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About Forrester Research

• Independent technology research and advisory firm

• Started in 1983; publicly-held (NASDAQ: FORR)

• 786 employees (as of December 31, 2006)

» 286 in Research

• ~2200 client companies

• Survey 250,000 consumers every year in North America, 
Europe, and Asia/Pacific

• Dedicated travel research practice since January 2000
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In-home broadband access fuels online activities
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The growing popularity of mobile phones and devices 
enables new forms of consumer interactions
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Except for the Web and radio, online travelers’
spend less time with media than offline travelers
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The Web is mass-market, and online travel is routine

• 82% of US travelers are now online -- nine 
percentage points above US average

• More than half -- 57% -- of online leisure travelers 
research and book online (“Bookers”)

• US leisure Bookers will buy $86 billion of leisure 
travel online in 2006

» Online spending will exceed $111 billion by 2010

Base: US online leisure travelers
Source: Forrester’s North American Consumer technology Adoption Study Q3 2006
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US online leisure travelers average 4.8 trips/year
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Simpler trips dominate the landscape
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“Travel” doesn’t necessarily mean flying or staying 
in traditional accommodations
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Travelers rely on the Web to bring order to travel-
planning chaos

• Nearly all – 88% – like to have control over their 
making their travel arrangements 

• It’s important that travelers can learn where and 
when to find value, since 45% of online US leisure 
travelers let their budget dictate where they visit on 
a trip

• The overabundance of brands and ways in which 
they can get travel information – and buy it – has 
21% saying they feel overwhelmed
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To get beyond the obvious, travelers seek specificity 
and clarity – increasing the role content plays online

• Every travel provider has numerous assets -- the challenge is 
to structure and organize your Web site so travelers can 
access them

• 44% of Web travelers go online to find information about 
amenities at a specific travel provider (e.g., is there food on a 
flight, Internet access at a hotel, etc.)

• They want to visualize where they’re going or staying

» 55% of Web travelers say that looking at pictures helps them 
choose a destination, and 60% say it helps them choose a hotel
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Travelers routinely use the Web to get the 3 “i’s” of 
travel: ideas, inspiration, and information

11%

15%

26%

37%

58%

66%

67%

Health-related issues at
a destination

Travel safety

Sample itineraries/Ideas
about trips to take

When to visit a
destination

Where to visit

Attractions/Things to do

Accommodations/Where
to stay

“When researching or purchasing leisure/personal travel online, which of 
the following have you done in the past 12 months?”

Base: US online leisure travelers
(multiple responses accepted)
Source: Forrester’s North American Consumer Technology Adoption Study Q1 2006



17
Entire contents © 2006 Forrester Research, Inc. All rights reserved. 

Consumers turn to other consumers for guidance 
and advice about where to go, and where to stay

• Among all leisure travelers, one in three read other 
travelers’ reviews of that destination

• Among leisure hotel Bookers, 64% read comments 
and reviews written by other guests

» Just 38% use professionally written reviews

• 79% of the leisure hotel Bookers take into account a 
hotel’s diamond- or star-rating from a third-party 
organization, such as AAA

» Almost as many – 69% – use consumer ratings

Base: US online leisure travelers and (for hotel reviews) US online hotel/motel guests who 
researched/booked hotels online
Source: Source: Forrester’s North American Consumer Technology Adoption Study Q1 2006
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TripAdvisor content about Cragun’s
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Travelers’ adoption of many social computing tools 
surged from 2005 to 2006
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Real Simple Syndication (RSS) lets consumers to get information outside email
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RSS feeds can also be integrated into various personalized portals
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Desktop widgets: Available to all, 
meaningful to one
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Online travelers research and buy in multiple places
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“Which of the following did you use to research/purchase your personal/leisure travel 
in the past 12 months?”
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Mobile marketing -- a viable new frontier

• Mobile phones are ubiquitous among travelers 

• Web browsers are now standard in nearly all mobile phones

» Travelers must choose to activate plans

• Mobile marketing presents new opportunities to assist the 
traveler

» Search

» Mobile-specific Web pages

» Text messaging/SMS – inbound and outbound

» Alerts

Base: US leisure travelers
Source: Forrester’s North American Consumer Technology Adoption Study Q3 2006
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You can’t think of loyalty as owning the traveler

• More travelers admit they’re disloyal to brands than 
loyal

• Travelers see no value to loyalty, and the 
abundance of choices makes loyalty unnecessary in 
their minds

• Merchandising your offers and advantages, as well 
as your ability to help the customer with making the 
right decision for them, can help improve their online 
travel planning experience

Base: US online leisure travelers
Source: Forrester’s Consumer Technographics® 2005 North American Online Travel Study
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Travel remains a cross-channel experience -- many 
people research travel online and buy it offline
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Many reasons why Web travelers abandon Web sites 
for their phones are within travel companies’ control
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Source: Forrester’s North American Consumer Technology Adoption Study Q1 2006
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With technology dominating seemingly everything, 
travelers may interact with systems more than people

• The value and quality of human interactions 
becomes more important

• Our digitized experienced need to be more human
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How to improve the online travel planning and 
buying process

• Audit your Web site
» What products aren’t sold online, or what information isn’t 

published online, but can and should be?

» Remove “virtual brick walls” that cause customers to abandon 
your site

• Rethink the way you present your availability search results
» Deliver guidance to the traveler that provides useful perspective 

and encourages action

» Make sure product and destination attributes, rate restrictions,
etc. are described in a clear and engaging manner

• Offer an internal keyword-based search engine – travelers 
are used to searching for things online
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How to improve the online travel planning and 
buying process

• Make sure access to your Help section and links for 
click-to-call back and agent chat are prominent on 
descriptive pages as well as on transactional pages

• Make sure you have the content travelers need to go 
beyond the obvious. Utilize third-party content and tools 
that fill in gaps on your site, where it doesn’t make sense 
to create it yourself

• Let users store and retrieve information – and build on it, 
especially for more involving products like packages and 
cruises, and for tourism authority/CVB sites
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How to improve the online travel planning and 
buying process

• Use the digital media your customers use -- mobile

• Use relevant, effective tools like RSS and podcasts so 
travelers can get the information they want

• Take advantage of rich Internet applications like Ajax 
and “mash-ups” that allow you to enrich the user 
experience and let travelers maintain control of how they 
interact with your site
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Thank you/Q&A
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