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Today’s discussion will outline some of the 
top behaviors in travel audience 
segments, and the changes in destination 
trends. Some changes are temporary, 
and others could shape a generation.

The correct marketing strategies, 
messaging and media tactics to reach 
said audiences will be pivotal to remain 
successful in the new economy.

EXECUTIVE 
SUMMARY
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AUDIENCE
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YOUNGER, MORE ACTIVE 
ARE KEY TARGETS

The younger the respondent, the more likely 
that they plan to go outdoors more 
49% of Gen Z and 46% of Millennials 

plan to go outside more

Key target group may be those already exercising 
or with high activity frequency 

55% of those who exercise multiple times 
per week plan to do more outdoor activities

There is also a correlation between the use of mindfulness/meditation 
apps/content and a higher frequency of heading outdoors

Source: Civic Science, March 24 - 27. 
2,382 respondents, weighted by US Census 13+.
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CHANGING  
LANDSCAPE
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7Source: Slate, May 21, 2020.  Base: 6,000 Respondents.

WANTING TO GET OUT, 
JUST NOT TRAVEL FAR YET

Would you fly on a 
commercial plane?

Would you rent 
a vacation house?

Would you go to the 
beach or a national park?

14%
YES
70% NO

16% I DON’T KNOW

28%
YES
58% NO

14% I DON’T KNOW

58%
YES
28% NO

15% I DON’T KNOW
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Price is going to be top-of-mind for many US internet 
users as they plan their post-pandemic vacation. 
Three of the eight responses given in the study revolved 
around cost, with the second-largest share of respondents 
(25%) saying they’re going to make use of promotions and 
discounts when booking vacations.

Proximity is also important, as respondents are saying 
they’ll plan local trips rather than setting off abroad. 
Airline companies may need to adjust their marketing efforts 
or offer enticing deals to customers to ramp up the travel 
industry once the pandemic ends.

KEEP IT CHEAP.
KEEP IT LOCAL.

Source: GlobalWebIndex, ‘Coronavirus Research: Multi-Market Research Wave 3,’ April 29, 2020. A16 – 64.
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Most people want to wait until it’s safe to travel. 

DAY TRIPS OR RENTALS (VS. HOTELS)
And when they do travel, they want to stay in an apartment 
rental that they can wipe down, and don’t need to share with 
any strangers. 

ALTERNATIVES TO FLYING
They want to travel in their own car or a rented car instead of 
flying, and they want to avoid densely populated urban 
centers that used to be the scary epicenters of the pandemic. 

All these trauma-driven expectations provide tremendous 
value for travel companies to act on by offering services 
that can mitigate the lingering fear of COVID-19.

WHAT WILL
TRAVEL LOOK LIKE?
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ONE-THIRD WILL START TRAVEL 
WITHIN THREE MONTHS

Source: Skift Research, April 8 – 13.

• The highest number 
comes from the group 
who said they would 
resume travel in four to 
six months after travel 
restrictions are lifted. 

• They were eager to 
travel but will take 
cautious steps to make 
sure it’s safe and 
secure to travel.
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TWO-THIRDS EXPECT THEIR 
FIRST TRIP TO BE A ROAD TRIP

Source: Skift Research, April 8 – 13.

• Only 5% of surveyed 
Americans expected their 
first trip after the outbreak 
to be by train or bus, likely 
because those are public, 
shared spaces. 

• Private and controlled 
space offered by a car is 
most likely to be the first 
transportation method 
used by Americans who 
return to travel.
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OVER ONE-QUARTER WILL MAKE 
SOME PREFERENCE CHANGE

Source: Skift Research, April 8 – 13.

• Accommodation 
preference has the 
highest number of 
changes, at 37%. 

• And 27% of people 
said they would 
favor different 
travel destinations.
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AMERICANS ARE 
GOING OUTDOORS
In an effort to fight cabin fever.

43% of Americans say they plan to do more 
outdoor activities due to ‘social distancing’ 
mandates

Hiking, visiting parks and boating/fishing 
were the pursuits most likely to see a 
coronavirus-related boost
Camping, however, only saw a 3% boost—
possibly due to weather, or a desire not to share 
facilities with other campers

Source: Civic Science, March 24 - 27. 
2,382 respondents, weighted by US Census 13+.



MEDIA
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During the pandemic, some of the most 
popular hashtags are about staying home 
and supporting local businesses.

THE IMPORTANCE OF LOCAL

US and CA mentions on Instagram and Twitter 
May 1 through May 19, 2020

#StayHome
5.1M

#ShopLocal
#EatLocal
#local

3.4M

Source: Comperemedia/Infegy.



Post pandemic there will be a new norm, and consumers will expect specific communication. Without
communication, your brand will be left out of the conversation.

EXPECTED MESSAGING  
IN THE NEW NORM

Health Safety
Express what you’re doing to sanitize  
every part of your business, including  

how your protecting your employees  
and customers.

Promotions
Some sort of incentive to book,
heavy discount or payment plan

is expected.

Community Contribution  
Consumers want to know what  

brands are doing to help the front  

line (first responders, delivery  

drivers) and what part they’re  

playing to combat COVID-19.
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Timing:  30 Days
Investment:  $9,970
Savings: 41%
Geotarget: Multi-County / DMA
Audience Target: Travel/Future Cruisers/Hotel/Spa 
Engagers

With travel plans postponed, consumers are dreaming about the places 
they’ll go and the things they’ll do later this year. 

SOLUTIONS:
• 200,000 audience targeted display impressions on SunSentinel.com, 

the display network and/or Facebook 
• 50,000 geotargeted multiscreen OTT impressions, including 

Connected TV and streaming   
• 50,000 audience targeted YouTube TrueView video ads  

Optional: 3 Turnkey Branded Content articles promoted with 250,000 
SunSentinel.com impressions each for $12,750 total.

Example: The essentials to have on your person at all times while you 
travel *Mocks for visual purposes only

Stay top of mind in the Travel Industry.  Target digital ads 
and digital content to “travel engagers”, receptive to 

maximum awareness and impact regarding concepts of 
strict hygiene and hand-washing.  Most importantly, the 

steps the travel industry is taking for sanitization.

TRAVEL
REGIONAL



Let your hospitality shine by targeting your digital ads to a 
radius or zips of property for maximum awareness and 

impact regarding concepts of strict hygiene and hand-
washing and the steps the hospitality industry is taking for 

thorough cleaning of property for when guests return.

Timing:  30 Days
Investment:  $4,700
Savings: 25%
Geotarget: Local
Audience Target: Travel/Future Cruisers/Hotel/Spa 
Engagers

With travel plans postponed, consumers are dreaming about 
the places they’ll go and the things they’ll do later this year. 

SOLUTIONS:
• 100,000 geotargeted display impressions on 

SunSentinel.com, the display network and/or Facebook 
• 100,000 audience- or geotargeted emails 
• 50,000 geotargeted SunSentinel.com pre-roll video 

impressions

TRAVEL
LOCAL



Keep two sets of prospects in mind: The ones who 
can buy now, and the ones who will later. 

For the ones who can buy now, be clear about 
your value proposition. 

For the ones who will buy later, leverage 
promotions, content and digital channels (email, 
social media) to activate/engage them now.

ABC: ALWAYS BE 
CONNECTING
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Timing:  30 Days
Investment:  $5,000

Engage with your target audience in a new way by highlighting 
your products and services with a turnkey interactive piece of 
content designed to bring you leads. 

Elements:
• Personalized interactive content landing page hosted on SunSentinel.com

• Advertising distribution or equivalent for contest promotion

• Custom, targeted eblast to 100K emails
• 100K impressions on SunSentinel.com
• Social media ad campaign

• All users who participate will receive a bounce-back offer (a promo or 
coupon code to use now or in the future), and a grand prize winner can 
receive a larger prize.*

• Advertiser to receive an excel file with data received from program 
participants upon completion of the Sweepstakes. Information will include 
email address of participants and 1-2 questions supplied by the advertiser 
(i.e: Name, location).

*Advertiser to supply prize(s)

TURNKEY INTERACTIVE 
CONTENT

*Mocks for visual purposes only



TURNKEY CONTENT
THOUGHT STARTERS (SECOND STREET)
Travel:
Florida Trivia

• How to have a fun spring break experience at home — we promise it’s possible!
• Travel agent Q&A: “Should I book trips now?” and other common questions
• Experts say that it’s safe to travel to these locations
• We’re bringing the aquarium/zoo/museum to you (sharing/promoting any live cams they 

might have)
• 10 photos you can put on your TV to pretend you’re at our hotel for now
• Safety guide: The best ways to travel during the outbreak
• How to entirely disinfect your surroundings when you travel — including easy-to-miss 

places
• The essentials to have on your person at all times while you travel

https://turnkeys.secondstreetapp.com/Florida-Trivia/questions/691488?allow-full-viewport=true


GOAL 
Increase the number of last-minute bookings by re-
routing Wazers to a nearby Red Roof location.

SOLUTION
A national Waze campaign targeting travelers on the 
road with the simple message that they were here for 
those needing a “brake” from the road. Branded 
map pins taught travelers about Red Roof locations. 
Upon tapping the pin, users saw the campaign 
message and could re-route to the hotel directly from 
the ad. 

OUR WORK:

Client 
Red Roof Inn has 
more than 580 
properties in the 
U.S., Brazil and 
Japan across our 
four brands, 
ranging from 
economy to upper 
midscale.
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RESULTS
• The campaign had outstanding engagement rates when compared with 

Waze’s average ad platform benchmarks and only improved over time with 
a rigorous optimization and creative testing plan.

• The campaign drove over 14,000 navigations

• Client Feedback: “Red Roof’s partnership with Waze has been a win-win for 
travelers and Red Roof who have both benefitted from this innovative 
relationship.” MARINA MACDONALD, Red Roof CMO
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EXAMPLES
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THREE THINGS YOU CAN DO FOR 
YOUR BUSINESS RIGHT NOW
Center on Your Customer Service & Self-Service Capabilities
As people approach the concept of getaways right now, the first thing on their minds might be all the “What if” questions. It’s critical that consumers can find 
answers to those questions easily and to know that you have made efforts to reduce the friction that comes with communicating with businesses like phone, chat or 
email. Your website also needs to have seamless and streamlined search and checkout processes and your arrival processes should have the contact-free options 
people are expecting like ticketing or check-in kiosks. 

Collect Data With Interactive Content 
Campaigns aimed at building your marketing database will allow you to execute those multiple touch points to keep your business top of mind when they are ready 
to buy. Interactive content like sweepstakes, quizzes and contents are an effective way to collect data and remarket your prospects.

Revisit Your Targeting Criteria
Knowing your customer is an evergreen marketing principle, but now is a great time to evaluate your customer profiles and either adjust for circumstances or create 
new profiles that might apply to the marketing tactics you’re acting on right now.

• Gen Z/Millennials

• Active Lifestyle

• Families

• Residents Within a 100-Mile Drive

• Topic Targeting: 
Mindfulness/Meditation

TOP AUDIENCE SEGMENTS



THANK YOU
If you have any questions, please contact:

Mary Jordan
Sr. Media Consultant

mjordan@sunsentinel.com
954.347.0465

Allison Eichler
Digital Strategist

aeichler@sunsentinel.com
561.634.1207


