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Project Background



Background
±ƛǎƛǘ CƛƴƭŀƴŘΩǎmission is to develop 
CƛƴƭŀƴŘΩǎ ǘǊŀǾŜƭ ŘŜǎǘƛƴŀǘƛƻƴ ōǊŀƴŘΣ ƳŀǊƪŜǘ 
Finland to travellers abroad and help 
Finnish travel companies attract visitors 
and grow their businesses.

To support this mission, ORC International 
was asked to conduct market research to 
identify emerging trendsin digital 
marketing and develop region-specific 
digital marketing recommendationsfor 
Visit Finland across 9 countries. 



Objectives
Specific project objectives:

1. Identify key digital travel platforms and 
networks in each market

2. Develop recommendationsfor what 
channels to use based on Visit Finland 
resources

3. Create case studies and provide best 
practice examplesof the ways the 
companies should work with travel 
destinations to increase business



Methodology & 
Scope
Four phases of research:
1. Kick-Off Session
2. Desk Research
3. Expert Interviews
4. Analysis & Delivery

Nine countries:
1. UK
2. Germany
3. France
4. Italy
5. Netherlands

6. Russia
7. Japan
8. China
9. South Korea

16+ Outside 
Expert 

Interviews

200+ Published 
Sources Analyzed



Reaching Objectives
How we meetǎǇŜŎƛŦƛŎ ǇǊƻƧŜŎǘ ƻōƧŜŎǘƛǾŜǎΧ

1. Identify key digital travel platforms and 
networks in each market

2. Develop recommendations for what 
channels to use based on Visit Finland 
resources

3. Create case studies and provide best 
practice examples of the ways the 
companies should work with travel 
destinations to increase business

Review of global databases and country-
specific publications

that mention top digital channels

Assess top digital channels in each market 
where there is an opportunity for high ROI

Identify cases where destination marketing 
campaigns have successfully worked to 
promote their region through innovative 

digital campaigns



Executive Summary



Executive Summary

Technology: Mobile technology is integral to success in the changing travel space. It will become the 
next great differentiator for travel companies and organisations.   

Customers: Customers are becoming homogenous, driven by technology and social media. Most 
millennials across Europe and across APAC shop for travel services in similar ways.

Regions: Asia Pacific will drive trends in technology adoption around the world. European 
travelers will continue to build their strong relationship with OTAs.

Emerging Digital Platforms: OTAs will remain the dominant players in most regions as customers 
look for more opportunities to tailor their individual travel experiences. 

In the course of completing this research, we developed a framework for understanding the emerging trends and factors that 
influenced the global travel sector. When considering which digital channels would be the best to pursue in each region, we 
looked at four key elements: technology, customers, region and leading digital platforms.



Market overview

Market Online Booking Rate Mobile Booking Rate LeadingDigitalTravel Channels Key Demographics Emerging Trends

UK
76% of travelers 

(ABTA;2016)
8% (Kayak; 2016)

TripAdvisor.co.uk, Skyscanner.net,
Airbnb.co.uk

Millennials
Popularity of Scandinavia is 

growing.

Germany
43% of travelers 

(FUR; 2017)
24% (PhocusWright; 

2017)

OTAs lose share to travel providers in 
the coming years, due to aggressive 
efforts by suppliers in all segments to 

drive direct online bookings. 

BabyBoomers
Germantravelers are concerned 

with safety of travel.

France
~ 75% of travelers 

(IPSOS; 2017)
20% (PhocusWright; 

2017)
OTAs are taking control of theonline 

travel market.
Millennials and Families

Influenced by travelguides; 40% of 
French national use travel guide 
websites such as Lonely Planet

Italy
91% of travelers 

(2016) 
42% (2016) TripAdvisor.it,Airbnb.it, Trivago Millennials and Families

Weak economy leading to 
increased internaltravel.

Netherlands
> 50% of travelers 
(EU Stats; 2016)

-- TripAdvisor.nl, Zoover, Coorendon Millennials and Families
Adventurous; looking for exciting 

travel opportunities.

Russia -- --
OTAs are growing in popularity over 

travel suppliers.
WealthyMillennials

Weak economy leading to 
increased internaltravel.

Japan
69% oftravelers (JTB 
Tourism Research; 

2016)
49% (Netwise; 2015)

Jalan.net, Travel.rakuten.co.jp,
TripAdvisor.jp

BabyBoomers and 
Millennial Women

Concerned with safety of travel in 
Europe after terrorist attacks.

South Korea
~ 74% of travelers 

(2016)
--

Naver is key to developing a strong 
businessin South Korea.

Millennials Mobile andsocial media focus.

China
74% of travelers 

(Hotels.com; 2016)
>60% (Phocuswright; 

2017)
Ctrip, Fliggy(Alitrip.com),Qunar.com Wealthy Millennials Mobile andsocial media focus.

The following table provides a synopsis of data and materials gathered from various sources during the course of our research. 
The document outlineskey variables that influence travel decisions across all nine markets and highlights emerging trends.



Market recommendations

Market Recommendation #1 Recommendation #2 Recommendation #3

UK
Invest in paid searchthrough Google, Facebook and 

Instagram to drive search traffic
Partner with OTAs to promote unique locations at 

key times of year 
Partner with niche suppliers and leading tour 

operatorslike Airbnb and Thomas Cook

Germany
Position products and services to align with German 

ǘƻǳǊƛǎǘǎΩ interest in safety
Partner with leading OTA portals(HRS, 

Booking.com and Expedia) to drive the most traffic
Look to Instagram and social media siteslike 
YouTube to engage with younger Germans

France
Partner with social media influencersand travel 

bloggers
Create connections with alternate accommodation 

websiteslike Airbnb
Focus on ratings siteslike TripAdvisor

Italy
Partner with major OTAs(Booking & Expedia) and 

search sites(TripAdvisor)
Look for ways to attract Italian tourists based on 

price and value for money

Create more partnership with Italian bloggers and 
social media influencers to tell real storiesabout 

ǿƘŀǘ ƛǘΩǎ ƭƛƪŜ ǘƻ ǘǊŀǾŜƭ ǘƻ CƛƴƭŀƴŘ

Netherlands
Look for ways to cater to shorter, frequent trips

through last minute deals on OTAs
Use social media to connect Dutch travelers with 

real experiences
Find ways to cater to older demographics(who are 

still tech savvy)

Russia
Target Moscow and St. Petersburg marketsto 

increase sales of tours in Finland
Make sure destination websites are optimised for 

mobile and searchable in Russian language
Social media will grow in usefulnessfor marketers, 

especially Facebook

Japan Partner with Jalan.net and/or RakutenTravel Mobile booking is a mustfor Japanese travelers
Partner with local bloggers and influencersto raise 

awareness about Finland

South Korea
Advertise with NaverΣ {ƻǳǘƘ YƻǊŜŀΩǎ Ƴƻǎǘ 

influential search engine 
Advertise through KakaoΣ {ƻǳǘƘ YƻǊŜŀΩǎ ǳǇǎǘŀǊǘ 

social media messaging network

Use various booking preferences to your advantage
(South Koreans prefer to book flights, 

accommodations separately)

China
Partner with MafengwoΣ /ƘƛƴŀΩǎ ŦŀǎǘŜǎǘ ƎǊƻǿƛƴƎ 

travel research and booking platform
Continue to cater to shifting needs of Chinese 

travelers(Good start: Helsinki Airport)
Adopt a mobile-first strategyto target largest 

possible customer segment(WeChat)

The following recommendations have been compiled through an analysis of available secondary research and feedback from 
primary depth interviews with industry experts in each market. 



8 emerging mega-trends

Changing sales 
funnel

Increased travel 
market growth

Airlines pushing 
boundaries

ά{ƘŀǊŜŘ ŜŎƻƴƻƳȅέ 
enters mainstream

China is driving 
smartphone growth

Hotels face 
more pressure

Growth of 
mobile & chat

ΨLƴ-ŘŜǎǘƛƴŀǘƛƻƴΩ 
innovation

In addition to analyzing global regions and specific markets in an effort identify key digital travel channels, we reviewed top 
thought-leadership publications on the travel industry from sources around the world and identified 8 emerging mega-trends 
that will affect the travel industry in the years ahead.The following slides touch on each of these 8 mega-trends in more detail: 



Online travel spending is poised to grow
Trend Overview
The global travel market was smaller in 2016 
than it was in 2014, with political uncertainty 
and currency fluctuations constraining travel 
growth. Now, the global travel sector is 
expected to expand. Traditionally strong 
travel regions like the U.S. and Europe will be 
big growth drivers, but Asia Pacific is 
expected to lead gains, especially as its 
online and mobile environments mature.

Marketplace
In 2017, online travel will see the fastest growth in 
emerging markets: the Middle East, Asia Pacific, Eastern 
Europe and Latin America.

Global online travel bookings are expected to grow 
from USD $513 B in 2016 to $567 B in 2017, nearly an 
11% increase. APAC is expected to account for the 
largest segment of online travel bookings by 2020. 

So urces: 
ά2017 Phocus Forward: A Year Ahead in Digital TravelΣέ Phocuswright.

άITB World Travel Trends Report 2016/2017Σέ L¢. .ŜǊƭƛƴΦ  

Increased travel 
market growth

Consumers
Much of the growth in the travel sector is expected to come from millennials 
and younger travelers that are making experiencing travel a top priority.

Technology
The adoption of mobile technology in emerging markets will play a big role 
in the continued resurgence of the global travel market. 

According to Phocuswright, APAC is positioned to steal market 
share of online travel bookings from the U.S. and Europe by 2020. 

file:///C:/Users/mosborne/Downloads/PCWI_PhocusForward_REVISED_7.12.pdf
http://www.itb-berlin.de/media/itb/itb_dl_all/itb_presse_all/World_Travel_Trends_Report_2016_2017.pdf


Airlines are driving digital innovation
Consumers
Consumer online shopping habits are driving the adoption of digital innovation 
in the airline category. Travelers are looking to find the best deals in the most 
convenient ways. Companies that want to win must harness emerging platforms 
and tools that make consumers more likely to work with them.

Technology
Open source New Distribution Capability (NDC) projects will begin to have an 
impact on flight merchandising, and help make bookings via messaging 
platforms more convenient. 

Products from start-ups such as Flyiin, which enables cross-carrier comparison of 
bundled products, and Air Black Box, which helps carriers ǘƻ ǎŜƭƭ ŜŀŎƘ ƻǘƘŜǊΩǎ 
ancillaries on multi-carrier itineraries, are still in the early stages and cannot 
offer fliers much without the cooperation of a critical mass of airlines.

So urces: 
ά2017 Phocus Forward: A Year Ahead in Digital TravelΣέ Phocuswright. 

Flyiin.com company website.
Airblackbox.com company website.

New Distribution Capability, IATA.org. 

Trend Overview
The global airline industry is facing growth 
challenges, and competition from low-cost 
carriers is dampening fares. Low fuel prices 
have also enabled airlines to take more 
competitive price positions, reducing margins 
across the board. Online growth has slowed 
in recent years, but airlines are showing 
renewed focus on online distribution and 
digital retailing for both business and leisure 
travelers.

Airlines pushing 
boundaries

Marketplace
The airline sector is one of the most well-established 
markets in the travel industry, and it is also the travel 
ƛƴŘǳǎǘǊȅΩǎ most penetrated online segment. The U.S. 
and European markets are reaching a saturation point. 

By the end of 2017,ƘŀƭŦ ƻŦ 9ǳǊƻǇŜΩǎ ŀƛǊ ōƻƻƪƛƴƎǎ ǿƛƭƭ 
be online, while the U.S. is approaching 60%. APAC 
remains underpenetrated but is gaining fast. Half of all 
air bookings are projected to be online by 2020. 

file:///C:/Users/mosborne/Downloads/PCWI_PhocusForward_REVISED_7.12.pdf
http://flyiin.com/
http://www.airblackbox.com/
http://www.iata.org/whatwedo/airline-distribution/ndc/Pages/default.aspx


Hotels face mounting online challenges

So urces: 
ά2017 Phocus Forward: A Year Ahead in Digital TravelΣέ Phocuswright. 
άWhy do travelers prefer booking with OTAsΣέ ¢ǊŀǾŜƭ ¢ǊƛǇǇŜǊΣ нлмсΦ

Marketplace
While both OTAs and suppliers seek to grow online 
bookings, hotel distribution remains a primarily 
offline phenomenon. In 2016, 70% of global hotel 
bookings were transacted offline ςthrough 
ǘǊŀŘƛǘƛƻƴŀƭ ŀƎŜƴǘǎ ŀƴŘ ƘƻǘŜƭǎΩ Ŏŀƭƭ ŎŜƴǘŜǊǎ ŀƴŘ ŦǊƻƴǘ 
desks. OTAs surpassed supplier websites/apps in U.S. 
online booking share for the first time ever in 2016, 
thanks to marketing spend, mobile prowess and 
millennial preferences for online intermediaries. 

Technology
OTAs are clearly the leaders in online distributionwhen looking at the 
fragmented hotel industry. While hotel chains will make gains in some regions, 
trends point toward continued strength for intermediaries. The growth of mobile 
favors OTAs, which provide a one-stop-travel shop and attractive bundled deals. 
OTA performance will continue to improve in countries in the Middle East and 
Asia-Pacific with high shares of young travelers. 

Trend Overview
The hotel industry is being challenged from 
all sides. It is becoming harder for them to 
maintain robust direct distribution with the 
growth of OTAs and metasearch sites. It is 
also growing more difficult to counter 
competition from private accommodation 
organisations like HomeAway and Airbnb.
This trend will continue to put pressure on 
the hotel industry, especially as millennials 
show a preference for online intermediaries.

Hotels face 
more pressure

Consumers
Millennial travelers show a preference for using online intermediaries to shop 
for hotel rooms. Hotel chains are attempting to attract direct bookings through 
members-only rates ςa way to avoid violating rate parity and attract more 
guests to hotel loyalty programs. 

OTAs account for the 
majority of hotel 
bookings across 
every major region. 

file:///C:/Users/mosborne/Downloads/PCWI_PhocusForward_REVISED_7.12.pdf
http://www.traveltripper.com/blog/why-do-travelers-prefer-booking-with-otas/


ά{ƘŀǊŜŘ ŜŎƻƴƻƳȅέ ŜƴǘŜǊǎ ƳŀƛƴǎǘǊŜŀƳ

Marketplace
Analysts forecast the global vacation rental market to 
grow at a CAGR of more than 7% over the next five 
years. This growth is being driven by the rise of the 
sharing economy, expansion of online distribution, and 
increase in investments in vacation rental homes. 
Growth is particularly strong in the U.S. and European 
markets.

So urces: 
ά2017 Phocus Forward: A Year Ahead in Digital TravelΣέ Phocuswright. 

άTravel and Hospitality Industry Outlook 2017Σέ 5ŜƭƻƛǘǘŜΦ
Airbnb company website.

άGlobal Vacation Rental Market to be Worth $194 Billion by 2021Σέ Technavio.  

Trend Overview
Private accommodations are hitting the 
mainstream, shaking up traveler expectations 
and posing new challenges for suppliers and 
OTAs alike. U.S. private accommodation gross 
bookings are estimated to reach $34.4 billion 
in 2017, or 18% of total hotel, lodging and 
private accommodation (HLPA) gross 
bookings. In 2016, 66% of U.S. travelers 
considered renting for last leisure hotel stay.

ά{ƘŀǊŜŘ ŜŎƻƴƻƳȅέ 
enters mainstream

Consumers
Consumers have embraced the Airbnb business model wholeheartedly. 
¸ƻǳƴƎŜǊ ǘǊŀǾŜƭŜǊǎ ŀǊŜ ǇŀǊǘƛŎǳƭŀǊƭȅ ƻǇŜƴ ǘƻ ŎƻƴǎƛŘŜǊƛƴƎ ǊŜƴǘƛƴƎ ŀƴ άŀƭǘŜǊƴŀǘƛǾŜ 
ŀŎŎƻƳƳƻŘŀǘƛƻƴέ ǊŀǘƘŜǊ ǘƘŀƴ ƎƻƛƴƎ ǘƻ ōƻƻƪ ŘƛǊŜŎǘƭȅ ǘƘǊƻǳƎƘ ŀƴ h¢! ƻǊ ƘƻǘŜƭ 
chain supplier. 

Technology
Alternative accommodation sites like Airbnb & HomeAway ƭŜǾŜǊŀƎŜ ά¦ǎŜǊ 
DŜƴŜǊŀǘŜŘ /ƻƴǘŜƴǘέ ǘƻ ŦƭƻƻŘ ǘƘŜ ƳŀǊƪŜǘ ǿƛǘƘ ƭƛǎǘƛƴƎǎ. On top of that, these 
upstart companies are now looking to expand into other parts of the travel 
sector. For instance, Airbnb has started to advertise city-specific activities 
led by locals, and has floated the idea of helping manage flights for travelers.

file:///C:/Users/mosborne/Downloads/PCWI_PhocusForward_REVISED_7.12.pdf
https://www2.deloitte.com/us/en/pages/consumer-business/articles/travel-hospitality-industry-outlook.html
https://www.airbnb.co.uk/
http://www.businesswire.com/news/home/20170216005440/en/Global-Vacation-Rental-Market-Worth-USD-193.89


The traditional sales funnel is shifting

Search

Shop

Buy

So urces: 
ά2017 Phocus Forward: A Year Ahead in Digital TravelΣέ Phocuswright. 

άTravel and Hospitality Industry Outlook 2017Σέ 5ŜƭƻƛǘǘŜ.
άCtrip acquires Skyscanner for $1.7 Billion to expand bookingsΣέ .ƭƻƻƳōŜǊƎΦ 

Trend Overview
Online travel was once clearly segmented, 
and companies controlled elements of the 
ά{ŜŀǊŎƘέΣ ά{ƘƻǇέ ƻǊ ά.ƻƻƪέ ƧƻǳǊƴŜȅΦ bƻǿΣ 
companies look to control positions up and 
Řƻǿƴ ǘƘŜ ǘǊŀǾŜƭ ƛƴŘǳǎǘǊȅΩǎ ŘƛƎƛǘŀƭ ŦǳƴƴŜƭΣ ŀƴŘ 
barriers between these segments are 
breaking down. Booking companies are 
acquiring search companies, while search 
companies are launching booking, and all 
brands are trying to stay competitive.

Changing 
sales funnel

Consumers
Consumers want personalisation, convenience and flexibilityin the shopping 
process.  As brands are consolidated through acquisitions and strategic 
partnerships, consumers may see a more seamless experience develop. 

Technology
New technological developments will continue to disrupt the market as brands 
look for ways to drive traffic from the research and search phase to the buy 
point as quickly and efficiently as possible. 

Marketplace
Companies up and down the travel funnel are looking for 
ways to gain market share:
Å Pricelineacquires search site Kayak (2012).
Å Expediaacquires search site Trivago (2012) and 

HomeAway (2015).
Å Chinese OTA Ctripacquires Skyscanner (2016).
Å TripAdvisoris pushing to offer bookings, but has 

been met with major challenges. 

Traditional segments within the online travel sales funnel 
(above) has blended together as companies attempt to 
gain market share across various points of the journey.

file:///C:/Users/mosborne/Downloads/PCWI_PhocusForward_REVISED_7.12.pdf
https://www2.deloitte.com/us/en/pages/consumer-business/articles/travel-hospitality-industry-outlook.html
https://www.bloomberg.com/news/articles/2016-11-23/ctrip-acquires-skyscanner-for-1-7-billion-to-expand-bookings


China is driving smartphone growth

So urces: 
άChina leads mobile travel bookingsΣέ tƘƻŎǳǎǿǊƛƎƘǘΣ нлмсΦ 

ά2017 Phocus Forward: A Year Ahead in Digital TravelΣέ tƘƻŎǳǎǿǊƛƎƘǘ.
άChinese Travelers Set a New Record for Global Tourism Spending in 2016Σέ {ƪƛŦǘΣ нлмтΦ

άEurope Bounces Back as Top Destination for Chinese Travelers After Volatile YearΣέ {ƪƛŦǘ нлмтΦ

Trend Overview
The APAC region represents several large 
growth opportunities, and China is biggest. 
China is the second-largest travel market in 
the world (behind the U.S.), and it is 
positioned to become !t!/Ωǎ Ƴƻǎǘ ƘƛƎƘƭȅ 
penetrated online market in 2017.
Growth is being driven by consumer comfort 
with smartphone purchasing and a 
hypercompetitive OTA environment offering 
steep discounts for app-based bookings. 

Rise of China as 
global powerhouse

Marketplace
Chinese travelers venturing abroad spent $261 billion on 
foreign travel in 2016, a 12% increase over 2015, 
representing a new record for global outbound tourist 
spending. Chinese tourists spent more than any other 
ŎƻǳƴǘǊȅΩǎ ƻǳǘōƻǳƴŘ ǘǊŀǾŜƭŜǊǎ ƭŀǎǘ ȅŜŀǊ and are already 
the largest outbound travel market with some 135 
million Chinese traveling outside China last year. 

Consumers
Consumers in China are very comfortable with smartphone purchasing in comparison 
to other consumers in Europe and the U.S. General consumer comfort with mobile is 
ǇƻǿŜǊƛƴƎ ƳƻōƛƭŜΩǎ ƎǊƻǿǘƘ ƛƴ ǘƘŜ ǘǊŀǾŜƭ ǎŜŎǘƻǊ ƛƴ /ƘƛƴŀΦ Chinese consumers are also 
becoming more open to travel in Europe, after several years of slowdown after 
terrorism concerns. 

Technology
China leads all markets in mobile booking, and is set to become the first true 
leapfrog market: As of 2017, 60% of the country's online bookings are made on a 
mobile device. In contrast, France and Germany lag in mobile bookings. Just 20% and 
24% of the countries' online bookings, respectively, are being transacted via mobile.

Chinese Flight 
Bookings Growth For 
Chinese New Year 
Holiday in 2017 
(January 28)

http://www.phocuswright.com/Travel-Research/Research-Updates/2016/China-Leads-in-Mobile-Travel-Bookings
file:///C:/Users/mosborne/Downloads/PCWI_PhocusForward_REVISED_7.12.pdf
https://skift.com/2017/04/14/chinese-travelers-set-a-new-record-for-global-tourism-spending-in-2016/
https://skift.com/2017/01/09/europe-bounces-back-as-top-destination-for-chinese-travelers-after-volatile-year/


Growth of mobile and chat

So urces: 
ά2017 Phocus Forward: A Year Ahead in Digital TravelΣέ Phocuswright. 

άGrowth of Mobile Travel Bookings in 6 ChartsΣέ {ƪƛŦǘΣ нлмтΦ
ά¢ǊŀǾŜƭ ŀǇǇ {ƪȅǎŎŀƴƴŜǊΩǎ ǎƻŎƛŀƭ ŎǳǎǘƻƳŜǊ ǎŜǊǾƛŎŜ ǊŜǎǇƻƴǎŜ ƎƻŜǎ viralΣέ 5ƛƎƛŘŀȅΣ нлмтΦ

Trend Overview
Mobile will continue to increase in popularity 
for travelers, especially in China, but desktop 
booking still dominates as the main digital 
mode of travel research and purchasing. 
Younger travelers researching and booking 
trips for the first time will drive the trend 
towards more mobile and smartphone usage. 
Messaging, voice search and artificial 
intelligence (A.I.) will also drive a new way of 
mobile innovation in the travel sector. 

Growth of 
mobile & chat

Consumers
Younger consumers will drive the growth of mobile and chat within the travel sector, 
just as they are doing across all industries. While these demographic trends will drive 
a large part of mobile growth, travel providers are also searching for ways to push 
mobile bookings forward by improving the mobile experience through chat and 
artificial intelligence (A.I.).

Technology
Young travelers are adopting chat and voice tools as the 
new traveler medium. Mobile messaging apps have 
become the fastest growing way for travelers to share 
trip experiences. Chat powered customer service is also 
becoming integral to travel planning, as companies are 
looking for ways to delight their customers. 

Marketplace
Mobile now represents 
between 20-30% of 
sales booked through 
travel websites online, 
but that figure is driven 
higher by rapid growth 
in China and Europe.

¢ǊŀǾŜƭ ŀǇǇ {ƪȅǎŎŀƴƴŜǊΩǎ ǎƻŎƛŀƭ 
customer service response goes 
viral on Facebook.

file:///C:/Users/mosborne/Downloads/PCWI_PhocusForward_REVISED_7.12.pdf
https://skift.com/2016/10/26/growth-of-mobile-travel-bookings-in-6-charts/
https://digiday.com/marketing/travel-app-skyscanners-social-customer-service-response-goes-viral-facebook/


In-destination innovation

So urces: 
ά2017 Phocus Forward: A Year Ahead in Digital TravelΣέ Phocuswright. 

ά5 New Travel Startups Saying Hello to 2017 With Some MomentumΣέ {ƪƛŦǘΣ нлмтΦ

Trend Overview
The travel activities sector is incredibly 
fragmented, but new start-ups are coming to 
market with tools designed to help travel 
providers and tour operators to manage the 
back-end of their businesses. This shift 
comes with the growing trend that travelers 
are looking to book travel activities online 
through mobile devices while in-
destination. There is currently a big industry 
push to support in-destination activities.

ΨLƴ-ŘŜǎǘƛƴŀǘƛƻƴΩ 
innovation

Marketplace
The travel activities space is one of the largest segments 
of the travel sector that has yet to be penetrated by 
technology and cornered by larger suppliers and OTAs. 
Travel activities represent an enormous market 
opportunity for businesses across all regions, and 
demand is not expected to decrease any time soon. In 
the U.S., the activities space represents $29 Billion 
annually, in Europe it represents £37 Billion, and in 
APAC the number soars to $46 Billion. 

Consumers
¢ǊŀǾŜƭŜǊǎ ŀǊŜ ƭƻƻƪƛƴƎ ǘƻ ǘƘŜƛǊ ƳƻōƛƭŜ ŘŜǾƛŎŜǎ ǘƻ ǎŜŀǊŎƘ ŦƻǊ ŀŎǘƛǾƛǘƛŜǎ ǘƻ Řƻ ǿƘƛƭŜ άƛƴ-
ŘŜǎǘƛƴŀǘƛƻƴέΦ !ŎŎƻǊŘƛƴƎ ǘƻ tƘƻŎǳǎǿǊƛƎƘǘΣ 60% of U.S. online travelers who own a 
smartphone said they researched local activities on their phonesbefore making a 
plan or booking an activity in 2015, and 24% booked in-destination activities by 
smartphone in 2016.

Technology
Start-ups are catering to local travel companies around the world more and more. 
Travel suppliers in the activities space (traditionally seen as low-tech) are now able to 
access an array of affordable software as a service (SaaS) solutions designed to help 
them better connect with customers around the world. 

Nearly four out of five 
online travelers booked 
some kind of activity 
άƛƴ-ŘŜǎǘƛƴŀǘƛƻƴέ ŘǳǊƛƴƎ 
their last trip.

file:///C:/Users/mosborne/Downloads/PCWI_PhocusForward_REVISED_7.12.pdf
https://skift.com/2017/01/03/5-new-travel-startups-saying-hello-to-2017-with-some-momentum/
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United Kingdom
Key Points

Å Over half of Brits between the ages of 25 and 54 
purchased vacation accommodation online in 2017.

Å Brits are more likely than the average European 
traveller to use OTAs for inspiration (54% vs. 44%). 

Å 21% of Brits report using social media for travel 
inspiration, 15% report reading travel blogs for the 
same purpose.

Å The younger generation (18-24 yrs.) turns even more 
to online inspiration, with 40% using social media 
and 33% reading blogs. 



UK ςCountry Overview
Overview
The United Kingdom is the third largest economy in Europe after
GermanyandFrance.

Key Facts & Figures

GDP $2.788 trillion (2016 est.)

GDP Growth 1.8% (2016 est.)

Outbound Travel 70,800,000 trips (2016)

Total Outbound 
Expenditures

£43.8 Billion (2016)

AverageExpenditure 
Per Trip (Outbound)

£1,077 outsideEU (2016)
£484 in the EU (2016)

Average Expenditure
Per Night (Outbound)

£51/per day in US(2016)
£60/per day in EU(2016)

Population 64,430,428 (July 2016 est.)

Median Age 40.5 years 

Population Growth Increasing 0.53% (2016 
est.)

Per Capita GDP $42,500 (2016 est.)

KeyTravelDrivers
Å Young Brits have embraced digital travel channels wholeheartedly.
Å Major global travel channels remain the key influencers of travel 

decisions in Britain. 
Å UK residents spent 731 million nights abroad in 2016, a 7% increase 

from 2015. 
Å The average length of stay has remained constant since 2011 at 

about 10 nights.
Å Overall, 75% of visits were to EU countries, compared with 73% in 

2015.

So urces: 
UK Profile, CIA World Factbook.
hb{Σ άTravel Trends: 2016Φέ  

https://www.cia.gov/library/publications/the-world-factbook/geos/uk.html
https://www.ons.gov.uk/peoplepopulationandcommunity/leisureandtourism/articles/traveltrends/2016


UK ςDigital Travel Landscape
Onlineandpersonalrecommendationsdrivedecisions
Brits rely heavily on digital channels when planning and booking travel.
Accordingto the EuropeanCommission,over half (51%) of UKtravelersrank
websitesas one of the most important information sourceswhen makinga
decisionabouttravelplans.

Personalrecommendationsand websitereviewsare more important to travel decisionsΧ

Å Recommendationsfrom friends, colleaguesor relatives rank highest in importance
whenmakingadecisionabouttravelplans,with 61%of respondentsstatingit wasone
of the mostimportantsourcesof information.

Å Websitesthat provide reviews and comments from fellow travellers are considered
very important to UKtravellers,with 42%statingthey are one of the most important
sourcesof informationformakingtravelplans.

Socialmediaand corporate websitesare lessimportant to travel decisionsΧ

Å Only18%of respondentsrank socialmediasitesasoneof the most importantsources
of informationfordecisionmaking.

Å Lessthan one in five (17%) respondentsrank websitesrun by a serviceprovider or a
destinationasoneof the mostimportant sourcesfor decisionmaking.

So urces: 
Statista

άCƭŀǎƘ Eurobarometer 432: Preferences of Europeans towards 
tourism, page мснΣέ 9ǳǊƻǇŜŀƴ /ƻƳƳƛǎǎƛƻƴΣ WŀƴǳŀǊȅ нлмсΦ
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Which of the following information sources do you think are 
most important when you make a decision about travel plans?

Most important travel information sources in the United Kingdom (UK) in 2015



UK ςDigital Travel Landscape
Generationalandgenderdifferencesin onlinetravelhabits
Menaremore likelyto useonlinetravelservicesandpurchasevacationaccommodationonline. Nearlyhalf of thosebetweenthe ages
of 25and54haveusedonlinetravelservices.

So urces: 
Statista

Office for National Statistics (UK), 2017. 
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UK ςDigital Travel Landscape
Thegapbetweenresearchingandbookingisshrinking
More UKtravellersarewilling to researchANDbooktravelplansonline
than they were 5 yearsago. Thatbeingsaid,the pathwayto purchase
for manycustomersisbecomingmorecomplex.

Å Over three quarters (77%) of UKrespondentssaid they used online review
sitesin 2017 whendecidingwhereto go on holiday. (BDRC)

Å More than three quarters (76%) of respondentsbooked a holiday online in
2016, while a fifth (19%) bookeda holidayin-store anda similarfigure booked
byphone(21%). (ABTA)

Å Whenaskedwhichmarketingchannelstheyusefor holidayinspiration,60%of
respondentssaidthey engagedwith up to 8 marketingtouchpoints, including
paid search ads, holiday brochures,brand website, travel review sites and
socialmedia. (MediaHawk)

So urces: 
Statista

BDRC Continental, January 2017.
άIƻƭƛŘŀȅ Iŀōƛǘǎ wŜǇƻǊǘ нлмсΣέ !ǎǎƻŎƛŀǘƛƻƴ ƻŦ .ǊƛǘƛǎƘ ¢ǊŀǾŜƭ !ƎŜƴǘǎ ό!.¢!).
ά¦Y IƻƭƛŘŀȅ tƭŀƴƴƛƴƎ ŀƴŘ .ƻƻƪƛƴƎ ¢ǊŜƴŘǎ wŜǇƻǊǘ нлмсΣέ aŜŘƛŀ IŀǿƪΦ

How often do you use online review sites when 
deciding where to go on holiday?

Frequency of travel review site use in the United Kingdom (UK) 2016-2017
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UK ςDigital Travel Landscape

So urces: 
άIƻƭƛŘŀȅ Iŀōƛǘǎ wŜǇƻǊǘ нлмсΣέ !ǎǎƻŎƛŀǘƛƻƴ ƻŦ .ǊƛǘƛǎƘ ¢ǊŀǾŜƭ !ƎŜƴǘǎ ό!.¢!ύΦ
ά¦Y IƻƭƛŘŀȅ tƭŀƴƴƛƴƎ ŀƴŘ .ƻƻƪƛƴƎ ¢ǊŜƴŘǎ wŜǇƻǊǘ нлмсΣέ aŜŘƛŀ IŀǿƪΦ

Boomers & Older Travelers make online and phone bookings

Å45-54 year olds and those with older children are the groups most likely to 
book a holiday online (both 82%)and these groups are also least likely to 
book in-store. (ABTA)

ÅAmong those aged 65+ phone bookings are particularly popular, with 38% 
using this channel to book a holiday. (ABTA)

Å52% of the 55+ age group spent more than £1,000 on their last break and 
were much more likely to book by phone. For higher-priced breaks, 
telephone calls were critical to overcome any reservations customers had and 
to reassure them. (Media Hawk)

Millennials& GenXaremorelikely than othersto bookin-person

Å Youngfamilieswith childrenunder five andpeoplefrom the most affluent
householdsare the groups most likely to book a holiday in-store, with
overathird of both groupschoosingthismethod. (ABTA)

Å Youngerpeople are also more likely than averageto book a holiday in-
store, with 25-34 yearoldsratingsignificantlyaboveaverage(29%). (ABTA)

Whodid you book your travelwith?
Accordingto the ABTA,UK travellersreport being slightly more
likely to bookoutboundtravel from the UKthroughtravelagents
thanthroughonlineplatforms.
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UK ςDigital Travel Landscape

So urces: 
άYŀȅŀƪ aƻōƛƭŜ ¢ǊŀǾŜƭ wŜǇƻǊǘ нлмсΣέ Kayak.

Travelinspirationhasbecomemoredigital

Å In 2006, 46% of Brits looked to family, friends and colleaguesfor travel
inspiration, with 41%lookingto printed guidebooks,or consultingtheir local
travel agent (39%). Only 22% consultedOTAs(online travel agents),21%
checkedairline or hotel websitesand even fewer relied on social media
(10%) or blogs(7%).

Å In 2016, 54% of Brits consultedOTAs,and the number referring to social
media (21%) and blogs (15%) more than doubled comparedto ten years
before.

ÅLocaltravel agentshaveseena sharpdeclinein popularity, with just 17%of
Brits these daysopting to use these offline servicesfor travel inspiration.
Thisis highlightedfurther when lookingat the agesplit, where the younger
generation(18-24yrs.) turnsevenmore to online inspiration,with 40%using
socialmediaand 33% readingblogs.

ÅBrits are more willing to look online as a prime sourceof gaining travel
inspiration these days. AcrossEurope,Britsare more likely than the average
Europeantraveller to useOTAsfor inspiration(54%vs. 44%). Whenit comes
to socialmedia,however,Russiantravellerstop the scale,with 47%fuelling
their travel dreamsvia social channels, possiblydue to the fact that social
mediais the easiestwayto getfreeandvaluableinformation.

Travelbookingis still mainlydoneby PC

Å In 2006, Brits preferred to book their trips offline, with 57%turning to a
localtravelagentto lockdowntheir travel,whileonly35%did soonline.

Å In 2016, 79%of British travellersbookedtheir trips online, with only19%
still using a local travel agent. This sets Brits ahead of the average
Europeantravellerin the uptakeof onlinebooking,with 29%of Europeans
bookingonline10yearsago,and73% choosingthisoption today.

ÅWhere British travellersturn to online platforms for booking, the use of
OTAsincreasedfrom 16%to 50%over the last decade, with travel search
enginesalso gaining popularity (9% vs. 24%), pointing to a desire to
independentlysearchandcompareprices.

ÅUKtravelersstill prefer to turn to the computer to book their trips, with
77% usinga computer rather than a tablet (9%) or smartphone (8%).

ÅBrits may undertake the actual booking activity on a computer, asthey
seethis asa more userfriendly and securemethodcomparedto mobile.

ÅThisindicatesthat UKtravellersare lessflexible andspontaneouswhen it
comesto actuallybooking a trip. In contrast, younger British travellers
have more confidence in booking on their mobile device, with 18%
alreadychoosingto make bookingson their smartphonethesedays.

https://www.kayak.co.uk/news/wp-content/uploads/sites/5/2016/05/Mobile-Travel-Report-2016-UK.pdf


UK ςDigital Travel Channels
TopUKtravelsitesoffer ratingsandpricecomparisons
TripAdvisorand Pricelinerank highestamongtravel websitesby total
numberof visitorsin the UK.

In the top five, 3 fall into the categoryof online travelagency(OTA)or
metasearchsite. Theremainingtwo are local train carriersthat ŘƻƴΩǘ
competedirectlywith pricecomparisonandratingssites.

Othersitesin the top ten includethe tour operatorsTUIGroup(owner
of ThomsonHolidays),ThomasCookandFirstChoiceHolidays.

RyanairandSkyscannerranknearthe bottom of the list, indicatingthat
websiteswhichprovideairfarealonemaynot be aswell visitedin the
UKassitesthat offera full arrayof bookingoptions.
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So urces: 
ComScore, June 2015.

Travel websites ranked by visitors in the United Kingdom (UK) 
as of June 2015 (in 1,000 visitors)

This statistic displays a ranking of the 
leading trav el websites ranked by unique 

monthly  visitor (UMV) numbers in the United 
Kingdom (UK) during the month of June 2015. 

https://www.statista.com/topics/2704/online-travel-market/


UK ςDigital Travel Channels
Naturalsearchvoicesharein the UnitedKingdom(UK)in January2016of top travel-relatedwebsites
Thomascook.com, lastminute.com and Thomson.co.uk ranked highest for holiday-related websites. TripAdvisor.co.uk, lastminute.com and
expedia.co.uk rankedhighestfor hotel bookingswebsites. Skyscanner.net, cheapflights.co.ukandeasyjet.comrankedhighestfor flight booking-
relatedwebsites.

So urces: 
άIƻƭƛŘŀȅ Sector wŜǇƻǊǘέΣ January 2016, page 4, Greenlight Digital.

Includes only Google UK searches. 
** The share of natural search voice was calculated considering the share of keywords 

for which the website ranked in search results.
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UK ςDigital Travel Channels

So urces: 
Alexa Pro

*Similar Web

Site
Monthly Visits* 
(July2017)

Web Rank 
(In Country)

Bounce 
Rate

Average 
Time on 

Page
Top 5 Keywords 

Basic Demographics(Relative to 
general internet population)

Upstream traffic

Tripadvisor.co.uk 50.7M (+18%) #42 55.3% 3:20 min

1. Tripadvisor
2. Trip advisor

3. Premierinn
4. Restaurants near me

5. Travelodge

Å Majority with graduate education
Å Majority without children

Å Over-represented in USD$30k-$60k
income bracket

Å Majority between 25-34 years old

81%of traffic comes from search 
engines, 41% of people come from 

google.co.uk. Less than 1% traffic 
comes from social. Most referral 

traffic comes from Thomson.co.uk 
and holiday-pirate.

Skyscanner.net 28.1M(+12%) #95 24.1% 5:32 min

1. Skyscanner
2. Ryanair

3. Easyjet
4. Flights

5. skyscanner

Å Majority female
Å Majority with graduate education

Å Majority without children
Å Over-represented in USD $0-$60k

income bracket
Å Majority between 25-34 years old

39%of traffic comes from search, 
13% of people visiting come from 

google.co.uk. Less than 1% of 
traffic comes from social. Most 

referral traffic comes from 
vacation-bargains.co.uk (27%). 

Airbnb.co.uk 13.9M(+19%) #88 27.4% 9:05 min

1. Airbnb
2. Air bnb

3. Airbnb London
4. Airbnb uk

5. Airbnb amsterdam

Å Majority female
Å Over-represented by 25-34 year olds

Å Majority with graduate education
Å Majority make between USD $30k-

$60k

30% of traffic comesfrom search, 
30% of people comes from 

google.co.uk. Around 4.5% comes 
from social, with 84% of that from 

Facebook.

Ryanair.com 52.1M (+10%) #196 57.1% 4:17 min

1. Ryanair
2. Ryan air

3. Ryanaircheck in
4. Rayanair

5. Cheap flights

Å Majority female
Å Over-represented by 25-34 year olds

Å Majority with graduate education
Å Majority make between USD $0-

$60k

39% of traffic comes from search, 
5% of traffic comes from 

google.co.uk. About 2% comes 
from social, 78% of which comes 

from Facebook. 

Expedia.co.uk 10.0M(+32%) #205 35.4% 6:03 min

1. Expedia
2. Currencyconverter

3. Last minute
4. Lastminute

5. Expedia uk

Å Majority female
Å Over-represented by 25-44 year olds

Å Majority with graduateeducation
Å Majority without children

Å Majority make between USD $30k-
$60k

39% of trafficcomes from search, 
26% of traffic comes from 

google.co.uk. Less than 1% comes 
from social, 47% of which comes 

from YouTube, 43% from 
Facebook.

TheseDigital SellingPlatformsrepresent a selection of the top travel websites in this market. Theyincludewebsites that fall under the
categoriesof OTA,metasearch,comparisonandratingsandsuppliersites. Siteswereidentified througha reviewof publishedarticleson top
travel sites,depthinterviews,andfurtheranalysisusingAlexaandSimilarWebwherepossible.



UK ςDigital Travel Channels

So urces: 
Alexa Pro

*Similar WebTheseDigital SellingPlatformsrepresent a selection of the top travel websites in this market. Theyincludewebsites that fall under the
categoriesof OTA,metasearch,comparisonandratingsandsuppliersites. Siteswereidentified througha reviewof publishedarticleson top
travel sites,depthinterviews,andfurtheranalysisusingAlexaandSimilarWebwherepossible.



UK ςDigital Travel Marketing
Overview
Brits are now saying they have engagedwith up to 8 marketing
touchpoints, including paid search ads, holiday brochures, brand
website,travel reviewsitesandsocialmediaaccountsbefore makinga
traveldecision.

Thismayin fact underestimatethe numberof marketingtouchpoints,
as Expediareports that Brits go to travel websitesan averageof 121
timesin the 45daysleadingupto bookingatrip .

With ad spend in the sector outstripping growth, and the buying
process becoming increasingly complex, travel marketers face a
challengewhenit comesto attributingvalueto specificinitiatives.

Businessesshouldbe looking to connectwith potential customersand
travelers across a wide variety of channels. In the UK, this is
particularly important for younger audiences. Millennials and those
betweenthe agesof 18-24rely justasheavilyon socialmediaandblogs
for travelinspirationasontraditionalOTAsandtravelsearchengines.

So urces: 
ά¦Y IƻƭƛŘŀȅ tƭŀƴƴƛƴƎ ŀƴŘ .ƻƻƪƛƴƎ ¢ǊŜƴŘǎ wŜǇƻǊǘ нлмсΣέ aŜŘƛŀ IŀǿƪΦ

ά¢ǊŀǾŜƭŜǊǎ tŀǘƘǿŀȅ ǘƻ tǳǊŎƘŀǎŜ нлмсΣέ Expedia Media Solutions. 

Top UK Travel Blogs

Victoria BrewoodïPommie Travels
With over 48 countries under her belt, 
Victoria is a full-time blogger and 
freelance writer, updating her readers 
with snaps and reviews, as well as 
essential advice for solo travellers. She 
has over 22k Twitter followers and is 
ranked as one of the Top 10 UK Travel 
Blogs by Vuelio. 

The Whole World is a Playground is 
authored by couple and travelling 
companions, Elaine and Dave. With an 
ambitious goal to visit 15 countries a year, 
while working full-time in Ireland, they 
decided to create a travel blog to document 
all aspects of their travels and to prove that 
you can explore while chasing a career. 52k 
followers on Instagram and a Top 10 
ranked travel blog by Vuelio. 

https://info.advertising.expedia.com/hubfs/Content_Docs/Premium_Content/Study_Path to Purchase_Combined.pdf?t=1503008675499


UK ςExpert Spotlight

Sara Pastor
Managing Director, 
Destination Media, EMEA
ADARA, Inc.

How would you describethe current state of the
travelandtourismindustryin theUK?

UKis still one of the biggestand most advanced
markets in Europe alongside Germany, France.
People travel a lot, and there is a lot of
competitionfor travelers.

What are some emergingtrends you see in the
travelandtourismspacein thismarket?

Packagetravel is still important but Brits are
switchingto individualtravel via h¢!Ωǎ. Especially
true with theriseof short-haulairlines.

Short-haul airlines are opening more regional
hubs: Birmingham,Bristol,and thoseplacesget a
lot of traffic.

People are more aware of digital options,
marketers more aware of digital channels. UK
marketerstend to be very advancedin terms of
datausage,asseenin !5!w!Ωǎexperienceworking
with Programmatic.

How do people in the UK tend to make 
travel decisions? 

Brits travel to outrun bad weather: beach 
destinations are popular above all.

Travel tends to be organized far in advance, 
the perception is that if you miss the sales 
ŀŦǘŜǊ /ƘǊƛǎǘƳŀǎ ŦƻǊ ǎǳƳƳŜǊ ǘǊŀǾŜƭΣ ȅƻǳΩǾŜ 
missed the boat. In the same way, the end 
of summer is the best time to plan your 
Christmas holiday. The third most popular 
time for Brits to travel is Easter.

Last-minute travel popular with younger, 
more digital-savvy travelers.

How do these consumers typically research and 
purchase travel products? 

This completely on the type of traveler. 
Millennials use the internet to search for new 
things, with an emphasis on experience. They 
look at online videos, Instagram, social 
networks, etc. They even outright ask for 
suggestions from friends and connections 
through these channels. 

Older travelers might ask for recommendations 
from family through word-of-mouth. Older 
travelers also look for all-inclusive options from 
tour operators. TV reports are also an important 
source of travel research. They use online 
researchsources less frequently. 

What types of marketing channels influence travel and tourism behavior in this market? 

Video is very inspiring, now distributed mostly through social media. Video tends to be most 
effective in converting interest into booking. Facebook, Instagram are effective channels for 
distribution of marketing content, as well as on booking sites.



UK ςExpert Spotlight (continued) 

Sara Pastor
Managing Director, 
Destination Media, EMEA
ADARA, Inc.

Whatarethe biggestdigitaltravelchannelsin the UK?

TravelZoo, Secretescapes, Expedia,Booking,Skyscanner,
Kayak,TripAdviser. Packagetravelsites,e.g. Tui.

What key digital channels are used for purchasing
productsversusresearchingtravel?

Metasearches for research (SkyScanner, Kayak, Trip
Adviser). BookingandExpediafor purchasing.

Why are some channels more successful at attracting 
customers than others?

Choice is important: package websites make it difficult to 
compare, individualize. Travelers are likely to use three 
levels of searching: metasearch, OTA, and individual 
service provider (airline, hotel chain). 

Particular channels can be successful/popular for 
particular needs/campaigns. (E.g. luxury travelers use 
different booking methods than adventure travelers.)

What could be done better? 

Blanket awareness raising of a destination does not work. Too much competition 
means that you have to be focused on a key segment to not waste money. Timing is 
crucial: companies have to capitalize on the early bird bookers. Many travelers in UK 
still very conservative, for instance they travel to same beach every year. It is useless 
to target them, instead you have to find the right niche/targeted audience.

How do destination marketing organizations promote themselves effectively? 
What works well?

Very targeted campaigns that show the organization knows its target audience are 
most effective. Cosmopolitan travelers tend to be enticed by gastronomy, 
adventurers by adventure, seasoned travelers by newness and possibility, etc.

For example, Greece has worked hard to attract luxury travelers with specific 
branding and marketing to the wealthy. The United States has been targeting 
families, so the timing to book is different (more advanced), and channels for 
marketing to families are different. Spain is aiming to attract cosmopolitan travelers 
and has targeted just a few cities in the UK for urban travelers. 

It is crucial for the destination country to differentiate itself. Why Finland? Maybe as 
a stopover for farther travel (on to Asia, etc.). Maybe for some other reason. (Winter 
travel?) Uniqueness of experience should be the priority. Companies should also 
look to develop partnerships with airlines, other travel agencies, including OTAs. 



UK ςRecommendations
Overview
TheUKrepresentsa massivemarketfor travelcompanieslookingto reachnewaudiencesthroughdigitalchannels. 79%of British travellersbooked
their trips online, with only19%still usinga localtravelagent. Travelhabitsof millennialsandaroundresearchandbookingwill alsodrivecompanies
to cater their products towards this youngerdemographic. The pathway to purchasefor UK travelers (especiallymillennials)is becomingmore
complex,andcompaniesmustlookto connectwith potentialcustomersacrossasmanytouchpointsaspossible.

ChannelRecommendations

Investin paidsearchthroughGoogle,FacebookandInstagramto drivesearchtraffic
Å Majordigital travel channelsin the UKstill receivemostof their traffic from search. Acostaffectivewayof increasingUKtraffic to your companyor destinationis through

paidsearchadvertisingchannels,eitherGooglekeywordadsor targetedFacebookads.
Å 40% of UK millennials(18-24 yrs.) get travel inspiration through socialmedia,and 33% through blogs. As this population beginsto travel more frequently, it will be

important to inspirethemthroughpartnershipswith blogsandadvertisementsonsocial.

Partnerwith OTAsto promoteuniquelocationsandtimesof year
Å In the UK,OTAscompeteheadto headwith suppliersto capturemore traffic from potential customersand travelers. Considerpartneringwith an OTAlike Expediato

developaάCƛƴŘ¸ƻǳǊǎέcampaignfor yourcompanyor destination.

Partnerwith nichesuppliersandleadingtour operatorslikeAirbnbandThomasCook
Å Focuson buildingpartnershipswith nicheaccommodationsproviders(i.e. Airbnb)and leadingtour operators(i.e. ThomasCook). Airbnb is incrediblypopularin the UK,

and it is makinga big pushto promote location-specificactivitiesandwould be lookingfor uniquecontent. ThomasCookhasfew offeringsfor Finland(only Laplandin
Winter),but maybe opento expanding.



Germany

Key Points

Å Iw{ ƛǎ DŜǊƳŀƴȅΩǎ ƳŀƧƻǊ ŘƻƳŜǎǘƛŎ h¢!Σ 
competing directly with Booking and Expedia.

Å Online travel booking grew from 14% of all pre-
booked holidays in 2006 to 38% in 2016.

Å Germans still prefer to book holidays face-to-
face (41%) to booking online (38%). 20% prefer 
to make bookings over the phone.

Å A focus on safety will drive travel decisions over 
the next several years.

market-trends-to-watch/



Germany ςCountry Overview
Overview
Germanyis the fastest growing amongthe G7 states. 9ǳǊƻǇŜΩǎlargest
economyexpandedat the fastestrate in five years,showinggrowth of
1.9%in 2016.

Key Facts & Figures

GDP $3.5 trillion USD

GDP Growth 1.9%(2016)

Outbound Travel 83,008,000 trips (2014)

Total Outbound 
Expenditures

ϵ70.5 billionEuro (2013)

AverageExpenditure 
Per Trip (Outbound)

ϵ842 (2013)

Average Expenditure
Per Night (Outbound)

ϵ101

Population 80,722,792 (July 2016 est.)

Median Age 46.8 years 

Population Growth Decreasing-0.16% (2016 
est.)

Average GrossSalary ϵ44,400 (2016)

KeyTravelDrivers
Å Popularity of OTAs is increasing, traditional travel agencies are 

feeling pressured.
Å Average travel time is increasing.
Å Singles are most likely to spend time abroad.
Å Germans tend to stay the longest in Scandinavia.
Å Germans spend an average of 13.1 days on holiday in another 

European country.
Å 70% of all travel over 5 days was outside of Germany, the greatest 

percentage of which (36%) was to countries on the Mediterranean. 

So urces: 
FUR; January and February 2017.

http://www.fur.de/fileadmin/user_upload/RA_2017/RA2017_First_results_EN.pdf


Germany ςDigital Travel Landscape
Travelersstill preferpackageholidays,but that ischanging
Currentlythe packageholidayremainsthe most important form of holiday
organisationand the personalconversation,especiallyin travel agencies,
the most important bookingchannel. That being said, individual travel is
growingin popularity. (FUR; JanuaryandFebruary2017)

ά/ƻƴǎǳƳŜǊconfidence in digital shopping and payment methods is
increasing,whichissolidifyingDŜǊƳŀƴȅΩǎpositionasa leadingonlinetravel
ƳŀǊƪŜǘΣέsaysRalphMerten, Phocuswrightseniormarket analyst,Europe.
άIƻǿŜǾŜǊΣonlinepenetrationin Germanystill lagsthe Europeanaverage,as
manytravellersstill utilisetraditional travel agentsto bookpackagedtravel
andcruises.έ(Phocuswright2016)

So urces:
Statista

FUR; January and February 2017.
άDŜǊƳŀƴ hƴƭƛƴŜ DǊƻǎǎ .ƻƻƪƛƴƎǎ {ƻŀǊΣέ Phocuswright2016.

Digitalwill eventuallybecomemainstream
Germansare usingthe Internet to researchholidaysand to make travel
bookingsmore and more in recent years,but there is still a substantial
proportionof thepopulationthat prefersbooktraveloffline.

In 2016, Germansstill preferred to book holidays face-to-face (41%) to
bookingonline (38%). 20%prefer to makebookingsover the phone. (FUR;
JanuaryandFebruary2017)

This table shows the results 
of a survey of the use of the 
Internet to search for travel 
related information and to 
book travel online. In 2016, 
43% of the population in 
Germany had made a travel 
booking on the Internet. 

This table shows the most 
common ways of booking a 
hotel among Germans. In 
2016, 80% of Germans said 
they almost always or 
frequently made hotel 
reservations online. 

http://www.phocuswright.com/Travel-Research/Research-Updates/2016/German-Online-Gross-Bookings-Soar
http://www.fur.de/fileadmin/user_upload/RA_2017/RA2017_First_results_EN.pdf
http://www.phocuswright.com/Travel-Research/Research-Updates/2016/German-Online-Gross-Bookings-Soar


Germany ςDigital Travel Landscape
Focuson informativecontentfirst
For providers in the tourism industry, the question of how to
better reachcustomersisbecomingincreasinglyimportant.

Most Germansprefer informative and serious communication
about travel related content, rather than funny or emotional
content. Tourismprovidersshould therefore provide information
that givestouristsan impressionof what the holidaydestination
will looklike,andwhat there isto do at the destination.

SocialMediaKampagneςSouthAfricanTourismBoard
Thissocialmediacampaignis uniqueto digital marketingin the tourism
industry in Germany. Why?Quite simply,it takesa lot of courageto go
newways.

The South African Tourism Board and its marketing decisionmakers
demonstrated a far-sightednessin 2015/2016 and wanted to do
something new, something that was not yet available in tourism
marketingin Germany: a cross- mediacampaignthat fully reliedon the
power of socialmedia. At the centerof the campaignwasa campaign
page, on which there were always new actions under the hashtag
#DeinSüdafrika

Theresultswere impressive, more than10,000
amountswith the Hashtag#DeinSüdafrikawere
published,more than 2,500picture uploadson
the campaignsite and more than 8.8 million
campaign range achieved this social media
campaign.

So urces:
Statista

South Africa Tourism Board



Germany ςDigital Travel Channels
Largestportal operatorsdrivesalesin 2016
The largest digital selling platforms in Germanyin turnover are
Booking.com, Expedia.de and HRS.de. HRSis an outlier from the
groupbecauseit competesdirectlywith globalOTAslikeBookingand
Expedia,but it isa domesticGermanprovider.

Salesin the GermaneTravelmarket amount to ϵ31,548 million in
2017. Accordingto forecasts,a marketvolumeof ϵ39,952millionwill
be achievedin 2021; this correspondsto an annual growth rate of
6.1%(CAGR2017-2021).

Travelsupplierscontrolmorebusinessthan OTAs
Travelsupplierscontrolled 59%of the online travel market in 2016,
compared to just 41% for online travel agencies(OTAs). OTAswill
loseshareto travel providersin the comingyears,due to aggressive
efforts by suppliersin all segmentsto drivedirectonline bookings,as
well as pricing policy regulations in the hotel market that favor
suppliers. By 2020, h¢!ǎΩshareof the online market will fall to 38%
όάDŜǊƳŀƴOnlineGrossBookings{ƻŀǊΣέPhocuswright2016).

So urces:
Statista

άDŜǊƳŀƴ hƴƭƛƴŜ DǊƻǎǎ .ƻƻƪƛƴƎǎ {ƻŀǊΣέ tƘƻŎǳǎǿǊƛƎƘǘ 2016.



Germany ςDigital Travel Channels

So urces: 
Alexa Pro

*Similar Web

Site
Monthly 
Visits* (July

2017)

Web Rank 
(In Country)

Bounce 
Rate

Average 
Time on 

Page
Top 5 Keywords Basic Demographics Upstream traffic

expedia.de 4.34M (+10%) #401 39.0% 5:45 min

1. Expedia
2. Flüge

3. Flugbuchen
4. Hotel buchen

5. Billigermietwagen

Å Majority female
Å Majority with graduate education

Å Majority without children
Å High income, over-represented in USD

$60-$100k+income bracket

26%of traffic comes from 
search engines, 24% from 

google.de. Less than 1% traffic 
comes from social. Most 

referral traffic comes from 
trivago.de and reise-koala.de.

hrs.de 3.14M(+9%) #719 30.1% 4:41 min

1. hrs
2. hrs deals

3. hrs hotels
4. hrs.de

5. hrs hotel

Å Majority female
Å Majority with graduate education

Å Majority with children
Å Tend to make between USD $30-$60k or 

USD $100k+

31%of traffic comes from 
search, 29.8% of that comes 

from google.de. Less than 1% 
traffic comes from social. Most 

referral traffic comes from 
bambella.de and holidu.de.

ab-in-den-urlaub.de 3.66M(+11%) #344 28.2% 9:04 min

1. Ab in den urlaub
2. Urlaub

3. Last minute urlaub
4. Urlaubbuchen

5. Abindenurlaub

Å Majority female
Å Majority some or no college

Å Over-representedby 45-54 and 65+ 
year olds

Å Majority make between USD $60-$100k

62% of traffic comesfrom 
search, 42% comes from 

google.de. Around 2% comes 
from social, with 84% of that 

from Facebook.

check24.de 12.4M (+1.2%) #112 28.4% 7:51min

1. Check24
2. Check 24

3. Billigermietwagen
4. Check24 urlaub

5. rechtsschutzvericherung

Å Majority male
Å Over-represented by 35-44 and 45-55 

year olds
Å Majority with graduate education

Å Majority make USD $30-$60k

47% of traffic comes from 
search, 40% of traffic comes 

from google.de. Less than1% 
comes from social, 45% of 

which comes from Facebook.

airbnb.de 7.77M(+9%) #174 32.7% 8:39 min

1. airbnb
2. air bnb

3. rbnb
4. airbnbberlin

5. airbnbhamburg

Å Over-represented by 35-44 year olds
Å Majority with graduateeducation

Å Majority without children
Å Majority make USD $30-$60k

21% of trafficcomes from 
search, 23% of people come to 

airbnb.de from google.de. 
2.8% comes from social, 77% of 

which comes from Facebook.

TheseDigital SellingPlatformsrepresent a selection of the top travel websites in this market. Theyincludewebsites that fall under the
categoriesof OTA,metasearch,comparisonandratingsandsuppliersites. Siteswereidentified througha reviewof publishedarticleson top
travel sites,depthinterviews,andfurtheranalysisusingAlexaandSimilarWebwherepossible.



Germany ςDigital Travel Channels

So urces: 
Alexa Pro

*Similar WebTheseDigital SellingPlatformsrepresent a selection of the top travel websites in this market. Theyincludewebsites that fall under the
categoriesof OTA,metasearch,comparisonandratingsandsuppliersites. Siteswereidentified througha reviewof publishedarticleson top
travel sites,depthinterviews,andfurtheranalysisusingAlexaandSimilarWebwherepossible.



Germany ςDigital Travel Marketing
Overview
German travellers are becoming more technologically and
digitally savvy, but they still want personalised travel
information.

61%of Germanssaythat theyhavedoneresearchinto holiday
travel online, while only 43% say they have madea booking
online.

Top Germantravel blogs include TravelBook, ReiseReporter
and Abenteuer Reisen("Adventure and ǘǊŀǾŜƭέύΣDŜǊƳŀƴȅΩǎ
largest online travel magazine. These types of inspirational
publications are more popular for younger populations in
Germany,though someolder travelersmay also look to these
publicationsfor inspiration.

"Adventure and travel" is 
Germany's largest travel magazine 
with a clear focus on long-distance 
trips, city tours, lifestyle and outdoor 
activities. Ten times a year, they 
publish a report with large travel 
profiles from all over the world. 

The TRAVELBOOK editorial team provides 
exciting reports, service topics, the best tips and 
photo-dreams for dreaming to help finding the 
favourite destination and learn all about it. On 
their travel pages, they provide compiled 
information on the most important destinations in 
the world - a digital travel guide with useful facts 
and tips from the editors. 

Reise Reporter (ñTravel Agent 
Reportò) is an online travel guide and 
provides as well insider tips to 
inspire and offer you practical travel 
tips and travel recommendations. 



Germany ςExpert Spotlight

Tino Kapolka
HolidayCheck AG
Senior Business 
Analyst E-Commerce

Howwouldyoudescribethe currentstateof
the travelandtourismindustryin Germany?

άIf you compare the German touristic
industry with other industry sectorsȅƻǳΩƭƭ
see that the digitalization is not so
advancedyet. Agood exampleis that a lot
of the classicalpackageholidaysarebooked
offline in travel agencies. In addition you
can consider that the number of travel
agenciesŘƛŘƴΩǘdecreasea lot in pastyears.
Comparedto other industry sectorsis the
personalconsultationveryimportant for the
customer.

Anothercomponent,which is not soacute
but still important, is safety. If you look at
the book pay of turkey you can observe
that thenumberof the bookingsdecreased
a lot compared to 2 or 3 years ago. In
generalit canbesaidthat peoplewho want
to booka classicpackageholidayliketo be
advisedpersonal.ά

Whataresomeemergingtrendsyouseein the
travelandtourismspacein thismarket?

ά¢ƘŜdigital trend startedbut is still reallyfar
from being completed. Individual touristic
servicessuchas bookingflights or hotels are
mostly booked online. Classical package
holidays,which familiesbook everyyear,are
mostlybookedoffline in localtravelagencies.
A coming trend could be chat boards and
voicesearch. LǘΩǎstarting that peopletry and
areexperimentingto searchfor trips by voice
search. Thisis not an establishedtrend in the
marketyet.

Apart from that are relatively simple topics
who makeproblems. Thequality of data is a
big theme. The prices and offers are not
stabile. Sothe price is changinganddealsget
out of stock. Thisproblemexistsfor 10 years
and we still ŘƻƴΩǘhavea solution for that.
AccordinglyƛǘΩǎeasierto go to a travelagency
andtheydo the work for you.ά

How do people in Germany tend to make travel 
decisions? 

άLǘΩǎ ǘƘŜ ǎǳƳƳŀǘƛƻƴ ƻŦ ǇŜǊǎƻƴŀƭ ǇǊŜŦŜǊŜƴŎŜǎ. 
Firstly people exclude travel destinations in terms 
of safety and political conditions. They ask 
themselves ΨŘƻ I feel save in this countryΚΩ and 
ΨƘƻǿ do I deal with the political circumstances 
over thereΚΩ If we take the example Turkey again: 
¢ǳǊƪŜȅ ƛǎ ƪƛƴŘ ƻŦ ǎŀŦŜ ōǳǘ ǘƘŜ ǇŜƻǇƭŜ ŘƻƴΩǘ ǿŀƴǘ 
to go there because of the political differences. 
{ƻ ǘƘŜ ŦƛǊǎǘ ǎǘŜǇ ƛǎ ǘƻ ŜȄŎƭǳŘŜ ŎƻǳƴǘǊƛŜǎ ȅƻǳ ŘƻƴΩǘ 
feel comfortable with. After that people set their 
budget.  After the exclusion process people 
classically focus on their budget. They try to get 
the best result out of their own budget. Within 
this they try to get the most stars hotels, the 
nicest rooms, preferring direct flights and get a 
nice location.So in general people try to get the 
maximal performance out of their budget. Also, 
people like to send a mail or go directly to a 
travel agency and give information how long they 
want to fly away, if they want to spend their 
vacation at the beach and which budget they 
want to spend. According to this the agency gives 
ǘƘŜƳ ŀ ǇŜǊǎƻƴŀƭ ƻŦŦŜǊ ƻŦ ǾŀŎŀǘƛƻƴ ǾŀǊƛŀǘƛƻƴǎΦέ



Germany ςExpert Spotlight (continued)

Tino Kapolka
HolidayCheck AG
Senior Business 
Analyst E-Commerce

What types of marketing channels influence travel 
and tourism behavior in this market? 

ά¢ƘŜǊŜ ƛǎ ŀ ŎƘŀƴƎŜ ōŜŎŀǳǎŜ ƻŦ ǘƘŜ ƛƴǘŜǊƴŜǘΣ ōǳǘ 
ƛǘΩǎ ŘŜŦƛƴƛǘŜƭȅ ƴƻǘ ǘƘŀǘ ōƛƎ ŀǎ Ƙƻǿ ǇŜƻǇƭŜ ōŜƭƛŜǾŜΦ 
¢Ƙƛǎ ƛǎ ǇŀǊǘƭȅ ŘǳŜ ǘƻ ǘŜŎƘƴƻƭƻƎȅΣ ōŜŎŀǳǎŜ ƛǘΩǎ ƘŀǊŘ 
to show certain points in the online platforms. If a 
family with two kids want to book two separate 
ǊƻƻƳǎΣ ƛǘΩǎ Ƴƻǎǘƭȅ ƴƻǘ ǇƻǎǎƛōƭŜ ŦƻǊ ǘƘŜ ƻƴƭƛƴŜ ǇƻǊǘŀƭ 
to do. In addition, customer requirements 
regarding the baggage (surfboard), flight times or 
other individual services can not be fulfilled by the 
online portal. These points are very difficult to 
map online and can be perceived more 
conveniently in travel agencies. The future idea 
ƻŦ ƻƴƭƛƴŜ ōƻƻƪƛƴƎǎ ƛǎ ǘƘŀǘ ǘƘŜ ŎǳǎǘƻƳŜǊ Ŏŀƴ ǎŀȅ 
which hotel they want, what kind of a transfer, 
which additional services and specific luggage 
need to be transported. After that appears an 
individualized product with regard to the 
customer. Due to the technical possibilities, this 
can unfortunately not be surveyed yet in the 
online marketΦέ

What are the biggest digital travel platforms in 
Germany? 

άLŦ ǘƘŜ ǇŀŎƪŀƎŜ ǘƻǳǊǎ ŀǊŜ ǘŀƪŜƴ ŀǎ ŀ ŎǊƛǘŜǊƛƻƴΣ 
then it is HolidayCheck, Check24, Ab-in-den-
Urlaub, Expedia.de, Opollo.de and Weg.de. 
These are the largest travel platforms when it 
ŎƻƳŜǎ ǘƻ ǇŀŎƪŀƎŜ ǘƻǳǊǎΦ !ǎ ǎƻƻƴ ŀǎ ƛǘΩǎ ŀōƻǳǘ 
booking a hotel or flight, booking.com and 
expedia.de are the pioneers in my opinion. What 
recently also has become a standard, is Airbnb. 
So everything what has to do with "sharing 
economy" has become larger. Through this trend 
you can book a private room instead of booking 
a hotel room. This is more a substitute for 
hotels, and less competition for package 
ƘƻƭƛŘŀȅǎ ƛƴ ǎǳƳƳŜǊΦέ

Which key digital channels are used for 
purchasing products versus researching trips? 

ά²ƘŜƴ ƛǘ ŎƻƳŜǎ ǘƻ ƛƴŦƻǊƳŀǘƛƻƴΣ Google 
remains the consumer's starting point. And 
then there are quite different websites, as 
Google's studies also show, that the 
consumer is on 15 different platforms before 
deciding on a trip.Besides that you can read 
reviews on Google, view pictures of the 
surroundings and the hotels and read 
different descriptions. A larger factor, 
however, is also the social surrounding. 
Information and reviews  from friends and 
families can be really influencing. In 
conclusion it can be said, the pool of 
information is very scattered. There is no 
specific medium where you go to get all 
ƛƴŦƻǊƳŀǘƛƻƴΦέ



Germany ςExpert Spotlight (continued)

Tino Kapolka
HolidayCheck AG
Senior Business 
Analyst E-Commerce

Why, in your opinion, are some channels more successful at attracting consumers than others?

"Marketing! There are online channels like Trivago, which are extremely present. On the other 
side, "consumer experience" on the website itself is very important. Because of that, customers 
get back a second or third time on the website. 
A parade example is booking.com, which does it very well. The content, the pictures and the 
descriptions give the customer a good feeling. The consumer can get an idea of everything and 
even after booking, the customer receives information, which makes them feel very well advised.

After experiences like that, the customer comes back to the platform to book the next trip. 
When it comes to booking flights, Kayak, Skyscanner and Swoodoomake life easier for the 
customer. In the search engine, the most favorable variants are shown in comparison and people 
do not have to look for the most favorable variant on 15 different platforms. For flights, the 
ŎƻƳǇŀǊƛǎƻƴ ƛǎΣ ƻŦ ŎƻǳǊǎŜΣ ƳǳŎƘ ŜŀǎƛŜǊ ǘƘŀƴ ǿƛǘƘ ŎƻƳǇƭŜȄ ǇŀŎƪŀƎŜ ǘƻǳǊǎΦέ



Germany ςExpert Spotlight

Michael Buller
VerbandInternet 
ReisevertriebseV (VIR)
Board Member

How would you describe the current state of 
the travel and tourism industry in Germany?

άThe Germans are still traveling equally well. 
It  has not changed very much. The travel 
behavior of the Germans has become or has 
remained fairly stable in recent years. The 
destination distribution has changed. In the 
issue of Turkey - Spain, Greece, Portugal and 
Croatia have profited enormously.Now it is so, 
that the destinations have become relatively 
dense, and because it is so favorable in Turkey, 
some Germans visit Turkey again. ά

What are the biggest digital travel platforms in 
Germany? 

ά¢Ƙƛǎ ƛǎ ŘŜǇŜƴŘƛƴƎ ƻƴ ǘƘŜ ǎŜƎƳŜƴǘΦ ²ƘŜƴ ƛǘ 
comes to the hotel sector, it should be 
Booking.com and HRS.de. But also Expedia.de 
would I count. When it comes to package 
tours, it should be HolidayCheck and 
/ƘŜŎƪнпΦέ 

What are some emerging trends you see in the 
travel and tourism space in this market? 

άIndividual travel is becoming more and more 
popular. This means that customers assemble 
their own trips. Another trend are cruises in 
Germany. But there is still the capacity 
problem and there are more ships built. The 
Chinese market is quite exciting and is slowly 
coming to Europe. The Asian portal ΨCtripΩ is 
becoming more and more popularΦέ

What are some emerging trends you see in 
the travel and tourism space in this market? 

άLƴŘƛǾƛŘǳŀƭ ǘǊŀǾŜƭ ƛǎ ōŜŎƻƳƛƴƎ ƳƻǊŜ ŀƴŘ ƳƻǊŜ 
popular. This means that customers assemble 
their own trips. Another trend are cruises in 
Germany. But there is still the capacity 
problem and there are more ships built. The 
Chinese market is quite exciting and is slowly 
ŎƻƳƛƴƎ ǘƻ 9ǳǊƻǇŜΦ ¢ƘŜ !ǎƛŀƴ ǇƻǊǘŀƭ ΨCtripΩ ƛǎ 
ōŜŎƻƳƛƴƎ ƳƻǊŜ ŀƴŘ ƳƻǊŜ ǇƻǇǳƭŀǊΦέ

How do consumers typically research and 
purchase travel products? 

"90% of all travel starts on the Internet and 
then it is considered whether they book online 
or offline. But about 50% of all trips are booked 
via digital channels. Short trips are mostly 
booked online and long trips are booked in 
travel agencies. We are sure that we will 
overtake the travel agencies this year."

What types of marketing channels influence 
travel and tourism behavior in this market?

άWǳǎǘ ƴƻǿ ƛǘΩǎ DƻƻƎƭŜΦ ¢ƘŜȅ ŀǊŜ ƴƻǿ ŜƴǘŜǊƛƴƎ 
the tourism market and makes a big 
competitions to all other platforms. Most of all 
because they have more information from the 
customer than any traditional travel 
ǇƭŀǘŦƻǊƳǎΦέ



Germany ςExpert Spotlight (continued)

Michael Buller
VerbandInternet 
ReisevertriebseV (VIR)
Board Member

Why, in your opinion, are some channels more successful 
at attracting consumers than others? 

"It always depends on whether they are beneficial to the 
customerΦά

Do you have experience with promotional campaigns that 
focus on marketing specific destinations or product types?

άYes, Norway, Austria, Sweden and HamburgΦέ

How do these organizations tend to promote themselves? 

άThey make an unconscious positive impression on people 
from other countries, especially when it comes to political 
or environmental issues. It does not always have to be 
about travelΦά

What have you seen that works well? 

άbƻǊǿŀȅ ƛǎ ŘƻƛƴƎ ǾŜǊȅ ǿŜƭƭ ŀƴŘ ƛǎ ŀƴ ŜȄǇŜǊǘ ƛƴ twΣ ŦƻǊ ŜȄŀƳǇƭŜ ƛǘ 
has left a positive impression in people that they made an 
ŀƴƴƻǳƴŎŜƳŜƴǘ ǘƘŀǘ ŦǊƻƳ нлнл ƻƴƭȅ ŜƭŜŎǘǊƛŎ ŎŀǊǎ ŀǊŜ ŀƭƭƻǿŜŘΦέ

Which digital channels do these campaigns tend to use most 
frequently? Why? 

ά¢ƘŜȅ ǳǎŜ ǎƻŎƛŀƭ ƳŜŘƛŀ ŎƘŀƴƴŜƭǎ ƭƛƪŜ LƴǎǘŀƎǊŀƳΣ CŀŎŜōƻƻƪΣ ǘǊŀǾŜƭ 
bloggers of YouTube and classical PR media. So it is a mix of a lot 
ƻŦ ŎƘŀƴƴŜƭǎ ǘƻ ǊŜŀŎƘ ŀǎ Ƴŀƴȅ ǇŜƻǇƭŜ ŀǎ ǇƻǎǎƛōƭŜΦέ



Germany ςRecommendations
Overview
DŜǊƳŀƴȅΩǎdigital travel market is set for growth, thoughit will be constrainedby the continuedreluctanceto stepawayfrom face-to-facebooking
andbrick-and-mortar travelagencies. Germansstill prefer to bookholidaysface-to-face(41%) to bookingonline(38%). 20%prefer to makebookings
overthe phone. YoungerGermansare interestedin travellingindividually,andmanyof themare moreopento purchasingthroughthe internet and
viamobile.

ChannelRecommendations

Positionproductsandservicesto alignwith GermanǘƻǳǊƛǎǘǎΩinterest in safety
Å Uselanguageandimageryinadvertisingandmarketingthat alignswith DŜǊƳŀƴǎΩinterestinsafety.

Partnerwith leadingOTAportalsHRS,BookingandExpediato drivethe mosttraffic
Å Major OTAsarethe keychannelsdrivingboth researchandbookingof travelin Germany. Expandyoureffortsto partnerwith theseportals.

Lookto InstagramandsocialmediasiteslikeYouTubeto engagewith youngerGermans
Å Socialmediawill be a keyareaof growth in the travel sector,especiallyamongyoungerGermans. Partnerwith thought-leadersand influencerson major socialmedia

channelslikeSnapchat,InstagramandTwitterto increasebuzzaroundyourproductor service.



Netherlands

Key Points

Å Booking.com is the top OTA used by Dutch 
travelers, Skyscanner.nl is the leading search site.

Å TripAdvisor.nl and Zoover.nlare most used 
comparison sites driving search traffic among 
Dutch travelers.

Å Accommodation supplier Airbnb is growing in 
popularity among Dutch users, TUI remains a 
major player in the tour market.

Å Over 50% of Dutch travelers book their holidays 
online, while only a small percentage (13%) will 
use a travel agency.



Netherlands ςCountry Overview
Overview
TheNetherlandsis the sixth-largest economy in the EuropeanUnion,
plays an important role as a Europeantransportation hub, with a
persistentlyhightradesurplusandlow unemployment.

Key Facts & Figures

GDP $870.8 billion (2016 est.)

GDP Growth 2.1% (2016 est.)

Outbound Travel 30,600,000 trips (2016)

Total Outbound 
Expenditures

ϵ18.4 BillionEuro (2016)

AverageExpenditure 
Per Trip (Outbound)

~ USD $445 

Average Expenditure
Per Night (Outbound)

~ USD $98

Population 17,016,967 (July 2016 est.)

Median Age 42.5 years 

Population Growth Increasing 0.4% (2016 est.)

Average GrossSalary $50,800 (2016 est.)

KeyTravelDrivers
Å Dutch travelers mainly book online through OTAs.
Å Over 80% of the population takes annual holidays.
Å Rest / recreation, sun & beach and visiting friends and relatives are key 

factors influencing their holiday choice. Nature is also a bigger 
influence than in many other EU countries.

Å Domestic holidays tend to be shorter (over half under 5 days), 
outbound holidays tend to be longer (half over 9 days)

Å Younger Dutch travelers are especially interested in active and 
adventurous holidays.

Å Dutch travelers show different spending behavior across continents, 
with a clear preference for total package deals in Africa and 
ΨŀŎŎƻƳƳƻŘŀǘƛƻƴ ƻƴƭȅΩ ƛƴ 9ǳǊƻǇŜΦ

So urces: 
Netherlands Profile, CIA World Factbook. 

άNetherlands Visitor CharacteristicsΣέ ±ƛǎƛǘ .ǊƛǘŀƛƴΦ
άTravel Tomorrow Report 2015Σέ /ŀǇƎŜƳƛƴƛΦ  

https://www.cia.gov/library/publications/the-world-factbook/geos/nl.html
https://www.visitbritain.org/markets/netherlands
https://www.anvr.nl/publicatie/TravelTomorrow_Report_Appendix-2944.pdf


Netherlands ςDigital Travel Landscape

Overhalf of Dutchtravelersbooktheir holidaysonline
The Internet has become the main vehicle for the Dutch to plan and book their 
holidays. With 89% of Internet penetration, the vast majority of the Dutch 
population has access to the web and as a result, over 50% of Dutch travelers 
book their holidays online. Only a small percentage (13%) will use a travel 
agency -ǳǎǳŀƭƭȅ ŀǎ ŀ ƭŀǎǘ ǊŜǎƻǊǘ ƛŦ ǘƘŜǊŜΩǎ ƴƻ ƻǘƘŜǊ ƻǇǘƛƻƴΦ wŜŀŘƛƴƎ ǊŜǾƛŜǿǎ ƛǎ 
also becoming popular among Dutch travelers, with some of the most visited 
websites being vakantiereiswijzer.nl, vakantieadvies.org and TripAdvisor.

Dutchtravelersaredigitallysavvy
Dutch travelers mainly book online via diverse travel portals, taking into
account price and offer differentiations and safety of payment, as well as
existence of different payment channels and track-record of the
portal/travel/tourismagency.

Dutchtravelerstend to be loyal to a travel agent/tour operator whom they
havecollaboratedwith and tend to usetheir websitesasa starting point for
booking travel online. Theyalsotend to not stickonly to domesticproviders
but havean openviewon the travel/tourist market by beingable to identify
the exact,mostlytailor-madeoffer theycanfind.

So urces: 
Statista

Eurostat
Statistisches Amt der Europäischen Union
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Netherlands ςDigital Travel Landscape
Digital payment is a major driver of adoption
The Dutch ecommerce industry was worth 16.1 billion euros in 2016. 
According to the Ecommerce Foundation, the industry is expected to 
increase by 12.1 percent to reach 18 billion euros in 2017. Based on the 
Central Agency for Statistics, online sales in the Netherlands account for 
about 11% of total retail sales.

The Dutch like to pay with iDEAL, an online payment method developed by 
the Dutch banking community.Among the other popular online payment 
methods in the Netherlands are PayPal, MasterCard and VISA. Popular post-
payment methods are AfterPay, Acceptgiro(Giro transfer) and Klarna.

So urces: 
The Ecommerce Foundation

Centraal Bureau voor de Statistiek (Central Agency for Statistics)

Travel & tickets are the largest category in Dutch ecommerce
The most popular product categories in Dutch ecommerce are travel & tickets (38.96%), followed by telecommunication (12.82%), 
consumer electronica (7.84%), computer hardware and software (7.57%), clothing and shoes (7.48%) and media (6.36%).

More than 11 million Dutch have at least once bought something online. This is 92% of all active internet users in that country. In 2013 
about 10.3 million Dutch people ordered something online, according to CBS. In total there were 46 million online orders placed, a growth 
of 10% compared to the same period one year ago.And in 2015 research showed there were 11.76 million people (aged 15 years or older) 
who shopped online during the first half of 2014.



Netherlands ςDigital Travel Landscape

So urces: 
Statista

Centraal Bureau voor de Statistiek (Central Agency for Statistics)
NBTC Holland Marketing; Centre of Expertise Leisure, Tourism & Hospitality (CELTH) 

NederlandsResearch InstituutvoorRecreatieen Toerisme(NRIT) Media
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While young travelers tend to book holidays 
online more frequently than those of older 
generations, older generations of Dutch 

travelers are embracing online travel quickly.

Dutch citizens take more long-haul holidays 
than short-haul ones. They are also more likely 

to take holidays in the Summerthan in the 
Winter.



Netherlands ςDigital Travel Channels
DigitalChannelOverview
Thekey digital travel platforms in the Netherlandsfor generaltourism
and travel are the OTABooking.comand searchsitesSkyscanner.nl and
Tripadvisor.nl. On the supplier side (airlinesand hotels), top websites
includeKlm.com,Ryanair.com,Airbnb.nl aswell aswell establishedOTAs
(Booking.comandTrivago.nl).
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Bookit/Weekendjeweg.nl

Revenue in million euros

Top 10 travel agencies in the Netherlands in 2015, by revenue 
(in million euros)

So urces: 
Statista

Eurostat
Statistisches Amt der Europäischen Union

SimilarWeb

The statistic i l lustrates the top 10 

tour operators in the Netherlands 

in 2015, by revenue. As of 2015, 

TUI Netherlands had a revenue 

of roughly 1.1 bil lion euros, which 

made them the biggest tour 
operator based on revenue.

Accommodation & Hotels Airlines & Airports

General TourismGeneral Travel

Top travel websitesin 
the Netherlands 

taken from 
SimilarWeb, ranked 
by share of traffic.



Netherlands ςDigital Travel Channels

So urces: 
Alexa Pro

*Similar Web

Site
Monthly Visits* 
(July2017)

Web Rank 
(In Country)

Bounce 
Rate

Average Time 
on Page

Top 5 Keywords Basic Demographics Upstream traffic

tripadvisor.nl 3.63M(+21%) #241 50.1% 3:31min

1. TripAdvisor
2. Restaurants in de Burt 

3. Restaurant
4. Restaurant Rotterdam

5. Hoanggia

Å Those with graduate level 
education are over-represented

Å 45-55 year oldsover-represented
Å Majority without children

Å Majority make USD$30-$60k

58%of traffic comes from 
search engines, 48% from 

google.nl. About 2% from 
Facebook and 2% from 

Booking.com. 

zoover.nl 1.93M (+16%) #655 50.2% 2:53 min

1. Weerzooveroldeberkoop
2. Zoover

3. Preston palace
4. Nederlandweerzoover.nl

5. Veluwsebron

Å Those with college and graduate 
education are over-represented

Å Majority make USD $30-$60k
Å Majority between 45 and 64

46%of traffic comes from 
google.nl. About 3.3% comes 

from weeronline.nl. Only .95% 
comes from social.

corendon.nl 962.58K (+31%) #992 33.5% 6:02 min

1. Corendon
2. Vakantie

3. Mijn corendon
4. All inclusive

5. Correndon

Å Majority without children
Å Majority make USD $30-$60k

52% of traffic comesfrom 
search, though only 29.8% 

comes from google.nl. Around 
2.8% comes from social.

tui.nl 2.45M (+10%) #322 36.4% 6:00 min

1. Tui
2. Tuifly

3. Kras
4. Mijn tui

5. Tui reizen

Å Majority female
Å Over-represented by 25-34 and 

45-55 year olds
Å Majority with graduate education

Å Majority make USD $30-$60k

43% of traffic comes from 
search, with 29.8% coming 

from google.nl. Around3% 
comes from social, 2.5% of 

which comes from Facebook.

airbnb.nl 2.4M(+25%) #211 26.7% 8:52 min

1. Airbnb
2. AirbnbAmsterdam

3. Air bnb
4. Rbnb

5. Airbnb nederland

Å Over-represented by 25-34 and 
45-55 year olds

Å Majority with graduateeducation
Å Majority without children

Å Majority make USD $30-$60k

25% of trafficcomes from 
search, 29% of which comes 

from google.nl. 2.7% comes 
from social, 5% of which comes 

from Facebook.

TheseDigital SellingPlatformsrepresent a selection of the top travel websites in this market. Theyincludewebsites that fall under the
categoriesof OTA,metasearch,comparisonandratingsandsuppliersites. Siteswereidentified througha reviewof publishedarticleson top
travel sites,depthinterviews,andfurtheranalysisusingAlexaandSimilarWebwherepossible.



Netherlands ςDigital Travel Channels

So urces: 
Alexa Pro

*Similar WebTheseDigital SellingPlatformsrepresent a selection of the top travel websites in this market. Theyincludewebsites that fall under the
categoriesof OTA,metasearch,comparisonandratingsandsuppliersites. Siteswereidentified througha reviewof publishedarticleson top
travel sites,depthinterviews,andfurtheranalysisusingAlexaandSimilarWebwherepossible.



Netherlands ςDigital Travel Marketing
Overview
Given the high level of internet penetration and the high
adoptionof socialmediaacrossthe country,it is easyto see
why manyDutch travelers look for travel inspiration acrossa
widevarietyof sitesandsources.

Dutch travelers trust the opinion of their peers and are
increasingly making use of peer-to-peer content when
lookingfor travel inspiration. Companiesshouldleverageand
build on such content as part of their professionaltravel
advicein order to makea compellingcase. TheTripAdvisor
ΨŎŜǊǘƛŦƛŎŀǘŜǎofŜȄŎŜƭƭŜƴŎŜΩareagoodexampleof doingthis.

Celine Elsa is a 26 year old Dutch travel 
and lifestyle blogger on her site Global 
Jungle. In January 2016 she gave up 
her apartment to become a full-time 
digital nomad. She now travels all over 
the world while working online. She has 
18k Instagram followers and over 1,200 
YouTube subscribers. 

The Travel Tester is a travel and lifestyle 
magazine encouraging you to try new things. 
Started by a Dutch couple currently living in 
London. They have around 7k followers on 
Twitter and nearly 6k followers on Instagram. 

So urces: 
άTravel Tomorrow Report 2015Σέ /ŀǇƎŜƳƛƴƛΦ  

Dutch Travel Blogs

https://www.anvr.nl/publicatie/TravelTomorrow_Report_Appendix-2944.pdf


Netherlands ςExpert Spotlight 

PimDopheide
Head of Knowledge Centre 
άaǳƭǘƛŦǳƴŎǘƛƻƴŀƭ Leisure and 
¢ƻǳǊƛǎƳ hǊƎŀƴƛȊŀǘƛƻƴǎέ
NHTV Breda University of Applied 
Sciences

How would you describe the current state of the travel and tourism industry in the Netherlands? 

According ǘƻ ǘƘŜ ŜȄǇŜǊǘ ƛƴǘŜǊǾƛŜǿŜŘ ǘƘŜ ŎǳǊǊŜƴǘ ǎǘŀǘŜ ƻŦ ǘƘŜ ǘǊŀǾŜƭ ŀƴŘ ǘƻǳǊƛǎƳ ƛƴŘǳǎǘǊȅ ƛƴ ǘƘŜ bŜǘƘŜǊƭŀƴŘǎ Ŏŀƴ ōŜ ŘŜǎŎǊƛōŜŘ ŀǎ άŀƴ ƛŘŜal 
ŘŜǎǘƛƴŀǘƛƻƴ ŦƻǊ ǎƘƻǊǘ ōǊŜŀƪǎέΦ !ǎ ƘŜ ǎǘŀǘŜǎ ǘƘŜǊŜ ŀ ƭƻǘ ƻŦ ƘƛǎǘƻǊƛŎŀƭ ŀƴŘ ŎǳƭǘǳǊŀƭ ǇƭŀŎŜǎΣ ǿƘƛŎƘ ǇǊƻǾƛŘŜ ŘƛǾŜǊǎŜ ƻǇǇƻǊǘǳƴƛǘƛŜs both for the 
5ǳǘŎƘ ǘǊŀǾŜƭƭƛƴƎ ǇŜƻǇƭŜ ŀǎ ǿŜƭƭ ŀǎ ŦƻǊ ǘƘŜ ƛƴǘŜǊƴŀǘƛƻƴŀƭ ǘƻǳǊƛǎǘǎΣ άƘŜǊŜ ŀǊŜ ǘƘŜ 5ǳǘŎƘ ƻǇǇƻǊǘǳƴƛǘƛŜǎέΣ ǎŀȅǎ PimDopheideΦ ά¢ƘŜ ƛƴǘŜǊƴŀǘƛƻƴŀƭ 
tourists are usually coming to the Netherlands for 3-4 nights and then moving to another European destination ςChinese, Japanese, in 
ƎŜƴŜǊŀƭ !ǎƛŀƴ ǘƻǳǊƛǎǘǎ ŀǎ ǿŜƭƭ ŀǎ ǘƻǳǊƛǎǘǎ ŎƻƳƛƴƎ ŦǊƻƳ ǘƘŜ ¦{έΦ 

In the opinion of Mr. Dopheideŀƴ ƛƳǇƻǊǘŀƴǘ Ƙǳō ƛƴ ǘƘŜ bŜǘƘŜǊƭŀƴŘǎ ƛƴ ǘŜǊƳǎ ƻŦ ǘǊŀǾŜƭ ŀƴŘ ǘƻǳǊƛǎƳ ƛǎ {ŎƘƛǇƘƻƭ ŀƛǊǇƻǊǘΦ ά¢ƘŜǊŜ ŀǊŜ ŀ ƭƻǘ ƻŦ 
tourists coming there, which is very goodΦέ

ά²ƘŜƴ ǿŜ ƭƻƻƪ ǘƻ ǘƘŜ ǘƻǳǊ ƻǇŜǊŀǘƻǊǎΣ ǘƘŜ ōƛƎƎŜǎǘ ǘƻǳǊ ƻǇŜǊŀǘƻǊǎ ƛƴ ǘƘŜ ŎƻǳƴǘǊȅ ŀǊŜ ¢¦L ŀƴŘ NeckermannέΣ ǿƘƛŎƘ ǎǘŀǊǘŜŘ ŀǎ 5ǳǘŎƘ 
businesses but later on became international. Here it has to be mentioned that the netto margins are really thin, less than 1%, which is 
very interesting to be noted since this was not the case not more than 5 years ago. The only reason according to the expert for such big 
tour operators to still be on the market and to be able to survive is the volume. The future now is in specialized tourism offerings, in 
themed tourism, which also these big tour operators are now trying to find their role into.

When talking about the rest of the travel agencies/tour operators in the Netherlands, they are predominantly small or medium-sized 
ŎƻƳǇŀƴƛŜǎ ŀƴŘ άǿƘŀǘ ǘƘŜȅ ƻŦŦŜǊ ŀǊŜ ǘŀƛƭƻǊ-ƳŀŘŜ ǊŜǎŜǊǾŀǘƛƻƴǎΣ ǇŀŎƪŀƎŜǎ ŀƴŘ ǇǊƻŘǳŎǘǎέΦ 

ά¢ƘŜ ƳŜŘƛǳƳ ƎǊƻǳǇ όƴƻǘ ǘƘŜ ōƛƎ ǘƻǳǊ ƻǇŜǊŀǘƻǊǎΣ ƴŜƛǘƘŜǊ ǘƘŜ ǎƳŀƭƭ ƻǊ ǘƘŜ ǎǇŜŎƛŀƭƛȊŜŘ ƻƴŜǎύ ƘŀǾŜ ŀ ŘƛŦŦƛŎǳƭǘ ǘƛƳŜ ǘƻ ǎǳǊǾƛǾŜέΣ ǎaysPim.



Netherlands ςExpert Spotlight (continued) 

PimDopheide
Head of Knowledge Centre 
άaǳƭǘƛŦǳƴŎǘƛƻƴŀƭ Leisure and 
¢ƻǳǊƛǎƳ hǊƎŀƴƛȊŀǘƛƻƴǎέ
NHTV Breda University of Applied 
Sciences

What are the emerging trends you see in the travel and tourism space in Holland?

ÅάtƘƻƴŜǎ ŀǊŜ ǘƻ ōŜ ǳǎŜŘ ƳƻǊŜ ŀƴŘ ƳƻǊŜ ŦƻǊ ōƻƻƪƛƴƎǎέ ςbasically people make their reservations on their smart phones, using different 
websites or directly applications. This trend is going to further grow since thus the life of the consumer is being made easier as well as 
ǘƘŜ ǘƛƳŜ ƻŦ ǘƘŜ ǊŜǎǇŜŎǘƛǾŜ άōǳȅŜǊέ ƛǎ ǳǎŜŘ Ƴƻǎǘ ŜŦŦƛŎƛŜƴǘƭȅΦ

Åά/ƻƳǇŀƴƛŜǎ Ǉǳǘ ƳƻǊŜ ŜŦŦƻǊǘ ƛƴ ǘƘŜ ŎǳǎǘƻƳŜǊέ- here the expert basically shares that the companies make specific use of big data, thus 
ǇŜǊǎƻƴŀƭƛȊƛƴƎ ǘƘŜƛǊ ƻŦŦŜǊǎ ǘƻ ǘƘŜ ǊŜǎǇŜŎǘƛǾŜ ŎƻƴǎǳƳŜǊ ŀƴŘ ǇǊƻǾƛŘƛƴƎ άƘƻƭƛŘŀȅǎ ƻƴ ŘŜƳŀƴŘέΦ ά¢ƘŜ ǇǊƻŘǳŎǘ ŘƻŜǎ ƴƻǘ ŎƻƳŜ ŦƛǊǎǘΣ ƴow you 
Ŏŀƴ ōƻƻƪ ŀ ǎǇŜŎƛŀƭκƛƴŘƛǾƛŘǳŀƭ ǘǊƛǇΦέ

ÅάThere are more and more pure online players such as www.booking.comέ ςthis actually becomes more and more important due to 
the fact that people would like immediate, customized information and without any delay.

ÅSustainability of places ςIt has been increasing as a factor for choosing a destination. The tour operators work a lot so that the 
products/offers/packages that provide are fully following the sustainability principles. It is becoming more and more important for the 
5ǳǘŎƘ ǘƻǳǊƛǎǘǎ ǿƘŜƴ ŎƘƻƻǎƛƴƎ ǘƘŜƛǊ ƘƻƭƛŘŀȅ ŦƻǊ ƛǘ ǘƻ ōŜ ǎǳǎǘŀƛƴŀōƭŜΦ ά9ǾŜƴ ǿƘŜƴ ŎƘƻƻǎƛƴƎ ŀ ƘƻǘŜƭΣ ǘƘŜ ǇŜƻǇƭŜ ƭƻƻƪ ǘƻǿŀǊŘǎ ǘƘŜ
ǎǳǎǘŀƛƴŀōƛƭƛǘȅΦέ ¢ƘŜ ǘƻǳǊ ƻǇŜǊŀǘƻǊǎ ŀƭǎƻ ƴƻǿŀŘŀȅǎ ǘǊȅ ǘƻ ƭƻƻƪ ŦƻǊ ŀƴŘ ǘƘŜƴ ƻŦŦŜǊ ŜǾŜǊȅǘƘƛƴƎ ǘƘŀǘ ƛǎ ǎǳǎǘŀƛƴŀōƭŜΦ

ÅSafety and security ςThis has become a more and more become decisive criteria for the Dutch people to choose a specific destination.



Netherlands ςExpert Spotlight (continued) 

PimDopheide
Head of Knowledge Centre 
άaǳƭǘƛŦǳƴŎǘƛƻƴŀƭ Leisure and 
¢ƻǳǊƛǎƳ hǊƎŀƴƛȊŀǘƛƻƴǎέ
NHTV Breda University of Applied 
Sciences

How do people in the Netherlands tend to make travel decisions?

ά¢ƘŜǊŜ ŀǊŜ ǘǿƻ Ƴŀƛƴ ŦŀŎǘƻǊǎ ǘƘŀǘ ŘŜǘŜǊƳƛƴŜ ǘƘŜ ŎƘƻƛŎŜ όǘƘŜ ŘŜŎƛǎƛƻƴύ ŦƻǊ ŀ ƘƻƭƛŘŀȅ ŀƴŘ ǘƘŜǎŜ ŀǊŜ ŦŀƳƛƭȅ ŀƴŘ ŦǊƛŜƴŘǎέΣ ǎŀȅǎ aǊΦDopheide. The family is 
ǊŜŀƭƭȅ ǘƘŜ ƭŜŀŘƛƴƎ ŘŜŎƛǎƛǾŜ ŦŀŎǘƻǊΦ ά¢ƘŜ ŦŀƳƛƭȅ ƳŜƳōŜǊǎ Ƨǳǎǘ ƎŀǘƘŜǊ ǘƻƎŜǘƘŜǊ ƘƻƳŜ ŀƴŘ ǊŜǎŜŀǊŎƘ ƻƴƭƛƴŜ ǿƘŜǘƘŜǊ ŀ ǎǇŜŎƛŦƛŎ ŘŜǎǘination is a good one 
and then they decide to book or not, they have to have the informationΦέ

On an average Dutch people would go to three ςŦƻǳǊ ƘƻƭƛŘŀȅǎ ŘǳǊƛƴƎ ǘƘŜ ȅŜŀǊ όάǿŜ ŀǊŜ ǾŜǊȅ ǊƛŎƘ ǇŜƻǇƭŜέΣ ǎŀȅǎ Pim), whereby the first holiday is the 
main holiday that takes place during the summer and is the longest, while the second, third, fourth, etc. holidays are usually shorter in duration and 
there price is the most decisive factor (and in specific the price of the flight tickets). The first (main) holiday would in general be with the family, 
together with the children (if possible), while the rest of the holidays are mostly without the children and more planned ad hoc.

When making a travel decision, the other point of reference the Dutch have is online search engines such as Google, booking.com, etc. 
Another decisive factor for the travel is the price, though especially for the first (main) holiday it is not the leading criterƛƻƴΦ άCƻǊ ǘƘŜ ŦƛǊǎǘ ƘƻƭƛŘŀȅ 
ǘƘŜȅ ŀǊŜ ǿƛƭƭƛƴƎ ǘƻ ƎƛǾŜ ƳƻǊŜ ƳƻƴŜȅΣ ǿƘƛƭŜ ŦƻǊ ǘƘŜ ǎŜŎƻƴŘ ƻǊ ǘƘŜ ǘƘƛǊŘ ƻƴŜ ǘƘŜȅ ǎŜŀǊŎƘ ǇǊŜŘƻƳƛƴŀƴǘƭȅ ŦƻǊ ƻŦŦŜǊǎέΦ
More and more city breaks are being chosen as a second or third holiday plan.

What are the most popular destinations for tourists traveling outside of the country?

ά²ƘŜƴ ǘŀƭƪƛƴƎ ŀōƻǳǘ ǘƘŜ 9ǳǊƻǇŜŀƴ ƳŀǊƪŜǘΣ ǘƘŜǎŜ ŀǊŜΥ CǊŀƴŎŜΣ DŜǊƳŀƴȅΣ {ǇŀƛƴΣ !ǳǎǘǊƛŀΣ .ŜƭƎƛǳƳΣ LǘŀƭȅΣ DǊŜŜŎŜΣ ¢ǳǊƪŜȅ ŀƴŘ ǿƘŜƴ referring to the 
international market in general, then the USA, Canada, North America in general; Asian countries such as Vietnam (currently new and trendy 
ŘŜǎǘƛƴŀǘƛƻƴύΣ ¢ƘŀƛƭŀƴŘΣ LƴŘƻƴŜǎƛŀέΦ ά¢ƘŜ ǎǳƴ ŀƴŘ ǘƘŜ ōŜŀŎƘ Řƻ ƳŀǘǘŜǊΣ ƴƻǘ ǘƘŀǘ ƳǳŎƘ ŦƻǊ .ŜƭƎƛǳƳ ƻǊ DŜǊƳŀƴȅΦέ
When talking about main holidays, then they take place during the summer, so sun and sea do matter.

Since the Netherlands has also had colonies around the Globe, when being asked whether the former colonies were now important tourist 
destinations, Mr. Dopheidepoints only to Aruba and Bonaire, as well as to Java (although as PimǎǘŀǘŜǎΥ άnowadays because of the terrorism people 
are rather afraid to go thereέύ ōǳǘ ƴƻǘ ǘƻ {ǳǊƛƴŀƳ ƻǊ ƻǘƘŜǊ ƻƴŜǎΦ ²Ƙŀǘ ǳǎŜŘ ǘƻ ōŜ ǘǊŜƴŘȅ ōǳǘ ƴƻǿŀŘŀȅǎ ŘǳŜ ǘƻ ǘƘŜ ǇƻƭƛǘƛŎŀƭ ŀƴŘ ŜŎƻƴƻƳƛŎ ŎƻƴǘŜȄǘΣ 
has diminished tremendously, these are the travels to North Korea, which the Dutch people liked very much as one of their potential destinations.



Netherlands ςExpert Spotlight (continued) 

PimDopheide
Head of Knowledge Centre 
άaǳƭǘƛŦǳƴŎǘƛƻƴŀƭ Leisure and 
¢ƻǳǊƛǎƳ hǊƎŀƴƛȊŀǘƛƻƴǎέ
NHTV Breda University of Applied 
Sciences

How do consumers typically research and purchase travel products?

άaƻǎǘ ōȅ LƴǘŜǊƴŜǘέ ςsays Pim. άThe Dutch use on the first place www.tripadvisor.comand on the second www.zoover.nlΦέThen there come 
the following ones: booking.com, expedia.com and travelstar.com. As Mr. Dopheideǎŀȅǎ ƘƛƳǎŜƭŦΥ άTravelstarƛǎ ǊŀǘƘŜǊ ƴŜǿΣ L ƘŀǾŜƴΩǘ ǳǎŜŘ ƛǘ 
but what I hear from practice, people like it and tend to use it nowadays a lotΦέ

The above are both for research as well as also for purchase, when available. When researching and purchasing flights, according to the 
expert, the Dutch people use mainly www.skyscanner.comand www.schipholtickets.com.

What types of marketing channels influence travel and tourism behavior in this market?

All social media channels ςFacebook, YouTube, ŘƛŦŦŜǊŜƴǘ ōƭƻƎǎ όάmany manyōƭƻƎǎ ŀōƻǳǘ ŀ ŎƻǳƴǘǊȅΣ ŀ ŘŜǎǘƛƴŀǘƛƻƴΣ ŀ ǎǇŜŎƛŀƭ ǇƭŀŎŜΣ ŜǘŎΦέ). 

Mr. Dopheidealso admits that an influential channel on the travel and tourism behavior in the Netherlands apart from the abovementioned 
digital channels are fairs and exhibitions ςfor example Vakantiebeurs, Utrecht, which is being held on annual basis in the month of February. 
Moreover travel agencies and tour operators organize special meetings dependent on the interests of the potential travelers. 

Mr. Dopheidesays as well: άLƴ ǘƘŜ Ǉŀǎǘ ǿŜ ƘŀŘ ǘǊŀǾŜƭ ƎǳƛŘŜǎ όǘƘŜ ŎŀǘŀƭƻƎǳŜǎ ǿƛǘƘ ŀƭƭ ŘƛǾŜǊǎŜ ƻŦŦŜǊǎ ƻƴŜ ŎƻǳƭŘ ƻōǘŀƛƴ ǿƘŜƴ ǾƛǎƛǘƛƴƎ ǘƘŜ ƻŦŦƛŎŜ 
of a travel agency before, however nowadays there is a new trend to be noted ςwe have a magazine. There is no guide but a magazƛƴŜΦέThe 
magazine usually shares a story/iesof a trip/travel/package/product. There are tips provided, experiences shared.The magazine is seen as 
an integrating tool, which intertwines the description of the product, the travel experience behind it together with real-life stories by 
consumers, who thus immediately participate in the process.

http://www.tripadvisor.com/
http://www.zoover.nl/
http://www.skyscanner.com/
http://www.schipholtickets.com/


Netherlands ςRecommendations
Overview
ThebŜǘƘŜǊƭŀƴŘǎΩdigital travel market is nearing a saturation point. While over 50%of Dutch travelersbook their holidaysonline, only a small
percentage(13%) will usea travel agency. TheDutchpopulation is highly tech savvyand most of the populationusedigital channelsto bookand
researchtravel. Competitionis highto attract Dutchtravelers,andtheyarelikely to focuson valueandsecurityof paymentwhenconsideringwhere
andhowto booktheir travelarrangements.

ChannelRecommendations

Lookfor waysto caterto shorter,frequent trips throughlastminute dealson OTAs
Å TheDutchpopulationwill travelmore frequently,but the lengthof the trips will be shorter. Companiesneedto havea digital, self-serviceplatform in order to be top of

mindwhentravelersareorientatingforshort trips. Travelersoftenusesuchplatformswhencomparingandbookingseparateticketsfor transportandaccommodation.

Usesocialmediato connectDutchtravelerswith realexperiences
Å Socialmediahavebuildvaluablepersonalprofilesof travelersandareexpectedto playa keyrole in the future travel industry. Facebookcouldleverageits knowledgeto

offer direct leisuretravel offerings, while LinkedIncoulddo the samefor business-relatedtravel services. Theymightalsointegratewith other digitalplatformsin orderto
provideafull-scaletravelsolution.

Findwaysto caterto olderdemographics
Å Theagesegmentof 65-80 will show the largestgrowth in the next decade. Asthis segmenthastime andmoneyfor travel, it becomesan increasinglyattractive target

groupfor travel companies. Engagethis segmentby offering them a total travel package,asthis generationof peoplevaluespeaceof mind, trust, and transparency,as
wellashavingeverythingΨŀǊǊŀƴƎŜŘǇǊƻǇŜǊƭȅΩ.



France
Key Points

Å As is the case each year, the majority of 
holidaymakers will stay in Francefor their 
summer leave (63%).

Å The use of OTAs surged in 2016becoming the 
top choice for travel shopping in France (49%, 
2016 vs 38%, 2014).

Å The interest in Home/apt. rental websites have 
increased notably for French travelers, 
particularly in comparison to other European 
countries. 

Å The share of French travelers who booked solely 
online increased by more than 20% since 2014. 



France ςCountry Overview
Overview
The Frencheconomy is diversified acrossall sectors. The travel and
leisure sector is quite complex and fragmented - made up of tour
operatorsand travel agencies(online and offline), with associationsand
socialclubsplayinganimportantrole.

Key Facts & Figures

GDP $2.699 trillion (2016 est.)

GDP Growth 1.1% (2016 est.)

Outbound Travel 49,300,000 trips (2016)

Total Outbound 
Expenditures

USD $38.4 Billion(2016)

AverageExpenditure 
Per Trip (Outbound)

~ USD$432 (2016)

Average Expenditure
Per Night 
(Outbound)

~ USD $81 (2016)

Population 66,836,154 (July 2016 est.)

Median Age 41.2 years 

Population Growth Increasing 0.41% (2016 est.)

GDP(Per Capita) USD $42,400 (2016 est.)

KeyTravelDrivers

Å 40% of French national use travel guide websites such as Lonely Planet, Rough Guide and 
Frommers to decide their vacation destinations.

Å 70% reported using the internet to choose their travel destinationfrom 2015 to 2016.

Å French Millennials are dedicated travellerswith 2 in 3 (66%) prioritizing travel above any 
other expense.

Å Youth travellers prefer to opt for youth hostels or university accommodation as they tend 
to be more price-sensitive.

Å Expectation levels for standards and services are highςany issues should be resolved 
promptly.

So urces: 
French Profile, CIA World Factbook.

French Traveler Profile, Visit Britain 2016.

https://www.cia.gov/library/publications/the-world-factbook/geos/fr.html
https://www.visitbritain.org/markets/france


France ςDigital Travel Landscape
Online and personal recommendations drive 
decisions

Out of 1,007 Frenchnationals, 70% reported using the
internet to choosetheir travel destination from 2015 to
2016. Accordingto Phocuswright,peoplein Francearelikely
to use digital channelsto researchand book hotels, with
60% using online travel agentsand 15% referring directly
to hotel websites. Similarly,67% of Frenchnationals are
usingonline travel agentsfor flight shopping,comparedto
thosebuyingdirect from Airlinewebsites(14%).

Additionally,over 40%of Frenchnational use travel guide
websites such as Lonely Planet, Rough Guide and
Frommersto decide their vacation destinations, however
manyrelyheavilyonword of mouthfor inspirationon travel
destinations.

So urces: 
Summer holiday plans among Europeans and Americans IPSOS/EUROP ASSISTANCE SURVEY 17 EDITION

VisitBritain/IPSOS 2016, base visitors & considerers

Which of the following sources influenced your choice of 
destination?

https://www.ipsos.com/sites/default/files/2017-05/Ipsos_Europ_Assistance_Barometre-2017.pdf
VisitBritain/IPSOS 2016, base visitors & considerers


France ςDigital Travel Landscape
Generationaland International differencesin online
travelhabits

French Millennials are dedicated travellers with 2 in 3 (66%)
prioritizingtravelaboveanyother expense,but at the sametime are
savvy bargain hunters with a penchant for the occasionalluxury
upgrade. Theyare more likely to book direct rather than through
intermediariesandarelesslikelyto bemembersof loyaltyprograms.

Frenchmillennialsare usingGoogleto plan and book travel more
frequently than older travellers. Unlike their counterpartsin the US,
Millennials in Franceare more likely to book flights through airline
websites40%in Francevs. 34%in theUS.

Frenchmillennialsarealsomore likelyto bookhotelsthroughgeneral
travel websites as opposed to booking directly through hotel
websites(57%vs.18%). Frenchmillennialsplanfurther aheadin their
travel plan, beginning their search 13 days in advice of booking,
comparedto older travelswho on average,begintheir search9 days
beforebooking.

So urces: 
French Millennials are set to disrupt traditional travel models
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http://blog.adara.com/french-millennials/


France ςDigital Travel Landscape
Travelbookingmethods

The Frenchtravel market returned to growth in 2015reachinggross
bookingsof ϵ43 billion. Online growth at roughly 5-6% annuallywill
outpacetotal travelmarketgrowththough2017.

Travelersfrom Francearemorethantwice likelyasGermantravelersto
book directly with airlines- tƘƻŎǳǎǿǊƛƎƘǘΩǎEuropeanConsumerTravel
Report6th Ed.

Thegapbetweenresearchingandbookingisshrinking

More Frenchtravellersare willing to researchANDbook travel plans
online than they were 5 yearsago. That being said, the pathway to
purchasefor manycustomersis becomingmore complex. Forthe first
time, online travel bookings surpassedϵ20B in France in 2017,
howevermanytravellersareoptingfor otherchannels.

So urces: 
European Online Travel Agencies - Navigating New Challenges

European Consumer Travel Report Sixth Edition - Key Consumer Trends Shaping the European Travel Economy
As France's Travel Market Bounces Back, Online Competition Heats Up

Typical Travel Booking Methods

Please indicate which method you TYPICALLY use to book each 
type of travel component?
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French Travel Market (ϵB) 2013-2017 

https://www.sabretravelnetwork.com/images/uploads/collateral/TNEMEA-11-14712_-_Online_White_Paper_LR.pdf
http://www.tourism-generis.com/_res/file/5016/52/0/2016C-PCWI_European-Consumer-Travel-Report_6th-ed.pdf
http://www.phocuswright.com/Travel-Research/Research-Updates/2016/As-France-Travel-Market-Bounces-Back-Online-Competition-Heats-Up
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France ςDigital Travel Channels

Top France travel sites offer ratings and price comparisons

Voyages-Sncf.comand Booking.com rankhighestamongtravelwebsitesby
total numberof visitorsin France.

In the top five, 4 travel/accommodationprovidersfall into the categoryof
online travel agency(OTA)or metasearchsite. Air France,is the sole
provider that ŘƻƴΩǘcompare directly with price comparisonand ratings
sites.

Other sites in the top ten includeeasyJetEurope's5th largestairline and
BlaBlaCar,arenownedlong-distancecarsharingcommunity.

So urces: 
Most visited travel websites in France as of the first quarter of 2017 (in 1,000 visitors)

Largest airlines Europe 

Travel websites ranked by visitors in France as of the first 
quarter of 2017 (in 1,000 visitors)

This statistic displays a ranking of the 
leading trav el websites ranked by unique 

monthly  visitor (UMV) numbers in France 
during the f irst quarter of 2017. 

https://www.statista.com/statistics/382953/most-visited-travel-websites-france/
https://www.statista.com/statistics/382953/most-visited-travel-websites-france/


France ςDigital Travel Channels

So urces: 
Alexa Pro

*Similar Web

Site
Monthly 
Visits* (July

2017)

Web Rank 
(In Country)

Bounce 
Rate

Average 
Time on 

Page
Top 5 Keywords Basic Demographics Upstream traffic

voyages-sncf.com 27.5M (+13%) #49 18.5% 7:12 min

1. Sncf
2. Voyage sncf

3. Voyages sncf
4. Ouibus

5. ouigo

Å Majority female
Å Majority with graduate education

Å Majority without children
Å Lower income, over-represented in 

USD$0-$60kincome bracket

47%of traffic comes from search 
engines, 32% of people come 

from google.fr. Less than 1% 
traffic comes from social. Most 

referral traffic comes from 
search.lilo.org and trivago.fr.

Tripadvisor.fr 28.4M(+39%) #71 54.8% 3:26 min

1. Tripadvisor
2. Abritel

3. Restaurant
4. Go voyage

5. Trip advisor

Å Majority female
Å Majority with graduate education

Å Majority without children
Å Tend to make between USD $30k-

$60k
Å Majority between 25-34 years old

81%of traffic comes from search, 
31.6% of people visiting come 

from google.fr. Less than 1% 
traffic comes from social. Most 

referral traffic comes from 
search.lilo.org and hometogo.fr.

Airbnb.fr 20.2M(+27%) #70 29.3% 10:01 min

1. airbnb
2. air bnb

3. rbnb
4. airbnbparis

5. bnb

Å Majority female
Å Majority with graduate education

Å Over-representedby 25-34 year olds
Å Lower income, over-represented in 

USD $0-$60k income bracket

31% of traffic comesfrom search, 
24% comes from google.fr. 

Around 5% comes from social, 
with 90% of that from Facebook.

Airfrance.fr 8.44M (+9%) #223 24.9% 6:18min

1. Air france
2. Airfrance

3. Flying blue
4. Air francecheck in

5. air

Å Majority female
Å Over-represented by 25-34 and 35-44 

year olds
Å Majority with graduate education

Å Majority make USD $30k-$60k

38% of traffic comes from search, 
24% of traffic comes from 

google.fr. Less than1% comes 
from social, 78% of which comes 

from Facebook. 

Trivago.fr 3.7M(+23%) #702 46.8% 2:26 min

1. Trivago
2. Reservation hotel

3. Comparateurhotel
4. Hotel

5. Trivagoparis

Å Over-represented by 18-24 and 55-64 
year olds

Å Majority with graduateeducation
Å Majority without children

Å Majority make between USD $0-$60k

31% of trafficcomes from search, 
25% of traffic comes from 

google.fr. 1.4% comes from social, 
88% of which comes from 

Facebook.

TheseDigital SellingPlatformsrepresent a selection of the top travel websites in this market. Theyincludewebsites that fall under the
categoriesof OTA,metasearch,comparisonandratingsandsuppliersites. Siteswereidentified througha reviewof publishedarticleson top
travel sites,depthinterviews,andfurtheranalysisusingAlexaandSimilarWebwherepossible.



France ςDigital Travel Channels

So urces: 
Alexa Pro

*Similar WebTheseDigital SellingPlatformsrepresent a selection of the top travel websites in this market. Theyincludewebsites that fall under the
categoriesof OTA,metasearch,comparisonandratingsandsuppliersites. Siteswereidentified througha reviewof publishedarticleson top
travel sites,depthinterviews,andfurtheranalysisusingAlexaandSimilarWebwherepossible.



France ςDigital Travel Marketing

Overview

The reflex of checking online reviews when choosing lodging has
become a common practice for 1/3 of French holidaymakers: after
value for money (71%), and location (54%), it is the 3 in decision-
making(27%), equal in importance to looking at photos of the place
(27%).

Ratingsand reviews from other travelers sway decisionsfor many
French travellers. When choosinga digital channel to us, French
nationalsopted for websites/appsthat are easyto useand advertise
the bestpricesandoffers. Additionally,travellersubmittedratingsand
photoswere rated as being highly important featureswhen scanning
throughonlinecontent.

Frenchnationals are now using socialnetworking websitesand apps
more so than everbefore when comparingandchoosingleisuretravel
products, according to tƘƻŎǳǎǿǊƛƎƘǘΩǎEuropean ConsumerTravel
report.

So urces:
www.votretourdumonde.com

www.madebymaider.com
Summer holiday plans among Europeans and Americans - Ipsos

Key Consumer Trends Shaping the European Travel Economy 

Top France Travel Blogs

Bruno Maltor ï@brunomalto
Creator of VotreTourDuMonde.com 
Bruno is a French travel blogger who 
updates his followers with travel snaps 
and reviews, as well as essential advice 
for solo travellers. Bruno has over 134k 
Instagram followers on Instragram
and over 8000 subscribers on 
YouTube. 

Maïder Oyarzabal - @madebymaider

Maïder is a photographer, frequent traveller 
and creator of madebymaider.com. The 
Whole World is a Playground is authored by 
couple and travelling companions, Elaine 
and Dave. With an ambitious goal to visit 15 
countries a year, while working full-time in 
Ireland, they decided to create a travel blog 
to document all aspects of their travels and 
to prove that you can explore while chasing 
a career. 52k followers on Instagram and 
a Top 10 ranked travel blog by Vuelio. 

http://www.votretourdumonde.com/
http://madebymaider.com/
http://www.europ-assistance.com/sites/default/files/ipsos_europ_assistance_barometer_edition2017-english_version-country_info.pdf
http://www.tourism-generis.com/_res/file/5016/52/0/2016C-PCWI_European-Consumer-Travel-Report_6th-ed.pdf


France ςExpert Spotlight

Guillaume Cromer
ID-Tourism 
Director 

Whataresomeemergingtrendsyou seein the traveland tourismspacein
the Frenchmarket?

Many of the big travel trends Cromer has seen emerge in the French
marketaresimilarto thosethat haveappearedin theEuropeanmarketasa
whole. In Europe,asin France,touristsaretravelingmoreoften and leaving
for lesstime.

Thereis a strongtendencyfor travelersto usedigitalplatformsto find and
book vacations. Many Frenchtravelerscontinue to use digital platforms
duringtheir staysto find recommendationsof activitiesin thearea.

Onetrend uniqueto Francethat emergedin the pastyearis the tendency
to spendvacationsdomesticallyrather than traveloutsideof the country.
Another recent trend is the usageof digital platforms like Evaneosto
connectFrenchtravelerswith local travel agenciesto curate tailor-made
trips for visitors.

Accordingto Cromer,ά¢ƘŜevolutionwe seewhen it comesto practicesof
Frenchpeople that travel abroad is that there are now more platforms
putting travelersin touch with respectiveagencieslike Evaneosin France,
which hasbeen a breakthroughand puts Frenchpeople in contact with
localfrancophoneagenciesaroundthe world.έ

Have you worked in the past on promotional campaignsfor
destinationspecificfirms, like Visit Britain or Visit Sweden,that
focuson marketingforeigndestinationsto Frenchtravelers?

άFrenchtravelbloggershavea growinginfluenceon the market.
ForeigndestinationslikeVisitBritainandSwedenare increasingly
using French travel bloggers to promote their respective
countriesratherthanvideocampaigns.έ

In regards to these video campaigns,Cromer said: άI will for
examplepayattention to videocampaignsthat will generatebuzz
on the market,but there ŀǊŜƴΩǘthat manycampaignsthat are
memorableor impactful.έ

Instead, Cromer said that tourism offices are focused on
collaborating with bloggers who can promote foreign
destinationswithin their respectivecommunities. Cromer said
that these bloggers are becoming increasingly recognizable
thanksto thesecollaborations.



France ςExpert Spotlight (continued)

Guillaume Cromer
ID-Tourism 
Director 

Why, in youropinion,aresomedigitalmarketingchannels
moresuccessfulat attractingconsumersthanothers?

άWhat makes digital platforms like Trip Advisor and
Booking.com so fruitful in Franceis that their multi-
billion dollarbudgetsallowedtheir campaignsto be very
visible. Flourishingonlinetravel agenciesare ableto buy
keywordson Googleand advertisethemselveson TVto
reach large audiences. Pricelineis a multi-billion-dollar
company,which helps a lot when it comes to buying
keywordson Google,andbeingveryvisiblein themarket
andevenadvertiseon TV.έ

Are there ways or techniquesthat can be used to improve the
promotionalcampaignsof foreigndestinationslikeVisitBritainor Visit
Sweden?

ά!moretargetedapproachto reachFrenchtravelerswould improve
upon current campaignsled by foreigndestinationslike Visit Britain
andSweden. Subtlecampaignswould be more effectiveat reaching
Frenchtourists.έ

Cromercontinued,άLƴǎǘŜŀŘof promoting the whole country, Visit
Britain could for example promote towards the French sporty
travelerscertain parts of the British countrysidewhere they could
ride all-roadbikes.έ

ά.ǳƛƭŘƛƴƎa network of influencerslike bloggersor associationsof
platformsthat put travelersin touch with localactors,likeEvaneos,
would also help such campaigns. Cromer emphasized that
traditional campaignslike buying advertisingspaceon the Paris
metro or other classicalmethods would not be very effective in
France.έ



France ςRecommendations
Overview
TheFrenchdigital travel market hasgoodpotential for growth, in fact for the first time, online travel bookingssurpassedϵ20B in Francein 2017.
Organisationsthat arelookingto increasethe numberof Frenchtourists theyattract to their regionor businesswould do well to rememberthat the
Frenchspenda considerableamount of time looking for travel inspiration through websitesand socialmedia. The Frenchare more open to
comparisonwhenlookingfor hotels,andlesslikelyto comparewhenlookingfor airlinetickets.

ChannelRecommendations

Partnerwith socialmediainfluencersandtravelbloggers
Å Becausethe travelandtour sectorissosegmentedwithin France,it is importantto targetcustomersbyconnectingwith άǘǊǳǎǘŜŘŀŘǾƛǎƻǊǎέinthe form of travelwriters.
Å Lookfor partnershipswith Instagramtravelinfluencers.

Createconnectionswith alternateaccommodationwebsiteslikeAirbnb
Å Popularityof businessmodelsarepopularamongthe French,especiallyFrenchMillennials.
Å Lookto partnerwith Airbnbto promoteuniqueeventsandactivitiesinFinlandthat will appealto Frenchconsumers.

Focuson ratingssiteslike TripAdvisor
Å Frenchtravelersarekeento checkratingsandreviewsfrompeoplewhohavebeento certainlocationsbefore.
Å Goodreviewsof intriguingplacesandactivitiesbyFrenchspeakerswill drivetrafficmorethananyadvertisingcampaign.



Italy

Key Points

Å 91% of Italians have booked online at least one 
product or service over the last 12 months

Å 42% use a mobile device to plan, book and 
obtain information (33% in 2012)

Å 68% search online before choosing the place 
and type of holiday, and 80% use the Internet in 
the planning stage of a trip



Italy ςCountry Overview
Overview
Italy is the third-largesteconomyin the euro zone,but its exceptionally
high public debt and structural impedimentsto growth haverenderedit
vulnerableto scrutinyby financialmarkets.

Key Facts & Figures

GDP $2.221 trillion (2016 est.)

GDP Growth 0.8% (2016 est.)

Outbound Travel 31,400,000 trips (2016)

Total Outbound 
Expenditures

~ USD $31.5 Billion(2014)

AverageExpenditure 
Per Trip (Outbound)

~ USD$630 (2016)

Average Expenditure
Per Night (Outbound)

~ USD$96 (2016)

Population 62,007,540 (July 2016 est.)

Median Age 45.1 years 

Population Growth Increasing 0.23% (2016 est.)

GDP(Per Capita) USD $36,300 (2016 est.)

KeyTravelDrivers

Å In 2016, trips with overnight stays made by residents were 66,055 million. The number 
of trips increased by 13.7%, compared to 2015 (they were 58,115 million).

Å Domestic destinations hosted 82.8% of trips. Trips to foreign countries (17.2%) were 
mostly directed towards EU destinations (9.8%).

Å Millennial will drive major travel trends in Italy. They tend to consider travel and 
holidays as a necessary element of their lives; they travel a lot more and for much more 
time and, above all, they consider the money spent on tourist experiences as the most 
well-spent.

Å Internet will become the most widely used channel for booking in Italy in the next 5 
years, with users using the internet for everything from initial travel inspiration to 
booking and in-destination purchases.

So urces: 
Italian Profile, CIA World Factbook.

Italian Traveler Profile, Visit Britain 2016.
άOecdCountries Profiles ςItalyΣέ h9/5Σ нлмпΦ   

άThe Strategic Plan for the Development of Tourism 2017-2022Σέ Lǘŀƭƛŀ Paeseper Viaggiatori.

https://www.cia.gov/library/publications/the-world-factbook/geos/it.html
https://www.visitbritain.org/markets/italy
http://ec.europa.eu/DocsRoom/documents/17561/attachments/25/translations/en/renditions/native
http://www.beniculturali.it/mibac/multimedia/MiBAC/documents/1482320029441_PST_2017_ENG.pdf


Italy ςDigital Travel Landscape
Overview
Oneof the mainchangein consumerhabitsamongItalianshasbeenthe slow
but constant shift towards technologygoods (see graphicon technological
goods owned by households). The Italian average customer/consumer
remainsstill quite scepticalabout e-commerceand generallyprefersdirect
purchaseof goods.

Howeverbooking and researchingholidaysonline seemsto be very popular.
Themaingoalis to findcheapvacations,flightsandhotels.

Overhalf of Italian travelersresearchtheir holidaysonline
Themain sourcesof inspirationfor planningof holidaytravel amongItalians
aged 18 - 65 in 2017. According to the survey results, the majority of
respondents (62 percent) stated that inspiration for holidays came from
personal research, followed by Internet research (54 percent). Another
popular source of planning were friends and family: one third of the
interviewees declared to be inspired by their travel recommendations.
(Statista; CooperativadiConsumatori; 2017)

So urces: 
άThe Strategic Plan for the Development of Tourism 2017-2022Σέ Lǘŀƭƛŀ Paeseper Viaggiatori.

Statista; Cooperativa di Consumatori; 2017; 1,000 Respondents; 18-65 years. 

0% 10% 20% 30% 40% 50% 60% 70%

Personal research

Internet research

Friends and family

Travel agency

Specialized magazine

Radio and TV

Share of respondents

Sources of inspiration for holiday planning in Italy in 2017

Personal and internet 
research go hand-in-hand 

during the inspiration process 
for most Italians.

http://www.beniculturali.it/mibac/multimedia/MiBAC/documents/1482320029441_PST_2017_ENG.pdf


Italy ςDigital Travel Landscape
DigitalChannelOverview
The digital revolution has affected the tourism sector and led to a radical
change in consumerbehavior, from the moment of decision up to actual
consumptionof the touristproduct.

Amongall Italianswho haveInternet access:
Å 91% have booked online at least one product or serviceover the last 12

months and use searchenginesas their primary sourcewhen seekingor
planningaholiday.

Å 42%useamobile device(smartphone,tablet,etc.) to plan,bookandobtain
information(33%in2012).

Å 68%searchonlinebeforechoosingtheplaceandtype of holiday.
Å Useof the Internet isessentialfor a tourist, and80%usethe Internet in the

planningstage.

In the consumptionstage(onceat the destination):
Å 58%useonlinesourcesto lookupactivitiesandservices.
Å 40%directlycreatenewcontent(andshareit).

So urces: 
άThe Strategic Plan for the Development of Tourism 2017-2022Σέ Lǘŀƭƛŀ Paeseper Viaggiatori.

aŀƴŜƴǘŜ άLƭ ǘǳǊƛǎƳƻ ƴŜƭƭƻ ǎŎŜƴŀǊƛƻ ƛƴǘŜǊƴŀȊƛƻƴŀƭŜέ /ŜǊƴƻōōƛƻΣ мф ƳŀǊȊƻ нлмсΦ
Statista; Cooperativa di Consumatori; 2017; 1,000 Respondents; 18-65 years; Respondents who 

are going to stay in a tourist accommodation establishment

0% 20% 40% 60% 80% 100% 120%

18-22

23-35

36-55

56-65

Share of respondents

Direct booking Travel agency Both

Summer holiday booking behavior of Italian holiday-makers 
in 2017, by age

Younger Italians are comfortable 
booking travel directly with a 

supplier or online, rather than going 
through a travel agency.

http://www.beniculturali.it/mibac/multimedia/MiBAC/documents/1482320029441_PST_2017_ENG.pdf


Italy ςDigital Travel Channels
DigitalChannelOverview
Thekeydigital travelplatformsin the Italy for generaltourismandtravel
are OTAsand searchsites are Booking.com and Tripadvisor.it. On the
supplier side (airlines, trains and hotels), top websites include
trenitalia.com,Skyscanner.it, Airbnb.it as well as well establishedOTAs
(Expedia.it andTrivago.it).

Share of travel agencies using e-commerce sales channels in 
Italy 2014, by indicator of use

Accommodation & Hotels Airlines & Airports

General TourismGeneral Travel

Top travel websitesin the Italy taken from 
SimilarWeb, ranked by share of traffic.
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Italy ςDigital Travel Channels

So urces: 
Alexa Pro

*Similar Web

Site
Monthly 
Visits* (July

2017)

Web Rank 
(In Country)

Bounce 
Rate

Average 
Time on 

Page
Top 5 Keywords Basic Demographics Upstream traffic

Tripadvisor.it 30.1M (+18%) #32 49.6% 4:00 min

1. Tripadvisor
2. Pirati in viaggio

3. Trip advisor
4. Wimdu

5. ristorante

Å Majority with graduate education
Å Majority without children

Å Lower income, over-represented in 
USD$0-$60kincome bracket

Å Majority between 35-44 years old

79%of traffic comes from search 
engines, 57% of people come 

from google.it. Less than 1% 
traffic comes from social. Most 

referral traffic comes from 
hometogo.it and arianna.libero.it.

Airbnb.it 8.91M(+11%) #81 23.9% 10:32 min

1. airbnb
2. air bnb

3. bnb
4. airbnbroma

5. Airbnb milano

Å Majority male
Å Majority with graduate education

Å Majority without children
Å Over-represented in USD $0-$30k

income bracket
Å Majority between 25-54 years old

30%of traffic comes from search, 
30% of people visiting come from 

google.it. 2.68% of traffic comes 
from social, 89% of that is from 

Facebook. 

Trivago.it 6.36M(+29%) #208 29.3% 2:24 min

1. Trivago
2. Trivago roma

3. Trivago italia
4. Trivago Napoli

5. Risorgiemntoresort 
googleplus

Å Majority male
Å Over-represented by 35-44 and 55-64 

year olds
Å Majority with graduate education

Å Majority make between USD $0-$60k

23% of traffic comesfrom search, 
35% of people comes from 

google.it. Around 2.7% comes 
from social, with 98% of that from 

Facebook.

Expedia.it 4.49M (+45%) #222 38.3% 5:38 min

1. Expedia
2. Last minute

3. Voli
4. Lastminute

5. Expediavoli

Å Majority female
Å Over-represented by 35-64 year olds

Å Majority with graduate education
Å Majority make between USD $0-$60k

33% of traffic comes from search, 
30% of traffic comes from 

google.it. Less than1% comes 
from social, 74% of which comes 

from Facebook. 

Trenitalia.com 14.66M(+5%) #96 56.9% 2:11 min

1. Trenitalia
2. Frecciarossa

3. Oraritreni
4. Frecciarossa

5. Trenitalia

Å Over-represented by 35-54 year olds
Å Majority with graduateeducation

Å Majority without children
Å Majority make between USD $0-$60k

40% of trafficcomes from search, 
39% of traffic comes from 

google.it. Less than .5% comes 
from social, 64% of which comes 

from Facebook.

TheseDigital SellingPlatformsrepresent a selection of the top travel websites in this market. Theyincludewebsites that fall under the
categoriesof OTA,metasearch,comparisonandratingsandsuppliersites. Siteswereidentified througha reviewof publishedarticleson top
travel sites,depthinterviews,andfurtheranalysisusingAlexaandSimilarWebwherepossible.



Italy ςDigital Travel Channels

So urces: 
Alexa Pro

*Similar WebTheseDigital SellingPlatformsrepresent a selection of the top travel websites in this market. Theyincludewebsites that fall under the
categoriesof OTA,metasearch,comparisonandratingsandsuppliersites. Siteswereidentified througha reviewof publishedarticleson top
travel sites,depthinterviews,andfurtheranalysisusingAlexaandSimilarWebwherepossible.



Italy ςDigital Travel Marketing
Overview
Italians are trend savvyand digitally adept, and they look for travel inspiration
acrossa wide variety of sites and sources. Italians travelersdo a lot of research
beforeplanningtheir trips,andtheycareabout the opinionsof their peers. Theyare
increasinglymakinguseof peer-to-peercontent when looking for travel inspiration,
sobesureto considerplatformslikeFacebookandInstagramfor mediatargeting.
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Number of active users in thousands

So urces: 
Statista; YouTube; wired.com; Yahoo; LinkedIn; La Stampa; GlobalWebIndex; Pinterest; Various sources.

Iconosquare, 2017. 

Leading social media networks in Italy as of November 
2016, ranked by number of active users (in 1,000s)
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Leading Italian travel accounts on Instagram in Italy as of August 2017, 
ranked by number of Instagram followers (in 1,000s)



Italy ςExpert Spotlight

Federica Giuliani
Co-founder and 
Editorial Director of 
Travel Globe

How would you describe the current state of the travel and tourism 
industry in Italy?

The latest reports indicate that the Italian tourism market is growing 
especially at a local level. Italians go on holidays more and they favor 
local destinations also because of the international crisis in some of 
their traditionally preferred vacation countries like Tunisia or Egypt.

What are some emerging trends you see in the travel and tourism 
space in this market?

I would not talk of new emerging trends but more of some 
confirmations about what Italians like to get when they choose their 
holidays. I will give you an example: for many years Italians from all over 
the country have been choosing the Adriatic Sea for their summer 
ǾŀŎŀǘƛƻƴΦ LǘΩǎ ƴƻǘ ǘƘŜ ōŜǎǘ ǎŜŀ ƛƴ LǘŀƭȅΣ ƛƴ ŦŀŎǘ ƛǘ Ƴŀȅ ǾŜǊȅ ǿŜƭƭ ōŜ ǘƘŜ 
ǿƻǊǎǘΣ ōǳǘ ǘƘŜ άwƛǾƛŜǊŀ RomagnolaέΣ ǘƘŜ ǎŜŀǎƛŘŜ ƻŦ wƻƳŀƎƴŀΣ ƛǎ ǎƻ ǿŜƭƭ 
equipped with services for the tourists and entertainment, that Italians 
love it. Other regions like Sicily or Puglia or Sardinia have definitely 
better and less polluted sea waters but they do not offer any kind of 
ǘƻǳǊƛǎƳ ƛƴŦǊŀǎǘǊǳŎǘǳǊŜ ǎƻ ǘƘŜȅ ŘƻƴΩǘ ŀǘǘǊŀŎǘ ŀǎ Ƴŀƴȅ ǘƻǳǊƛǎǘǎ ŀǎ ǘƘŜȅ 
ŎƻǳƭŘΦ !ƴŘ ƭŜǘΩǎ ƴƻǘ ŦƻǊƎŜǘ ǘƘŀǘ Lǘŀƭƛŀƴ ǘǊŀǾŜƭŜǊǎ ƭƻǾŜ ŀ ƎƻƻŘ ŘŜŀƭ ŀƴŘ 
where you get more tourists you usually have the best prices. 

How do people in Italy tend to make travel decisions?

A ƎƻƻŘ ŘŜŀƭ ƛǎ ŀƭǿŀȅǎ ǾŜǊȅ ŀǘǘǊŀŎǘƛǾŜΦ 5ƻƴΩǘ ŦƻǊƎŜǘ ǘƘŀǘ ƻǳǊ ŜŎƻƴƻƳȅΣ ƛƴ 
general, is not doing very well. If you still want to go on vacation you 
definitely need to find an affordable offer. Internally, Italians like what we 
Ŏŀƭƭ άturismolentoέΣ ǎƭƻǿ ǘƻǳǊƛǎƳ όƭƛƪŜ ƻǳǊ ǎƭƻǿ ŦƻƻŘ ƳƻǾŜƳŜƴǘΣ ȅƻǳ 
know). They love to travel by train and are happy when they can reach an 
international destination by train. Also, Italians love culture. A trip is 
frequently an opportunity to visit a new country, a museum, an exhibition. 
Another very important factor in the choice of a holiday destination is 
certainly food! We love food, we love to learn about new foods, we want to 
try new things, we know about food and love to consider ourselves 
gourmets. So a travel destination becomes attractive if it offers a good mix 
of all these elements.

How do consumers typically research and purchase travel products?

Nowadays, even in super conservative Italy consumers buy their trips 
online. I am not talking only about millennials but more about people from 
35 up. They are curious, they want to see how it works, they are looking for 
a good deal. I personally know very few people, mostly seniors, who would 
go to a travel agency to buy their holiday package or their train tickets. And 
as a result, real travel agencies are very rare to find.



Italy ςExpert Spotlight (continued)

Federica Giuliani
Co-founder and 
Editorial Director of 
Travel Globe

What are the most popular destinations for tourists travelling outside of the country?

In our experience, Paris is still on top in the list of the most attractive destinations for the 
Italian traveler. Which is crazy if you think that Paris, and France in general, are the places that 
have been hit the most by terrorists in the last two-three years. This clearly tells us that tourism 
Ƙŀǎ ƭƻǘǎ ǘƻ Řƻ ǿƛǘƘ ŎƻƴǎǳƳŜǊǎΩ ǇŜǊŎŜǇǘƛƻƴΥ ŘŜǎǇƛǘŜ Řŀǘŀ ŀƴŘ ŦŀŎǘǎΣ Lǘŀƭƛŀƴ ǘƻǳǊƛǎǘǎ Řƻ ƴƻǘ 
perceive Paris as a dangerous city, therefore they continue to visit it enmasseyear after year. 
And 2017 was no exception. 

Scandinavia is becoming more and more appealing because of the efficiency of its services but 
ƛǘΩǎ ǎǘƛƭƭ ŜȄǇŜƴǎƛǾŜ ŀƴŘ ƛǘΩǎ ƴƻǘ ōƛƎ ŘǳǊƛƴƎ ǎǳƳƳŜǊΦ ²Ŝ ƘŀǾŜ ǎŜŜƴ ŀƴ ƛƴŎǊŜŀǎŜ ƻŦ ǘǊƛǇǎ ǘƻ 
Northern Europe, Finland, Sweden, Iceland and Norway in particular but more during winter 
ƳƻƴǘƘǎΦ Lǘŀƭƛŀƴǎ ǎǘƛƭƭ ŘƻƴΩǘ ƪƴƻǿ ŀ ƭƻǘ ŀōƻǳǘ {ŎŀƴŘƛƴŀǾƛŀΦ ¢ƘŜȅ ŘƻƴΩǘ ƪƴƻǿ ŀōƻǳǘ {ŎŀƴŘƛƴŀǾƛŀƴ 
food and what they know is not very attractive to their palates. Scandinavian tourist operators 
will have to fight the big prejudice around the quality and variety of Scandinavian food offer to 
attract more tourists from our country.



Italy ςExpert Spotlight (continued)

Federica Giuliani
Co-founder and 
Editorial Director of 
Travel Globe

What are the biggest digital travel platforms in Italy? 

Well, Expedia and Travelzoofor sure. Lastminuteand Opodo.it to book flights and holidays all included packages. Our TravelGlobewebsite is very 
ǿŜƭƭ άŀǘǘŜƴŘŜŘέ ōȅ ǇŜƻǇƭŜ ǿƘƻ ƭƻƻƪ ŦƻǊ ǎǳƎƎŜǎǘƛƻƴǎ ŀƴŘ ǘƛǇǎ ŀōƻǳǘ ǘƘŜƛǊ ƴŜȄǘ ǘǊƛǇǎΦ {ƻ ƛǎ ǘƘŜ ¢ƻǳǊƛƴƎ /ƭǳō Italianowebsite.  I believe that what 
travelers look for, given that the digital offer is enormous, are accuracy and honesty. Personally, I care about what I do and wƘŀǘ L ǿǊƛǘŜΦ L ŘƻƴΩǘ 
give any suggestion or tip lightly and I always try things before writing about them. I want to offer travel suggestion that areoriginal and 
trustworthy. When it comes to booking trips online, I believe customers want to have a user-friendly experience, want to be ableto trust the 
vendor and find good deals. After all, we get less and less time for holidays and all we want is to find great places to build great memories and 
treasure them over the long working days during the year.

Do you have experience with promotional campaigns that focus on marketing specific destinations or product types? 

TravelGlobehas worked in partnership with Visit Finland and I am going to Finland in few weeks to see with my eyes what new things are going 
on there right now. I think Finland is trying to promote itself and I bet every Scandinavian country would like to be the newIceland (they have 
done so much and such a great job becoming a new cool destination these last years. Who would have ever told before that Reykjavik could 
become the place to be for so many tourists, included Italian travelers). 

When it comes to the Italian market, I would suggest to Scandinavian operators to try build a new image of their countries. There areso many 
negative prejudices that surround those countries in the Italian imagination. Again, no light, too cold, terrible food, very introverted people. Not 
an appealing destination to our travelers. I know there are so many stories still to be told about these countries. I know the food scene is 
growing quickly and becoming more and more interesting. These stories and news need to reach our audience. This new Scandinaviantravel 
narrative needs to be built soon to attract our tourists. 



Italy ςRecommendations
Overview
Italian travelersare tech savvyand eagerto explore. Theyarecostconscious,but more andmoreof themarewilling to spendon experiencesand
one-in-a-lifetime trips. Italianstravel throughout Europe,but there is an opportunity to connectthem to Finlandthrough partnershipswith Italian
bloggersandsocialmedia influencers. Themainwayof reachingthis audiencewill be through the leadingOTAs(Booking& Expedia)and through
searchsiteslikeTripAdvisor.

ChannelRecommendations

Partnerwith majorOTAs(Booking& Expedia)andsearchsites(TripAdvisor)
Å Most Italiansstart off the travelplanningprocessbygoingonlineto searchthroughOTAsandsearchsites.

Lookfor waysto attract Italian touristsbasedon priceandvaluefor money
Å Majority of ItaliantravelisdoneinsideItaly,amajor reasonfor this is the costof travelabroad.
Å Scandinaviaandthe Nordiccountriesareperceivedto be expensive,solookfor waysto advertisevalueformoney.

Createmorepartnershipwith Italian bloggersandsocialmediainfluencersto tell realstoriesaboutwhatƛǘΩǎlike to travel to Finland
Å ItalianshaveflawedperceptionsaboutScandinavia.
Å Connectwith youngergenerationsof Italians(i.e.millennials)byworkingwith keysocialmediainfluencersin the region.



Russia

Key Points

Å Digital channels in Russia are growing as Russia 
catches up to other EU countries.

Å Resorts, sightseeing tours and ski holidays lost 
the most tourists in 2016, but popularity of 
wellness and cultural excursions grew. 

Å During the height of the crisis in 2015, 68% of 
Russians reported that they had switched to 
saving, including on travel.

Å In 2016, 31.7 million Russians travelled abroad.



Russia ςCountry Overview
Overview
In 2015 the Russianeconomyshoweda decline of -3.7%. For
2016 a further decrease is expected of -1,8%. From 2017
onwards, the IMF expects the economy to show positive
numbersagain.

Key Facts & Figures

GDP $3.751 trillion (2016 est.)

GDP Growth -0.6% (2016 est.)

Outbound Travel 31,700,000 trips (2016)

Total Outbound 
Expenditures

USD $53 Billion(2012)

AverageExpenditure 
Per Trip (Outbound)

~ ϵ635 (2016)

Average Expenditure
Per Night 
(Outbound)

~ϵ64 (2016)

Population 142,355,415 (July 2016 est.)

Median Age 39.3 years 

Population Growth Decreasing-0.06% (2016 est.)

GDP(Per Capita) USD $26,100 (2016 est.)

KeyTravelDrivers
Å In 2016, 31.7 million Russians traveled abroad, according to 

the Russian statistical agency, Rosstat. That number 
decreased by 8% from 2015, driven by economic slowdown. 
While figures for 2017 are not currently available, analysts 
expect the number of outbound trips to increase.  

Å Resorts, sightseeing tours and ski holidays lost the most 
tourists in 2016, but popularity of wellness and cultural 
excursions grew. 

Å In 2016, the most popular destination for Russians traveling 
ŀōǊƻŀŘ ŀƴŘ ōŜȅƻƴŘ ǘƘŜ άƴŜŀǊ ŀōǊƻŀŘέ ŦƻǊƳŜǊ {ƻǾƛŜǘ 
countries was Finland, followed by China, Estonia, Poland 
and Germany.

So urces: 
Russia Profile, CIA World Factbook, 2017.

άOutbound Travel from Russia 2016/2017Σέ IpsosComcon, 2017.
άwǳǎǎƛŀΩǎ ƻƴƭƛƴŜ ǘǊŀǾŜƭ ƳŀǊƪŜǘ Ǉƻǎǘǎ рл҈ ȅŜŀǊƭȅ ƎǊƻǿǘƘΣέ 9ŀǎǘ-West Digital News, 2013.

Rosstat, 2016.  

https://www.cia.gov/library/publications/the-world-factbook/geos/rs.html
https://www.ipsos.com/sites/default/files/2017-04/Tourism-2016-IpsosComcon.pdf
http://www.ewdn.com/2013/10/28/russias-online-travel-market-posts-50-percent-yearly-growth/


Russia ςDigital Travel Landscape
Russian travelers lean towards 

independent travel

Å Russians tend to book last-minute, an estimated 
80% of holidays are sold in the last four weeks 
before departure.

Å The majority of Russian tourists (middle and lower 
middle class in particular) prefer to travel in groups.

Å They like the reassurance of branded hotels and 
all-inclusive trips.

Å Potential visitors tend to use the internet for 
comparing prices of flights and hotelsbut actual 
booking tends to be through the travel agent.

Å Working through tour operators, travel agents make 
up about 50% of all bookings and salesin Russia.

So urces: 
άMultifunctionality of TripAdvisor- What makes TripAdvisor the Preferable Travel Web Site among RussiansΣέ KajaaninAmmattikorkeakouluUniversity of Applied Sciences, 2017.

άRussia Visitor CharacteristicsΣέ ±ƛǎƛǘ .ǊƛǘŀƛƴΣ нлмт.

So urce: άRussia Visitor CharacteristicsΣέ ±ƛǎƛǘ .ǊƛǘŀƛƴΣ нлмтΦ

FedorEgorov, product director of DaTravel.com described trends in eTourismin Russia

Å Go online. With the growth of Internet penetration, bank cards and the credibility of online 
purchases, the number of people who begin to book trips independently increases.

Å Go mobile. More and more traffic (more than 40%) and reservations (more than 15%) occurs 
through mobile devices. Although, in fact, it is more appropriate to use the term MultiScreen-
when a person starts looking at something on the road on the phone screen, continues at home 
on the couch from the tablet and completes the purchase at work from the laptop.

Å Last minute. With the simplification of the visa regime (increasing the duration of the Schengen 
visas), as well as reorienting the demand for domestic destinations, people began to book 
themselves last-minute trips, literally in a few days and for shorter periods. The share of bookings 
made several hours before the hotel accommodation is also increasing, although the dynamics of 
last minute bookings are still insignificant compared to Europe. 

Å Local experience. Travelers are more interested in advice and experience of local residents. This 
includes such services as Airbnb, which allows plunging into this experience, but also various 
excursion services: Viator, Weatlas, Excursiopedia, where local guides will show and tell how one 
or another city lives. 

Å Make it easy. Customers get tired of comparing thousands of offers and want to choose from a 
minimum number of specially tailored options for them according to their habits and wishes.

So urce: άMultifunctionality of TripAdvisor-What makes TripAdvisor the Preferable Travel Web Site among RussiansΣέ KajaaninAmmattikorkeakouluUniversity of Applied Sciences, 2017.

https://www.theseus.fi/bitstream/handle/10024/134311/Merzlyakova_Polina.pdf?sequence=1
https://www.visitbritain.org/markets/russia
https://www.visitbritain.org/markets/russia
https://www.theseus.fi/bitstream/handle/10024/134311/Merzlyakova_Polina.pdf?sequence=1


Russia ςDigital Travel Channels
Overview
Duringthe last yearalonethe Russianonline travel market increasedby 37%, with all
segmentsdemonstratinggrowth. Air ticketsaccountedfor more thanhalf of the market
volumelastyearwhile hotel bookingsaccountedfor just 16%. Transportcompaniesare
moresuccessfulinexpandingtheir audiencesthanonlinetravelagencies(OTA).

Most Russiantourists searchfor information on travel usingsearchenginessuchas
Googleor YandexaswellassocialmediasiteslikeVkontakteandOdnoklassniki.

For booking accommodations,Russiantravelersthat usedonlinechannelsfor booking
flights preferred to book directlywith the airline to bookingthrough an OTA. When it
cameto bookinghotels,Russiansmuchpreferred bookingthroughan OTAwebsiteor
app(Phocuswright,2015).

Accommodation & Hotels Airlines & AirportsGeneral TourismGeneral Travel

Top travel websitesin 
the Russia taken from 
SimilarWeb, ranked by 

share of traffic.

Online sales of travel 
services in Russia are 

growing rapidly.

So urces: 
άRussian online travel market reached $11.2 billion in 2016Σέ 

Russian Search Marketing, June 2017. 
άA Rising Middle Class Will Fuel Growth in RussiaΣέ bƛŜƭǎŜƴΣ 

2013. 
άRussia Visitor CharacteristicsΣέ ±ƛǎƛǘ .ǊƛǘŀƛƴΣ нлмт.

άThe Mobile Effect: Disrupting the Competitive Landscape in 
the Digital Travel aŀǊƪŜǘΣέ Phocuswright, 2015. 

https://russiansearchmarketing.com/russian-online-travel-market-reached-11-2-billion-in-2016/
http://www.consumer360.com/a-rising-middle-class-will-fuel-growth-in-russia
https://www.visitbritain.org/markets/russia
http://www.criteo.com/media/2187/phocuswright-criteo-the-mobile-effect-travel.pdf


Russia ςDigital Travel Channels

Russian airline bookers prefer to book 
ŘƛǊŜŎǘƭȅ ǘƘǊƻǳƎƘ ǘƘŜ ŀƛǊƭƛƴŜ ǿŜōǎƛǘŜΧ

Russian hotel bookers prefer using 
h¢! ǿŜōǎƛǘŜǎ ŀƴŘ ŀǇǇǎΧ

So urces: 
άRussian online travel market reached $11.2 billion in 2016Σέ wǳǎǎƛŀƴ {ŜŀǊŎƘ aŀǊƪŜǘƛƴƎΣ WǳƴŜ нлмтΦ 

άThe Mobile Effect: Disrupting the Competitive Landscape in the Digital Travel aŀǊƪŜǘΣέ Phocuswright, 2015. 

https://russiansearchmarketing.com/russian-online-travel-market-reached-11-2-billion-in-2016/
http://www.criteo.com/media/2187/phocuswright-criteo-the-mobile-effect-travel.pdf


Russia ςDigital Travel Channels
wǳǎǎƛŀΩǎonlinetravelmarketcontinuesto grow
Russiahasthe largestonline population in Europe,and the
onlinetravelmarketisexpectedto continueits rapidrise.

In the spanof sixyearsτ from 2010to 2016τ the volume
of the Russiane-travel market grew tenfold, hitting 740
billion rubles last year (nearly $11.2 billion at the average
exchange rate), according to research agency Data
InsightcitedbyHotelier.pro.

Globalonline travelconglomeratesPricelineandExpediaare
well behind the local online travel market leadersin Russia
becauselocals are better equipped to market and serve
customersin their homemarket.

While many people in Russia may use the Internet
to researcha trip, the Russianupper-middle class,aswell as
citizensaged from 18 to 39 years of age, are the most
promisingaudiencesfor the e-travel market to grow further,
accordingto RussianresearchagencyDataInsight.
(RussianSearchMarketing, 2012)

So urces: 
άRussian online travel market reached $11.2 billion in 2016Σέ wǳǎǎƛŀƴ {ŜŀǊŎƘ aŀǊƪŜǘƛƴƎΣ WǳƴŜ нлмтΦ 

άTop 5 Online Travel Companies in RussiaΣέ ¢ƘŜ aƻǎŎƻǿ ¢ƛƳŜǎΣ нлмнΦ

Leading Russian Travel Sites

Aviasales.ru: Launched in2008, Aviasales.ru has 
more than 1.5 million unique visitors each month 
and over 17 million total visits.It offers the most 
comprehensive travel planningfor Russian-
speaking users. In addition to offering a search 
function for airline tickets, the site also allows 
users to search for hotels. 

Travel.ru (formerly Oktogo.ru):Travel.ru is one of 
the most visited online travel portals in Russia. It 
publishes travel-related online contentin Russian 
such as travel news, guides to popular destinations 
and countries, tips on getting tourist visas and 
special offers from airlines and tour operators. The 
firm, which recently launched airline ticket sales, is 
soon to add online hotel booking to its website.

http://www.datainsight.ru/
http://hotelier.pro/tourizm/item/2700-etravel

