Call To Action Deep Site Links Brand Video Asset

Brand CTR 
increased by 

300%

Brand 
Conversions 
increased by 

83%

60 day 
campaign

“Yahoo RAIS is an innovative and unique approach in the industry. Integrating rich media into 
search through RAIS has benefited our brand image as well as the bottom line. RAIS has 
worked great so far, allowing us to leverage our brand terms campaign to a whole new level of 
exposure & engagement with our potential customers resulting in more sales ever had before. 
We saw an increase across the board in all measures. 888Poker’s motto is ‘We Play Different’ 
- RAIS gave our brand the exclusive, innovative & ‘different’ stage it deserves for our clients 
and we will certainly continue to use it in the future!” – 888 Poker

Rich Ads in Search | Case Study....



Yahoo! Search | … innovating for our users



• More searches means more traffic

• Preparing for more engaging ads formats 

Benefits

• Simpler way to find answers fast

• Real-time trending queries

• Right-panel provides a significant 

amount of content to link directly to sites 

• Extensible to mobile platforms

Coming to EMEA | Search Direct



Search| Integration



Online Video| Continued Growth



Tablet v PC | Where does this fit?



Direct Response 
Working online like offline DM with Search Metrics

19

Response Driven performance display advertising

1. Start with the top of the 
funnel Travel

Registration & 
Interest Data

Brand interest

Advertiser Data3. Re-targeting to ‘close’
Specific insight as they traverse 
the Yahoo! DR network

User Journey & 
User Intent Data

2. Harness user intent data
Specific insight as they traverse 
the Yahoo! DR network Flights to

NY



Social Media| Becoming Commercial



Science | Acquisitions get us ahead of the game
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Flickr l An image that defined
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