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The Most 
Important 
Technologies in 
Reaching & 
Engaging with 
Travelers



THE BEST WAY TO REACH TRAVELERS

Question: Please think about 

how travel destinations could 

best reach you with their 

messages right now.  Where 

would you generally be 

MOST RECEPTIVE to learning 

about new destinations to 

visit? (Please select all that 

apply)
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NONE OF THESE

Digital influencers

Newspaper travel sections (printed)

APPs on my mobile phone

Twitter

Pinterest

Text messages

Official local or state visitor guides (printed)

Broadcast television

Travel podcasts

Travel or lifestyle magazines (printed)

Advertisements on the Internet

Review websites (Yelp, TripAdvisor, etc.)

TikTok

Streaming video services (YouTube, Hulu, etc.)

Instagram

Online content (articles and blogs)

Email

Facebook

Websites found via a search engine

(Base: All respondents, 4,180 completed surveys. Data collected May 17-21, 2023.)



BEST WAY TO REACH TRAVELERS

Question: Please think about how travel destinations could best reach you with their messages right now.  Where would you generally be 

MOST RECEPTIVE to learning about new destinations to visit? (Please select all that apply)
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Websites found via a

search engine
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THE STATE OF THE AMERICAN TRAVELER: TECHNOLOGY EDITION

All the research, slides and other 
resources are available at
www.milespartnership.com/SAT
 

http://www.milespartnership.com/SAT


LEVERAGING THE MAJOR PLATFORMS





Claim Your 

Business on 

the Highest 

Visibility 
Platforms

Google Maps
(and Search)

Apple Maps

Facebook

TripAdvisor

1





Update your 

hours, even if 

they haven’t 

changed. 

2



Recency and confidence 
are key for visitors & locals. 



Add fresh 

pictures 
(at least 
monthly)

3



10X

111,277 views 10,757 views



Connect & Manage as part of a 

Smart Online Distribution Strategy

4





SEE BLOG POST & 10 MINUTE VIDEO AVAILABLE HERE:

https://www.milespartnership.com/blog/five-critical-digital-marketing-tasks-tourism-and-hospitality-businesses 

Five Critical Digital Marketing Tasks for Tourism and Hospitality Businesses

https://www.milespartnership.com/blog/five-critical-digital-marketing-tasks-tourism-and-hospitality-businesses


VERTICAL & SHORT FORMAT VIDEO

HOW TO MAKE SHORT 
FORM WORK FOR YOU

August 3rd, 2023



Video in Travel 
Planning 



P A G E  

2 3

USE OF VIDEO TO PLAN TRAVEL

Question:   In the past 12 months, have you used ONLINE VIDEO including visiting video sharing 

websites (e.g. Youtube.com, TikTok or Google Video) to plan any travel?

Yes, 
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(Base: All respondents, 4,180 completed surveys. Data collected May 17-21, 2023.)



Almost half (48.1%) of TikTok using travelers report that they 

have taken a trip to a destination because of content they 

saw on the platform. 

(65.0% for Millennials and 55.4% for Gen Z vs. 44.0% for Gen X 

and 28.4% for Baby Boomer TikTok users).

“ “About a year ago, I went to New Orleans, and it’s not the 

most talked about destination in my circle, but I had seen a 

lot of  posts on my TikTok on why it’s a good idea to go 

there, so I went!

I t ’s Not Just  Passive Entertainment. T ikTok has Been 

Effective in Inf luencing Travelers to Take Trips.

48%

“

“

TikTok has reignited my travel desires.

KEY TAKEAWAYS



3 PRACTICAL TIPS TO MANAGE CREATION



TIP NO. 1

Be 
Authentic

● Don’t overthink it – viewers 
want to see real experiences.

● Cell phone quality is 
perfectly fine if not 
preferred.  The more 
polished the footage looks, 
the less authentic it will feel 
to the viewer.  

● There’s a time and a place 
for high production video, 
this is not it.



TIP NO. 2

Brand 
Lightly

●The more logos you slap on 
your content, the less authentic 
it will feel to your audience.

●Your content should speak the 
same language as your brand 
but in a more nuanced way –
visual style, color, music, etc. are 
all ways to communicate brand.



TIP NO. 3

Recycle

● In an ideal world, every video 
would be shot vertically and 
custom created for each 
platform.  Nobody’s got that 
kind of time.

●Recycle content that performs 
well across other platforms.

●Reuse high resolution 16x9 
footage cropped to 9x16.



VERTICAL & SHORT FORMAT 
VIDEO RESOURCES

Research, 
Webinar, Blog

August 3rd, 2023



THE POWER OF 
GENERATIVE AI 
& CHATGPT

What It Means for Tourism & Hospitality

AUGUST 3RD, 2023



WHY



WHAT:  Use Cases

1. Content, Marketing, & Advertising
2. Trip Planning & Booking
3. Customer Service
4. Administrative & Operational Support
5. Whatever You Can Imagine...



New York Times, Can we no longer believe anything we see? April 2023

https://www.nytimes.com/2023/04/08/business/media/ai-generated-images.html


WHICH IMAGE WAS AI GENERATED? 

A B

New  York Times, Can w e no longer believe anything w e see? April 2023

https://www.nytimes.com/2023/04/08/business/media/ai-generated-images.html


BRAND VOICE



GENERATING AD COPY











REVIEW MANAGEMENT



REVIEW MANAGEMENT



Generative AI Avatars



FUTURETOOLS.IO OPENTOOLS.AI



5 x Principles for Managing Generative AI

1. Stay up to date with new trends & technologies
2. Disruptive but a net positive for tourism
3. Many opportunities to assess, test & refine
4. Use AI but check & verify
5. Travel requires high tech & high touch



What it means for tourism & hospitality

APRIL 27, 2023 https://milespartnership.expert/AI

Webinars, Blogs, Resources

https://milespartnership.expert/AI


Thank you!

Q&A



The Cookieless Future



THE COOKIELESS FUTURE

We’re Living in the Cookieless Future, Now

• Safari & Firefox already block third-party 
cookies 

• Google plans to start eliminating third-party 
cookies more broadly in Q1, 2024

• What it impacts?

o Audience targeting capabilities

o Measurement and attribution

o Website traffic and performance 



THE COOKIELESS FUTURE

• Ensure any measurement plan put into place 
accounts for continued deprecation of 
cookies 

• Prepare for decreased website and media 
metrics 

• Current Solutions:

o Data Clean Rooms

o Performance Media Modeling

o Build your own ‘First Party Data’

We’re Living in the Cookieless Future, Now



IMPORTANCE OF BUILDING YOUR OWN FIRST PARTY DATA

Your customer interactions and "owned 
media" incl. your website, email, print 
publications can build a valuable customer 
& subscriber database. 

This builds your own “first party data” with 
high value, repeat visitors and locals – and 
which can be used in your own marketing 
& communications
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