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Mobile Search Volume Across Categories
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Source: Google Search Data, July - Sept 20185, United States

More air queries are coming from mobile, up 43% YoY (as of Sept 2015)
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where travel research begins most influential source in booking
\ What factors influence the decision?

We asked participants to rate the importance and influence of different tools while they are choosing their
hotel. For the first time ever, reviews on the hotel's own website have leapfrogged everything else to
become the most important factor when making the booking decision. The most important and influential
tools are as follows:

@ 1.Reviews on the hotel website s—

@ 2.Pictures on the hotel website
@ 3.Quality of the hotel website
h @ 4.Reviews/Testimonials reviews sites (TripAdvisor, Yelp, etc.)
T
B nels, we asked consumers torate thd -1 1 ' 4.1%
ya’ sources. It turns out, OTAs like Expeg 16-20 l 2.2%
r‘ anymore. In fact, dlstlrust in OTAs h 510 I 0.7%
surveyed travel planning behavior.
25+ 3.2%

http://www.fueltravel.com/2016-fuel-travel-study/



Customer Journey Facts
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Customer Journey Facts

Germany « 2004 - present  « Holels & Accommodatons « Web Search
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http://goo.gl/forms/zMVBqC4cct
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A Virtual Reality exploration over our hotels in turope

For online booking please press hese ook Now
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Workshop

FuelTravel Customer Journey 2016 Report: http://www.fueltravel.com/2016-

fuel-travel-study

Google Trends: https://www.google.com/trends/
explore#cat=0-67-179&geo=DE&cmpt=q&tz=Etc%2FGMT-2

Google Micro Moments in Travel: https://www.thinkwithgoogle.com/articles/
travel-trends-4-mobile-moments-changing-consumer-journey. html

GCH Virtual Reality: https://explore.gchhotelgroup.com/



http://www.fueltravel.com/2016-fuel-travel-study
https://www.google.com/trends/explore#cat=0-67-179&geo=DE&cmpt=q&tz=Etc%2FGMT-2
https://www.thinkwithgoogle.com/articles/travel-trends-4-mobile-moments-changing-consumer-journey.html
https://explore.gchhotelgroup.com/
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