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Gen X

•Also called the “Connected Generation

•Social networks and new technology

•Blogs about what’s hot, new experiences

•Underground peer to peer networks, word 

of mouth

•Relationships



The general findings remained constant when analyzed in both the age and income bracket categories.

The exception was Facebook, which had a slightly higher rating (2.1) for the under-40 category for both E-

News subscribers and Visitors Guide inquirers.

SUBSCRIBERS 

AGE INCOME 

Under 40 
N=189 

40 ï 59   
N=1,388 

60+         
N=1,255 

Under 
$100,000 
N=1,410 

$100,000 ï 
$139,999 

N=579 

$140,000+ 
N=524 

HOW IMPORTANT 
ARE EACH OF THE 
FOLLOWING WHEN 

YOU ARE PLANNING 
A TRIP? 

AVERAGE AVERAGE AVERAGE AVERAGE AVERAGE AVERAGE 

Word of mouth 
information 

4.1 4.1 4.0 4.0 4.0 4.2 

Official destination 
travel sites 

4.1 4.1 4.0 4.1 4.0 4.0 

Emails from 
destination travel 

sites 
3.4 3.5 3.6 3.6 3.5 3.5 

Search engines 3.5 3.6 3.5 3.5 3.6 3.5 

Magazines 3.3 3.4 3.4 3.4 3.3 3.4 

Travel review sites 
(e.g TripAdvisor) 

3.7 3.5 3.2 3.3 3.5 3.5 

Print newspapers 2.6 2.8 2.9 2.8 2.8 2.8 

On-line advertising 2.8 2.9 2.6 2.9 2.8 2.6 

On-line travel 
agencies (e.g. 

Expedia) 
3.2 3.0 2.7 2.9 2.9 2.9 

On-line 
newspapers 

2.8 2.7 2.5 2.6 2.5 2.6 

Travel blogs 2.9 2.6 2.3 2.5 2.5 2.5 

Television 2.3 2.4 2.4 2.5 2.3 2.3 

Travel ezines 2.5 2.4 2.2 2.4 2.3 2.3 

Radio 2.1 2.1 2.0 2.2 2.0 1.9 

Facebook 2.1 1.8 1.5 1.8 1.7 1.6 

Other social media 1.7 1.7 1.6 1.8 1.6 1.5 

Twitter 1.5 1.4 1.3 1.5 1.4 1.3 

 



HOW IMPORTANT 

ARE EACH OF THE 

FOLLOWING 

WHILE YOU ARE 

TRAVELING?

SUBSCRIBERS

AGE INCOME

Under 

40 

N=189

40 ï59   

N=1,371

60+         

N=1,248

Under 

$100,00

0 

N=1,412

$100,00

0 ï

$139,99

9 N=580

$140,00

0+ 

N=523

AVERA

GE

AVERA

GE

AVERA

GE

AVERA

GE

AVERA

GE

AVERA

GE

Word of mouth 

information
4.4 4.3 4.2 4.2 4.2 4.3

Local travel 

guides
4.3 4.3 4.2 4.2 4.2 4.3

Official 

destination travel 

sites

3.7 3.8 3.7 3.8 3.7 3.7

Local 

newspapers
3.6 3.7 3.6 3.6 3.5 3.6

Travel review 

sites (e.g.  

TripAdvisor)

3.3 3.2 3.0 3.1 3.1 3.2

Mobile 

apps/smart 

phones

2.7 2.3 2.0 2.1 2.3 2.5

Facebook 2.0 1.7 1.4 1.7 1.6 1.5

Yelp 1.9 1.5 1.4 1.5 1.4 1.6

Twitter 1.5 1.4 1.3 1.4 1.3 1.3

Flickr 1.4 1.3 1.3 1.4 1.3 1.3

FourSquare 1.4 1.3 1.2 1.3 1.2 1.2



óFacebook Factorô Inspires 52 Per Cent to Book a Holiday, 

Reports Skyscanner
March 15, 2011

Sharing holiday snaps through Facebook, the social network with over 500 million users worldwide, is not 

only helping people stay connected in the virtual world, but also influencing peopleôs travels in the real world, 

Skyscanner can reveal.

The power of pictures’ has a very strong influence on Facebookers’ travel plans, with more than half (52 per cent) 

stating that seeing friends’ holiday pictures had inspired them to book a holiday to the same place.

Despite the well-worn joke surrounding the boredom of being subjected to other people’s holiday snaps, a 

whopping 88 per cent of respondents loved to nose through their friends’ shots with half of those admitting to 

doing so because “they could see what they had gotten up to and with whom!”

Gareth Williams, Skyscanner CEO commented:

“They say a picture is worth a thousand words and here is the proof. Facebook is the perfect platform for two very 

powerful influencers of travel; a personal recommendation combined with alluring images. Seeing pictures of our 

friends’ adventures in Tuscany can certainly plant a seed that later leads to you considering booking flights to Italy 

to explore the area, when you may not otherwise have done so”.









































Mobile Apps

•93% of DMOs have some type of mobile 

application

•Mobile Social Networks are used by 86% 

of DMOs

•Only 20% of DMOs manage mobile 

services in house

•Third party Apps
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