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If you only focus on the conversion, you 

ignore 3 stages of the consumer journey! 
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Source: http://www.facebookstories.com/stories/47/infographic-sharing-life-s-major-moments 
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Source: http://www.facebookstories.com/stories/47/infographic-sharing-life-s-major-moments 
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70%  
update their Facebook status while on vacation. 
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71%  
consider posts on Facebook and  

Twitter when planning vacations 

70%  
update their Facebook status while on vacation. 
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71%  
consider posts on Facebook and Twitter when planning vacations 

52%  
change their original plans based on social-media suggestions 

70%  
update their Facebook status while on vacation. 

Source: PhoCusWright Consumer Travel Report Fourth Edition and Funsherpa 
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Continue Investment After Conversion 
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