
Where 
we’re 
headed. 





Internet is #1 inspira1on for travelers  

62% 
Search online 
before they 
decide where 
or how to travel 



Online video plays a major role in explora1on 

69% 
Of business 
travelers 

63% 
Of leisure 
travelers 



•  Is our brand present at relevant inspira1on 
points online?  

Ask yourselves… 











85% use Web for researching/booking 

22 site visits  
across 9.7 sessions 
before booking 

Search   
is #1 planning tool 
for leisure 
travelers 



•  Do we understand our  
consumer’s path to purchase?  

Ask yourselves… 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It’s about a team  
of Ads, not just  
the Final Click 

Last click 
conversion 
gets the glory… 

…but those 
that assist do 
all the work 



Mobile search is rising fast 

1200% 
Increase in 
mobile travel 
searches 



•  Are we op1mizing our campaigns  for the 
mobile experience? 

Ask yourselves… 



≠ 







•  Can our consumers (easily) find and book our 
brand via their mobile device? 

Ask yourselves… 





Searching and booking 
con1nues while traveling 

The  
portable 
concierge 



•  Do we make it easy for our customers to find 
concierge‐type informa1on while they’re 
traveling? 

Ask yourselves… 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Sharing inspires more dreamers  

41% 
read reviews 
from other 
travelers 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•  Are we part of the conversa1on? 

Ask yourselves… 















Non‐stop flights  
< 4 hours 

$4000 total 
budget 



www.googleuk‐travel.blogspot.com  
Studies referenced:  

Neilson Click Stream study UK, October 2010 
OTX Online Path to Conversion study US, September 2010 

                                                  bucholz@google.com 
Thank you 


