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Today’s Itinerary



/ Trends

/ Openings/ renovations

/ Deals

/ Unique programming

/ Human interest stories

Today’s Itinerary

Is it 
interesting?

Are we 
relevant to 

it?

Does it 
serve our 
interests?



The Daily Beast (UVM: 17,704,762) Robb Report (UVM: 1,630,613) Conde Nast Traveler (UVM: 3,226,080)



Bloomberg (UVM: 13,002,574) Smithsonian Magazine  (UVM: 7,178,543) Town & Country (UVM: 6,359,831)



Travel & Leisure (UVM: 2,005,222) The Boston Globe (UVM: 2,005,222) Matador Network (UVM: 1,234,044)



Trends in Travel

Today’s Itinerary



Diversity of MMGY Research
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VISTAS
LATINAS
A Landmark Study 
of U.S. Travelers of 
Hispanic Descent

PORTRAIT OF AMERICAN

INTERNATIONAL 
TRAVELERS

A PORTRAIT OF
MEETING & 
CONVENTION
TRAVEL



Traveler 
Perspectives
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Base: Active Travelers (n=3,508)
Source: MMGY Global’s 2022 Portrait of American Travelers® "Summer Edition"

72% agree
The memories I get from 
vacations are more valuable to 
me than any material item I 
purchased last year.

Travelers Prefer Experiences Over Things

66% agree
Taking a vacation is the event I 
most look forward to each year.

50% agree
I believe that the destinations I 
visit say a lot about who I am.

59% agree
I prefer paying for experiences 
over buying tangible items.
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Important Features When Choosing Accommodations
% Find 

Important

  Location 52%

   Value for the price 51%

   Room rate 46%

   Cleanliness standards/promise 45%

   Free breakfast 45%

   Food/restaurant options available at accommodation 34%

   Free internet access from public areas 31%

   Previous experience with the property/brand 31%

   Located within walking distance of restaurants/bars 29%

   Loyalty/frequent stay program 28%

Cleanliness Standards Are Now As Important As Rate 

Base: Active leisure travelers (n=3,985)
Source: MMGY Global’s 2022 Portrait of American Travelers® “Spring Edition”
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Rank Type of Culinary Experience
%

 Interested

1 Authentic food eaten by locals 52%

2 Street food and/or food trucks 40%

3 Restaurants unique to a 
destination 37%

4 Food & wine festivals 27%

5 Winery tastings & tours 26%

6 Farm-to-table 22%

7 Distillery or brewery tours 20%

7 Michelin star restaurants 14%

Top Culinary Experiences Travelers 
Want on Vacation

Base: U.S. active leisure travelers (n=3,162)
Source: MMGY Global’s 2022 Portrait of American Travelers® “Fall Edition”







of US Travelers value 
sustainable travel 
when planning a 
vacation.

of US travelers are interested in 
philan-tourism.76% 

of adults value experiences 
more than material 
possessions.





Sustainability 
in Travel



90%
of consumers are looking for 
sustainable options in travel.

Expedia Media Group, Sustainable Travel Study, April 2022



The Changing 
Media Landscape 





/  Newsroom shrinkage

/ Titles going digital only

/ Video rules

/ Rise in micro-influencers

/ Further blurring of paid/earned media

/ Social for PR 



Working Together Successfully

Today’s Itinerary



TARGET THE RIGHT MEDIA & INFLUENCERS FOR THE STORIES 
WE WANT TO TELL

PROACTIVE Press Material 
Development 

Customized Story Angles

Content/Editorial 
Calendar Media Outreach:

Print, Online
and Broadcast

Press and Influencer 
Visits

Executive Speaking & 
Thought Leadership 

Opportunities

Media Tours

REACTIVE  
Media Monitoring

Fulfill Incoming Media 
Requests

Maintain Awareness of 
Competitive Set Trend Monitoring Issues/Crisis Management

ALWAYS-ON NEWS ENGINE

Non-paid Influencer 
Integration 



   OUR ONGOING APPROACH TO CRISIS COMMUNICATIONS 

STAKEHOLDER COMMUNICATION

CRISIS MANAGEMENT Evaluation of the situation. Fact gathering, updating, strategizing and implementing

CENTRAL COMMAND
Act as the communications hub to digest and disseminate information about the 
crisis to stakeholders and prepare all public and media facing statements

Craft key statements for various stakeholders, a crisis narrative, as well as the 
post-crisis recovery story

Media and message train spokesperson(s) for a variety of crisis scenarios

MONITOR COVERAGE/MANAGE 
PROCESS

Vigilant monitoring of traditional media coverage and social media chatter 
to understand the situation

ONGOING & 
PROACTIVE PLANNING

Develop a crisis playbook that addresses as many likely crisis scenarios as 
possible; provide counsel on problematic situations as they develop

SPOKESPERSON SUPPORT



   GILDED AGE PRESS TRIP

ALI WUNDERMAN
Freelance Journalist (Conde Nast 

Traveler, The Washington Post, 
Cosmopolitan)

LAURIE WILSON
Freelance Journalist (The Boston Globe, 

Travel Channel, The New York Times)

MEG SHELTON
Editor, Hotels Above Par



/ Black Friday Deals

/ Holiday Packages/ Promotions

/ New Year’s Eve

/ New for 2023

/ Winter Festivals/Off-season deals

Upcoming Editorial Trends

Today’s Itinerary



LET’S GO PLACES 
TOGETHER.


