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Fresh research & insights on marketing to
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Road Trips Reinvented!

B Amir Eylon, President & Partner,Longwoods International
B Chris Adams, Head of Research & Insights, Miles Partnership
B Cathy Ritter, State Tourism Director, Colorado Tourism Office

B Jeremy Harvey, VPg Marketing & Communications, Visit Savannah
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EXAMPLES & MARKETING TIPS
ROAD TRIPS INSIGHTS
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US & INTERNATIONAL ROAD TRIPS MARKETING EXAMPLES TOTAL IIDGI PS5 SPENDING
Around the world citles, states and sven countries are working together. = $50.1 BILLION
Brand USA Road Trips: Working with cities, states and
jpartners like Travel South, Brand USA markets a range

of “Trips” that can be leveraged into domestic as well as
international markets.

MORE: yvisittheusa.com/USATrips
Absolutely Alps: Switzerland, Austria and Germany work

together in this marketing cooperative for the European Alps —
to share touring routes by road, gyde and train. ATION

MORE: tnership.gall 0/0

£17 BiLLION

TRANSPORATION AT DESTINATION
$4.1 BILLION

RECREATION
$5.1 BILLION

Australian Road Trips: From the Great Ocean Road to the
Red Centre Way, you can explore Australia by road.

MORE: mils hij y/AustralianRoadTrips

EATING/DRINKING
Mew Zealand Road Trips: Mew Zealand road trips show 0,
the power of themes (see: Classic Mew Zealand Wine Trail or zo /o
Thermal Explarer] and product development epportunities. $10 BILLION
MORE: mil hi i ealandRoadTrips

MARKETING TIPS AKEAWAYS TO GUIDE YOUR ROAD TRIPS MARKETING

POLISH THIS HIDDEN GEM: Road trips are a significant travel market but one that is often overiooked and/or
underappreciated by many states and DMOs. Remember to include road trip travel in your marketing plans.

TARGET GROWTH: Road trips have been a growing part of US states’ visitor economy but there are some clear
winners and losers in road trip market share over the last 20 years. Support growth by focusing on the specific
needs of these travelers. See #3, #4 and #5.

DRIVE VALUE: Overall, road trip travelers are extremely attractive visitors. Market to a mix of both repeat and
new visitors and target the many road trip travelers who are affluent, well-educated and are seeking to explore
new places and experiences.

HYPER ACTIVE & INFORMED: Road trip travelers are adventurous, curious and hungry for information!
They seek a wide range of activities during their trip and are heavy users of both online and offline media in
trip planning. DMO websites are a top source of information, so make sure you meet and exceed their high
expectations for the depth and range of content.

ESSENTIAL PARTNERSHIPS: Road trip travelers are explorers without regard for state, city or county borders.
DM0Os need to work with a wide range of industry partners and other DMOs in their own state and impaortantly,
aother states to offer a compelling visitor proposition. Develop products and marketing programs that link
complimentary experiences into road trip itineraries, regardless of county or state boundaries.

Y’ BONUS TIP: THINK DOMESTIC & INTERMATIONAL The wide open road of the American bath LIS and %
- Develop marketing campaigrs and products that can be sdapted and promoted to both domestic and intermational travelers.

USA

ROAD TRIPS

RESEARCH SUMMARY

RESEARCH & INSIGHTS ON ROAD TRIP TRAVEL ACROSS THE USA
Research from Longwoods International,
Analysis and Insights from Miles Partnership




USA ROAD TRIPS G miles Longuoos
VISITOR PROFILE Significant increase in Significant drap In'Share of
RESEARCH SUMMARY T e T

51% FEMALE = 49% MALE BACKGROUND 9% THE BOTTOM LINE
Research & Insights on Road Trip Travel milespartnership.gallery/USRoadTrips me!sg AFRICAN S50 BILLION  DIEECTSPEWDING v Us
32% traveling with kids AMERICAN 5% ROAD TRIPS TRAVELERS
23% - HOUSEHOLD INCOME 108 MILLION sous » 28 MILLION ciupsey

LONGER & MULTI STATE New Visitors B Iy 32 Pt 136 MILLION

ROAD TRIPS vs. 11% OUEilSﬂI'D 00[‘ 229 ROAD TRIPS IN THE USA IN 2017
of all US

Leisure Travel ]

27% of Road Trips are Long -
S SOURCES OF INFORMATION
48% of Spendi
Longe Roa d“fp‘s"ac't'gm - ) T‘ Destination Websites (City, State)
" e Online Travel Agencies eq: Expedia
Imost half of d Use a smartphone
aimosthall of spending uring tavel o Hotel or Resort information/advice  19%
69% that Visit 3+ States

have a trip of 5+ nights

] A Travel Quide books 12%
Share of all US Road Trips to this region in 2017  AAA-Auto Club @7 10%

- Airline 8%
Visitor Bureau/Govt Agency @ 8%
Lodging Sharing Websites
eq: Airbnb
Travel Agency &for Tour Company 5%

TRANSPORTATION

Own Car 76%
Rental Car 23%
Camper/RV 3%
Motorcycle 2%

airbnb 8%

during fravel to
planor ook Advice from relatives or friends 17%
Social Media eq: Facebook 15%
16% Travemmpa ny Website n 12%
7% .

8 LONG TERM TRENDS IN ROAD TRIP TRAVEL

199770 2017 [ ‘\ ACTWITIES:!NTERESTS
1. Grew from 7 to 9% in share of US leisure travel TIME OF YEAR Shopping 43%
2. More varied, complex sources of information Landmark/Historic Site 39%
esp: growth of digital media W TRIPS BY QUARTER National/State Park 32%
3. More married couples traveling Fine Dini 27%
with more children £\ FIRST (JAN.-MARCH) | SECOND (APR.-JUNE) i 269%
4. More retirees traveling Lﬂ, Beach/Waterfront 22%
L Maora adorated travalare 1 ’% 28% PR T T S TR . A0



Are We There Yet?

L% %995 3 0 R R R R R R R R R R R R R RN N NN N NN NN NN YN YRR

RESOURCES:

B Presentation Slides
B Road Trips Summary & Infographic
B 140+ Page Research Report

http:milespartnership.gallery/USRoadTrips
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Longwoods International
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Methodolog‘x‘(short version):
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Travel USA®

A Largest ongoing study of American
travelers

A Quarterly random samples of U.S. adult
population

A Consumer online panel

A Profiles of representative sample of
300,000+ overnight and day trips each
year

A Overview survey, then a custom follow-up
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After Looking Back 20  °'©
Year s

We Saw Five Key Takeaways:
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Total Size of Ro2a0dl1 7Tr i p

AN N N N RN RN RN R R R R R RN NN NN NN R R NN YNNI TRTRTRERRRRREEWY

Total Overnight Road Trips = 136 Million

Chil dr en
28Mi | I 1 on
2 9

Adults
108 Million
80%
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Total Spending 20nHRoad T i
by Sector
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Total Spending = $50.1 Billion

Eating/Drinking
Accommodations 20%
34%
Retalil
7 u%
Transportation

to/from D _

Destination | ~—_Recreation
17% 10%

Transportation at
Destinati on
8%
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2. Road Tri ps are a G
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