
bvk.com
info@bvk.com

@bvkhq

Once They’re Here: 
Enticing visitors when they’re in-market 

April 10, 2019



2
BVK 2

Evolving behavior & technology
+ Recent travel-trends have 

revealed an increasing number 
of receptivity touchpoints for 
providers and destinations

+ Combined with transformational 
technology in the travel space, 
there are more opportunities 
than ever before to reach 
consumers in-destination

Transformational 
Technology

Evolving Travel
Behavior

In-
destination
Receptivity
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Evolving behavior
+ Experiences, experiences, experiences
+ Last minute planning & booking
+ Ticking off bucket lists
+ Solo travel
+ Reliving childhood experiences
+ Adventure travel is evolving
+ Off-season is trending
+ Wellness and Conscious travel
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Travel Experiences 
+ 59% of travelers say they prioritize 

experiences over material items 
when on holiday (Booking.com, 2018)

+ Expedia generated “north of half-a-
billion dollars in bookings” in 2017 
across its Things to Do and Local 
Expert businesses, increasing 
activities transactions by 
approximately 20% (Skift, 2018)

+ The Airbnb Experience platform           
‘is now doing a million and a half 
bookings on an annualized basis’ 
growing at a much faster pace than 
Airbnb Homes
• It is receiving upwards of 1,200 

requests a week from new 
experience hosts (Recode, 2018)



6
BVK 6

Experiences 
+ 59% of travelers say they prioritize 

experiences over material items when 
on holiday. (Booking.com, 2018)

+ Expedia generated “north of half-a-
billion dollars in bookings” in full-
year 2017 across its Things to Do and 
Local Expert businesses, increasing 
activities transactions by 
approximately 20%.  (Skift, 2018)

+ the Airbnb Experience platform ‘is 
now doing a million and a half 
bookings on an annualized basis’ 
growing at a much faster pace than 
Airbnb Homes did. It is also receiving 
upwards of 1,200 requests a week 
from new experience hosts.        
(Recode, 2018)

“Three in four 
millennial's said 
they’d  rather buy  
an experience than       
a physical good”
- Airbnb CEO, 2018
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Mobile Booking
+ In 2018, Booking.com found that 80% of 

customers prefer to self-serve in order 
to get the information that they need

+ In the US, data shows that 26% of travel 
searches in the fourth quarter of 2017 
occurred on a mobile device

+ In other parts of the world, it’s even 
higher: 47% in Europe; 40% in Asia; 38% 
in the Middle East and Africa; and 34% 
in Latin America

TechRadar, 2018
Sojern Global Travel Insights, 2018
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Last Minute Booking
+ Travel-related searches for "tonight" 

and "today" have grown over 150% on 
mobile, over the past two years

+ 72% of all mobile bookings made by U.S. 
travelers happened within a 48-hour 
window prior to the booking 

+ More than 60% of U.S. travelers would 
consider an impulse trip based on a 
good hotel or flight deal

Google, 2018
Sojern Global Travel Insights, 2018
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Experiences 
+ 59% of travelers say they prioritize 

experiences over material items when 
on holiday. (Booking.com, 2018)

+ Expedia generated “north of half-a-
billion dollars in bookings” in full-
year 2017 across its Things to Do and 
Local Expert businesses, increasing 
activities transactions by 
approximately 20%.  (Skift, 2018)

+ the Airbnb Experience platform ‘is 
now doing a million and a half 
bookings on an annualized basis’ 
growing at a much faster pace than 
Airbnb Homes did. It is also receiving 
upwards of 1,200 requests a week 
from new experience hosts.        
(Recode, 2018)

Just one in four
travelers plan to 
book all of their 
activities ahead of 
their travel date

23% of respondents will book all of 
their activities in advance and

24% will book most of their 
activities before departure

16% will book about half in advance

18% will book most in-destination

17% will book all of their activities 
upon arrival

(PhocusWire, 2018)
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Bucket List Checking
+ 45% of travelers have a travel bucket 

list in mind and 82% of them plan to 
tick one or more destinations off their 
list in the coming year

+ Activities include experiencing a 
unique cultural event (28%), learning a 
new skill (27%), going on an epic road 
or rail journey (25%) and visiting a 
remote or challenging location (25%) 
(Booking.com, 2018)
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Solo Travel
+ Roughly one in four people said they 

planned to travel solo in 2018.               
(Solo Travel Statistics, 2018)

+ Google searches for “solo travel” and 
“travel alone” were at the highest 
they've ever been in January 2018   
(Intrepid, 2018)

+ British Airways found that nearly 50% of 
women globally have taken a holiday by 
themselves, with 75% planning a solo 
trip in the next few years
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Reliving Childhood
+ In 2018, a third of travelers (34%) said 

they considered or took a holiday they 
experienced as a  child

+ Millennials seem to be even more 
sentimental with 44% of 18 to 34-year-
olds expressing a desire to go back to 
favorite family destinations

(Booking.com, 2018)
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Adventure travel
+ In 2018, 43.4% of travelers reported 

wanting to ‘get off the beaten track’ 
+ According to a recent study, the 

definition of adventure is changing
+ Risky adrenaline activities are 

favored 45% less than "experiencing 
a new culture" in the definition of 
adventure travel  

(Adventure Travel Trade Association, 2018)
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Adventure travel
+ In 2018, 43.4% of travelers reported 

wanting to ‘get off the beaten track’ 
+ According to a recent study, the 

definition of adventure is changing
+ Risky adrenaline activities are 

favored 45% less than "experiencing 
a new culture" in the definition of 
adventure travel  

(Adventure Travel Trade Association, 2018)
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Off-season is In-season
+ 79% of Americans would consider an overseas 

trip during the winter, with 53% of them not be 
seeking a change in weather (Forbes, 2018)

+ Winter festivals attract millions of visitors every 
year, which means there is opportunity to draw 
more tourists during the traditional “off-season”

+ A new spin on the ‘all-inclusive’ is taking 
advantage of winter travel, with cozy lodges 
boasting fireplaces, wood-lined rooms, wool 
blankets and saunas paired with ice skating, ice 
fishing, snowshoeing and skiing
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Be well & be conscious
+ One in five people planned to 

take health and wellbeing trips 
in 2018, almost 2x the amount of 
people compared to 2017

+ Walking is an ultimate way to 
explorer, with 56% of travelers 
saying they wanted to take a 
walking or hiking trips in 2018

+ Almost half of travelers 
told Booking.com that they feel 
social issues in possible travel 
destinations are of real 
importance when choosing 
where to go

+ Meanwhile, over half choose not 
to go to a destination if they feel 
it will negatively impact the 
people who live there

(Booking.com)

https://www.booking.com/index.en-gb.html
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Experiences 
+ 59% of travelers say they prioritize 

experiences over material items when 
on holiday. (Booking.com, 2018)

+ Expedia generated “north of half-a-
billion dollars in bookings” in full-
year 2017 across its Things to Do and 
Local Expert businesses, increasing 
activities transactions by 
approximately 20%.  (Skift, 2018)

+ the Airbnb Experience platform ‘is 
now doing a million and a half 
bookings on an annualized basis’ 
growing at a much faster pace than 
Airbnb Homes did. It is also receiving 
upwards of 1,200 requests a week 
from new experience hosts.        
(Recode, 2018)

Conscious travel is 
no longer about 
attracting tourists

It’s about creating 
temporary locals
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Transformational 
Technology
+ Personalized technology is 

increasing expectations
+ Mobile fluency translating to 

mobile booking
+ Growing comfort with                 

digital assistants and bots
+ Social media as a key travel tool
+ Growing tension between

technology and taking a timeout
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Personalization
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“60% of consumers believe that their travel experience should 
deploy the use of AI (Artificial Intelligence) and base their 
search results on past behaviors and/or personal preferences.”

- Oliver Heckmann, 
VP of Engineering for Travel and Shopping, Google
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Personalization

+ Consumers not only want custom travel 
content, they are beginning to expect 
brands to provide it

+ 36% of consumers say they would pay 
more for tailored brand experiences
(Google/Phocuswright, 2017)
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Social Media
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Over 70% of U.S. travelers agree that they “always” use their 
smartphones when traveling, up from 41% in 2015. Travelers 
most frequently use their mobile devices to research activities 
or attractions, to locate shopping areas and restaurants, or to 
look up directions. 

- Google Consumer Insights, 2018
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Social Media as 
travel tool

+ The number of social media users 
worldwide in 2018 is 3.196 billion, 
up 13 percent year-on-year

+ 49% of families have decided 
where to go or what to do on 
vacation based on photos they've 
seen on social media

+ A third planned their vacation 
simply based on how their photos 
would look on social media 
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Geofencing
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Over 70% of U.S. travelers agree that they “always” use their 
smartphones when traveling, up from 41% in 2015. Travelers 
most frequently use their mobile devices to research activities 
or attractions, to locate shopping areas and restaurants, or to 
look up directions. 

- Google Consumer Insights, 2018
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Geofencing
+ So how do brands narrow in on a 

geography to target consumers? 
• By creating a virtual fence (a 

geofence) or a perimeter 
around a physical location

• Geofences can utilize a range 
of positioning technologies, 
such as Wi-fi beacons, GPS, 
cellular data, and Bluetooth
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Digital Assistants
& Chatbots
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A five minute delay can result into your chances to attract 
lead decimation. In ten minutes the delayed answer will 
reduce your chances to get the effective contact up to 400%.
- Harvard Business Review
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Digital Assistants & 
ChatBots (AI)
+ 70% of requests to Google Assistant are expressed 

in natural language, meaning that people are getting 
more comfortable having conversations with 
computers. (Google/Phocuswright, 2017)

+ Over 1 in 3 travelers across countries are interested 
in using digital assistants to research or book travel,

+ They’re already searching for everything from hotels 
to flights, and things to do in-destination. 
(Google/Phocuswright, 2017)
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Tech vs. Timeout
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61% of employed travelers put pressure on themselves 
to work while on family vacation

27% of families say they sometimes feel pressured to 
post photos of their vacation on social media to show 
they're having a good time

- Market Watch, 2018
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Tension Between 
Tech & Timeout

While booking through digital methods is ever-
present, an increasing number of travelers are 
looking for their in-destination experience to be 
tech-limited or tech-free
• Off-the-grid group trips with itineraries, 

lodging, and a daily breakfast included —
and no phones allowed

• OARS adventure company uses its location in 
Idaho’s “River of No Return,” which has no 
cell service, as a selling point

• AFAR Magazine recently launched a digital 
detox campaign (ironically, it leverages a 
hashtag #TravelUnplugged.)
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Usage of mobile devices while visiting         
Maine is growing

Mobile research is the 
primary channel for in-
destination education.

Source: Davidson-Peterson Associates 
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High-value visitors continue
research while traveling
+ Nine out of ten first-time visitors continued to 

research Maine after arriving for their trip.
• The proportion of first-time visitors 

continuing to research Maine while on their 
trip has been consistently high for the past 
five years.

+ Young audiences (<45), and those in paid 
accommodations are also more likely to 
continue their research well into their travels.

+ Usage of mobile devices increases with income. 

Source: Davidson-Peterson Associates 
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In-market research often starts with Google
+ Google searches are often the start of 

in-state research.
+ Google Maps is often used for directions.
+ TripAdvisor is used by many for ideas 

for things to do and reviews.
“I mostly used Google, and then looked for recommended sites.”

“I just Googled what was around me.”
“I searched key words in Google, and looked at the links.  I did plan part of the trip around the Maine 

[Office of] Tourism website.”
“I continued to Google, and then used Google Maps to find destinations and directions to landmarks 

around me.”
“I used Google Maps, TripAdvisor, and the Google.com search engine.”

Source: Davidson-Peterson Associates 
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Transformational 
Technology

Evolving Travel
Behavior

In-destination
Receptivity

Experiences

Last-minute 
Travel

Bucket List

Reliving 
Childhood

Off-season

Adventure

Wellness 
& Conscious 
Travel

Solo travel

Personalization

Mobile booking

Digital 
Assistants            
& Chatbots

Tech vs. 
Timeout

Social Media
tools

Geo-targeting

Experiences

Digital 
Assistants            
& Chatbots

First Time Visitors

Where can you use in-destination marketing channels 
to serve up content relevant to your visitors’ interests, 
based on their existing travel behaviors?

By leveraging the intersection of behaviors and 
technology to create effective strategies 
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Transformational 
Technology

Evolving Travel
Behavior

In-destination
ReceptivityLast-minute 

Travel
Bucket List

Reliving 
Childhood

Off-season

Adventure

Wellness 
& Conscious 
Travel

Solo travel

Personalization

Mobile booking

Tech vs. 
Timeout

Social Media
tools

Geo-targeting

Experiences

Digital 
Assistants            
& Chatbots

First Time Visitors
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Last Minute 
Booking + Chatbots
+ Utilize the messenger platform to 

engage with consumers visiting your 
Facebook page or on your website.

+ If they are in-destination, give them 
time-sensitive suggestions, directions, 
and inspirational ideas.

+ Be helpful and provide incentive to 
engage (content, discounts, etc.)

+ Deploy an out-of-the-box chatbot on 
your Facebook page or website.
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Maine
Chatbot Demo
Geo-targeting &
Segmentation 
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Transformational 
Technology

Evolving Travel
Behavior

Experiences

Last-minute 
Travel

Bucket List

Reliving 
Childhood

Off-season

Adventure

Wellness 
& Conscious 
Travel

Mobile booking

Digital 
Assistants            
& Chatbots

Social Media
tools

Geo-targetingIn-destination
Receptivity

Solo travel

Personalization

Tech vs. 
Timeout

First Time Visitors
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Solo Travel + 
Personalization
+ Personalization doesn’t always have to 

involve complex technology. 
• Create content on your website designed for 

the solo traveler
• Segment your email list for those interested 

independent travel
• Curate materials of the best things to do and 

places when traveling alone
• Host solo travel happy hour for guests to 

connect and share experiences 
• Create tables specifically designed to make 

solo dining enjoyable
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Transformational 
Technology

Evolving Travel
Behavior

First Time Visitors

Experiences

Bucket List

Reliving 
Childhood

Off-season

Adventure

Wellness 
& Conscious 
Travel

Solo travel

Personalization

Mobile booking

Digital 
Assistants            
& Chatbots

Social Media
tools

In-destination
ReceptivityLast-minute 

Travel

Geo-targeting

Tech vs. 
Timeout
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Last Minute +  
Geo-targeting
+ Red Roof Inn aggregated flight 

cancellation information in real time 
and used it to specifically target 
travelers with canceled flights
• 66% increase in mobile bookings       

(non-branded)
• 650% increase in share-of-voice for key 

travel search queries
• 375% increase in conversion rate
• 60% bookings lift (non-branded)
• 98% increase in CTR (non-branded)
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Transformational 
Technology

Evolving Travel
Behavior

Experiences

Last-minute 
Travel

Bucket List

Reliving 
Childhood

Off-season

Wellness 
& Conscious 
Travel

Solo travel

Personalization

Mobile booking

Digital 
Assistants            
& Chatbots

Social Media
tools

Geo-targetingIn-destination
Receptivity

Adventure

Tech vs. 
Timeout

First Time Visitors
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Adventure + 
Tech Timeout
+ Tangible adventure packages offered to 

hotel guests that tailored to getting 
away from it all – from maps to 
borrowed compasses

+ Rental picnic supplies
+ Local guided tours that get visitors 

behind the scenes into Maine culture
+ Safe mobile phone storage/charging 

areas to leave your device behind
+ Promoting #latergrams so visitors can 

enjoy the moment. 
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Transformational 
Technology

Evolving Travel
Behavior

Last-minute 
Travel

Bucket List

Reliving 
Childhood

Off-season

Adventure

Wellness 
& Conscious 
Travel

Solo travel

Personalization

Mobile booking

Digital 
Assistants            
& Chatbots

Tech vs. 
Timeout

Social Media
tools

In-destination
Receptivity

Experiences

Geo-targeting

First Time Visitors
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WiFi Beacon Targeting
+ Wi-Fi beacons can be used to gather 

customer information, serve up deals and 
even promote added value experiences

+ When user connects to Internet via their 
mobile phone (or laptop) that business 
can promote deals or experiences that 
transcend the retail environment

+ Partnerships and packages (think outdoor 
store promoting the best hikes or a 
restaurant suggesting visiting the farm 
where ingredients were sourced)
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In-destination
Receptivity

Experiences

Last-minute 
Travel

Bucket List

Reliving 
Childhood

Off-season

Adventure

Wellness 
& Conscious 
Travel

Solo travel

Personalization

Mobile booking

Digital 
Assistants            
& Chatbots

Tech vs. 
Timeout

Social Media
tools

Geo-targetingThere are almost infinite possibilities 
for effectively combining  behavior & 
technology to reach visitors of Maine 
In-destination
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Questions & Discussion
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