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• Communication is a two 

way street

• Know which one works 

best

• Test, test, test

• Adapt or fall behind

• Pay attention to the 

competition



3



4



WHY SHOULD I CARE?

http://www.google.com/url?sa=i&rct=j&q=&esrc=s&source=images&cd=&cad=rja&uact=8&ved=0CAcQjRxqFQoTCMzolq-vycYCFQiSDQodCIsKlQ&url=http://tbo.com/events-tampa-bay/website-rates-siesta-beach-st-pete-beach-best-in-us-20150219/&ei=6vSbVczLOIikNoiWqqgJ&bvm=bv.96952980,d.eXY&psig=AFQjCNFrIb88LaiE6MypsV4wR4fWJs6TPw&ust=1436370525427012
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Do reviews really matter?

of global travelers say reviews are 

influential when choosing where to book89%

of global hoteliers say reviews are 

influential in generating bookings96%

Source: TripBarometer by TripAdvisor, April 2014

* Data was collected February – March 2014, based on an online survey of 10,370 representatives from accommodations in the TripAdvisor database, weighted equally by country, and 50,637 TripAdvisor

website users and Ipsos online panelists who have researched their travel plans online in the last year, weighted to the known profile of the online population. Further details can be found in the TripBarometer

global report. 
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Reviews matter: When researching 

restaurants or local attractions on 

TripAdvisor, 1 in 5 (20%) users read 

11+ reviews before making decision.

Source: PhoCusWright’s “Custom Survey Research Engagement,” prepared for TripAdvisor. December 2013. 
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TripAdvisor Review Scores are Largely Positive

Accommodation – 4.0

Attraction – 4.5

Eatery – 4.3
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More than half 
say they write reviews because 

they feel like they are a part of the 

TripAdvisor travel social community

Source: PhoCusWright’s “Custom Survey Research Engagement,” prepared for TripAdvisor. September 2012. 
9
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REPUTATION MANAGEMENT
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Factors Driving Traveler Engagement

Number of photos

Number of reviews in the past year

Total number of reviews

Management responses in the past year

(ranked by level of impact on traveler engagement1)
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EMBRACE 
FEEDBACK
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6

5

4

1

6 General Tips

Register and claim your listings

Encourage reviews
Include a description of your business

Get notified of reviews and track reviews

Write a management response

Add photos and videos

Encourage reviews

2

3
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www.tripadvisor.com/Owners

Step 1
Search for and find your organization.

Step 2

Fill in details and sign in.

Register to get started1

http://www.tripadvisor.com/Owners
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TripAdvisor Management Center

ONLY 1 OF 4 OF BUSINESSES ARE TAKING 

ADVANTAGE OF THIS IMPORTANT TOOL

Source: TripAdvisor internal data
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Include a description and amenitiesWrite a Description2
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Add Photos and Videos3
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Encourage Reviews4
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Get Notified and Track Reviews

19

5
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Manage recent reviews and see how travelers have rated your property, 

such as the service, cleanliness, location, etc.

Track and Manage Performance 
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Write a Management Response6
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Management Response: Best Practices

1. Sign up for review notification emails

2. Read our guidelines

3. Respond promptly

4. Say “thank you” 

5. Be original in reply

6. Highlight positives

7. Address specific complaints

8. Be polite and professional
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TripAdvisor Insights

• Available in 20 languages

• Centralizes all content 

resources in one place: 

best practices guides, 

how-to videos and more

• New content published 

daily

Your essential hospitality marketing resource

www.TripAdvisor.com/TripAdvisorInsights



Scale Matters!

390
Unique visitors 

a month**

MILLION
435M+

Reviews & opinions

136k+
Destinations

280+
User contributions 

a minute

120M+
Members

49
Markets Languages

28
Businesses Listed

6.8M+
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Reach & Scale

*source: June Comscore, US Market

One of the largest media properties in the world

69M*+ Users
Accessing TripAdvisor via 

mobile devices or PCs monthly

1 in 4 people in the US
Accessed TripAdvisor via

mobile device or PC monthly

TripAdvisor is

the 30th most visited 
property on the web

with monthly traffic 

comparable to:
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117,031

110,307

65,757

51,432

33,944

31,996

27,766

26,688

21,939

16,196

16,175

15,772

15,411

15,143

14,807

13,843

13,797

13,198

13,153

12,941

12,734

12,537

12,103

10,241

9,813

0 20,000 40,000 60,000 80,000 100,000 120,000 140,000

TripAdvisor Media Group

        Tripadvisor Sites

Booking.com

Ctrip Sites

        Expedia Sites

    12306.Cn

    Qunar.com

        Trivago Sites

        Hotels.com Sites

    Airbnb Sites

    Uu456.com

    Despegar-Decolar Sites

    Mafengwo.Cn

    Tuniu.com

    Lvmama.com

    Skyscanner Sites

    17U

    Msn Travel

    Ly.com

    Kayak.com Network

    Indian Railways

        Agoda

    Sohu.com Travel

    Elong Sites

        Priceline.com

TripAdvisor – Worldwide
TAMG remains the largest travel player worldwide

TripAdvisor 17% of the Travel Market

TAMG 18% of the Travel Market

Source: comScore September 2016

Note: For comparison purposes data above reflects Desktop only 



TripAdvisor Multiplatform Unique Users
comScore September 2016

Source: comScore, September 2016 27
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SALT LAKE CITY TRIPADVISOR

Salt Lake City Content on TripAdvisor:

 75+ Hotels & Accommodations Listed

 246+ Things to Do Listed

 1,371+ Restaurants Listed

 2,100+ Topics Discussed in the Forums

 9,300+ Traveler photos

Salt Lake City Traffic on TripAdvisor (Last 12 months):

Unique Sessions – 2.8+ Million

Page Views – 10+ Million

Mobile Unique Sessions – 1.2+ Million

Mobile Page Views – 5+ Million



29Source: TripAdvisor Internal Site Data

Global Interest in Salt Lake City Content

o The number of global sessions viewing Salt Lake City content on TripAdvisor has grown 

steadily since 2014

o Overall the traffic has grown by 28% YoY 

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

Global Sessions Viewing Salt Lake City Content

2014 2015 2016



30Source: TripAdvisor Internal Site Data

Salt Lake City Top Markets

o Top markets by rank



31Source: TripAdvisor Internal Site Data; 2015 - 2016

Top 20 Markets Viewing Salt Lake City

o In 2016, users in the United States made up 

87% of all views of Salt Lake City Content on 

TripAdvisor, up from 85% in 2015

o Canada is the largest international market 

viewing Salt Lake City, followed by the United 

Kingdom and Japan

o Countries such as South Korea, Belgium and

Argentina had less than 1.5% each of views 

of Salt Lake City content



32*In terms of total TripAdvisor sessions from 2015 to 2016

Source: TripAdvisor Internal Site Data

Growth in Salt Lake City Destination Views by Market

o Out of the top 20 countries viewing Salt 

Lake City, Singapore, Russia and India 

showed especially large increases year 

over year when comparing 2016 to 2015



33*In terms of total TripAdvisor sessions in 2015 and 2016

Source: TripAdvisor Internal Site Data

Top 20 US States Viewing Salt Lake City
(excluding Utah)



34*In terms of total TripAdvisor sessions in 2015 and 2016

Source: TripAdvisor Internal Site Data

Top 20 US Cities Viewing Salt Lake City



35*In terms of total TripAdvisor sessions in 2015 and 2016

Source: TripAdvisor Internal Site Data

Top 20 International Cities Viewing Salt Lake City



36*In terms of total TripAdvisor sessions from 2015-2016

Source: TripAdvisor Internal Site Data

Top 20 Markets Viewing Salt Lake City On Mobile

o Of the top 20 countries viewing Salt Lake 

City, South Korea, the United States 

and Mexico have the highest share of 

Salt Lake City sessions from either a 

mobile device or a tablet

o A full 56% of sessions of Salt Lake City 

content from South Korea come from 

mobile devices, while 23% of all Salt Lake 

City sessions on TripAdvisor from the 

United Kingdom are on tablet

Mobile Tablet Desktop



37*In terms of total TripAdvisor sessions from 2015-2016

Source: TripAdvisor Internal Site Data

Top 20 States Viewing Salt Lake City On Mobile

o Of the top 20 states viewing Salt Lake 

City, California, Utah and Colorado have 

the highest share of Salt Lake City 

sessions from either a mobile device or a 

tablet

o California represents the largest share of 

views of Salt Lake City from mobile 

devices, at 62%. 

Mobile Tablet Desktop



Top Other Destinations Viewed
US IPs

Source: TripAdvisor Internal Site Data

o The data below reflects the top 10 Domestic and International Cities viewed by US users who also viewed Salt Lake City

o The domestic city that was viewed the most by US users who also viewed Salt Lake City was Park City, 

followed by Las Vegas and Moab

o The international city that was the most by US users who also viewed Salt Lake City was London, 

followed by Paris and Vancouver

Domestic Cities Int’l Cities
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PUTTING THE OWL TO WORK FOR YOU!



YEAR 2000 
WHERE IT ALL BEGAN



YEAR 2017 
WHERE WE ARE TODAY
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29,109

25,206

13,453

8,895

8,187

8,417

4,879

6,873

5,784

5,774

3,723

4,770

5,572

6,144

3,800

6,011

4,971

2,585

4,632

5,838

3,147

4,835

2,974

3,484

1,447

46,593

30,191

8,262

7,834

6,399

4,078

7,436

3,097

4,157

4,054

5,798

4,485

3,681

2,740

5,049

2,704

3,598

5,211

2,426

1,097

3,438

1,284

2,467

1,707

3,518

0 10,000 20,000 30,000 40,000 50,000 60,000 70,000 80,000

TripAdvisor Media Group

TripAdvisor

Expedia

Southwest Airlines Co.

Hotels.com

Priceline

HomeAway

Booking.com

Marriott

Delta Airlines

Airbnb

United Airlines

American Airlines

Travelocity

Orbitz Worldwide

Kayak.com

Hilton Hotels

Disney Parks & Travel

Hotwire

CheapOair

InterContinental Hotels Group

Booking Buddy

Enterprise

JetBlue Airways

Huffington Post Travel

TripAdvisor – United States (incl. mobile)
TripAdvisor remains the largest travel website in the United States by far with nearly 

31m users on desktop and close to 38m mobile users

Mobile ExclusiveDesktop*

Source: comScore September 2016



More than 80% feel that 

TripAdvisor reviews help them 

feel more confident in their 

travel decisions and 

have a better trip

Source: PhoCusWright’s “Custom Survey Research Engagement,” prepared for TripAdvisor. December 2013. 
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Aggregated US Travel Paths

Source: comScore Data Services

o Travel buyers who use TripAdvisor are considerably more active during the path to 

purchasing versus buyers who don’t use TripAdvisor

Transactors that did NOT 

visit TripAdvisor :

Transactors that visited 

TripAdvisor :

% increase vs. non 

TripAdvisor visitors

9 travel visits 33 travel visits +267%

52 page views 199 page views (43 TripAdvisor pv) +283%

37 minutes 133 minutes +259%

16 searches 41 searches +156%

Average 70 days Average 87 days +24%
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Executive Summary – By Airlines vs. Hotels

Source: comScore Data Services 

o TripAdvisor users tend to be more oriented on researching the best stays, the best flights and the 
best deals, and as a result usually spend 27 more days researching flights and 23 more days 
researching hotels as compared to non-TripAdvisor users 

o Most likely because flights tend to be less refundable and more expensive, TripAdvisor users 
usually book their flights first and then book their hotel an average of 5 days later

DAY

1st Search

DAY

94 HOTELS

Average 

Purchase Day

Average final 
TripAdvisor visit

DAY

98HOTELS

Did Not Use TripAdvisor

Visit TripAdvisor

Average final 
TripAdvisor visit

AIRLINES

DAY

94

AIRLINES

DAY

89Average 

Purchase Day

Average Purchase Day - Airlines: Day 62

Average Purchase Day - Hotels: Day 71
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TripAdvisor
A clear source of inspiration and level of influence for travel

Inspiration (%) Influence (%)

TripAdvisor 74 78

Word-of-mouth 55 77

Content generated by travelers on travel websites 53 70

Travel guide books/brochures 45 64

Travel guide websites 43 60

Online travel agencies 38 45

Media 34 54

Travel agent/tour operator websites 27 44

Content generated by friends/family on social networking sites 26 65

Content generated by travelers on social networking sites 24 56

Other travel review websites 21 54

Travel agent/tour operator at retail outlets 15 51

Offline advertisements 15 45

Online advertisements 15 40

Travel operators 12 49

Offline

Online

Source: TripBarometer

CQ12. Which of the following sources of information do you use to gather ideas and inspiration for your vacations? Please select all that apply.

CQ13. To what extent do each of the following sources of information influence you when you are gathering ideas and inspiration for your 

vacations? Please rate on a scale of 1 to 5 where 1 means ‘does not influence me at all’ and 5 means ‘influences me a great deal’.

Base: All consumer respondents/ All consumers who cited source of influence (50637)


