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TripAdvisor: The World’s Largest Travel Site 

*Source: Google Analytics, worldwide data, average monthly views Q2 2014—does not include traffic to daodao.com / TripAdvisor internal data 

Over 6,000 unique users looking at reviews every second of every day 

TripAdvisor goes Live 

 

100 Million 
Reviews & Opinions 

75 Million 
Reviews & Opinions 

Over 1.5 Million 
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TripAdvisor Overview 
Summary of size and reach 

o TripAdvisor’s global reach of 102m users 

makes it the world’s largest online travel 

property, with 6% of the total global 

internet population using it at least once 

per month 

An estimated 1 in every 16 people online 

in the world visited TripAdvisor in 

August 2013 

TripAdvisor extends its reach greatly via 

mobile – 40% more people in the UK and 

59% in the US use TripAdvisor 

exclusively on a mobile platform 

TripAdvisor reached 42% of all users 

examined who started their decision 

process and subsequently booked travel 

online in Q1 2013 

Travel purchasers that use TripAdvisor 

consider their purchase far more carefully, 

with far more travel visits and searches 

than non TripAdvisor visitors – giving 

advertisers more opportunity to influence 

the decision making process 

Over 70% of buyers who visit TripAdvisor 

during the purchase process take longer 

than four weeks to complete their 

purchase 



Inspiration        >       Planning        >       Travel        >       Review 

 

Asian markets in general – especially 

China – both demonstrate interest and 

begin to have the income to seriously 

consider Czech Republic as a long-

term destination 

 

2015 is the year travel dreams are fulfilled

Opportunity to capture awareness 

and consideration now for travel 

plans 12 months out 

 

 

Source: TripAdvisor Internal Site Data 
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Regions people have visited in the last year 
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*Prior to W2 2014, Egypt was grouped into Africa, now grouped into the Middle East 

*Prior to W2 2014, Mexico was included in North America, now grouped into LATAM 

 CQ7. Which countries have you visited in the last 12 months? 

 Base: All consumer respondents answering ; W2 2014 (39,721), W1 2014 (50,637), W2 2013 (19,687) 

 Europe and Asia top the list for most-visited destinations in the past 12 months. 



Source of inspiration and level of influence 

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) 8 

TripAdvisor, word-of-mouth and other user-generated travel websites are the top 3 sources. 

Content generated by friends or family on social networking sites is considered less inspirational, 
but is influential when used. 

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 



MOBILE APP 
.  

82 million people 
have downloaded the various 

TripAdvisor apps. 

 

Our apps are currently 

downloaded at a rate of 28 

times per minute. 
 

 



94%  
research local things to do 

Sources: Greystripe, MDG, Our Mobile Planet 

Huge in-destination use case 

80%  
look for directions on maps 

75%  
checking for restaurants 



Consumer (Importance %) Rank Business (Yes - free %) Rank 
Free in-room Wi-Fi connection 74 1 83 3 

Free breakfast 67 2 59 9 

In-room amenities  56 3 71 8 

Staff can speak my language 41 4 72 7 

Free parking 40 5 80 4 

Swimming pool 40 6 37 10 

Free personal care items 38 7 77 5 

Free shuttle or taxi services 38 8 15 16 

Tourist information readily available 35 9 90 1 

Hotel restaurants 29 10 11 19 

Flat screen television 28 11 77 5 

Free lobby Wi-Fi connection 19 12 85 2 

Hotel bar 16 13 10 20 

Gym 15 14 18 14 

Mini bar 14 15 16 15 

Spa/ beauty treatments 14 16   4 21 

Laundry service 14 17 14 18 

Free poolside Wi-Fi 11 18 33 11 

Pillow menu 10 19 25 13 

Butler service or concierge 7 20 29 12 

Business Center 5 21 15 17 

Impact of amenities on booking decisions 

CQ20. Which of the following amenities are important to your decision making for accommodation? 
BQ7. Which of the following amenities or services are you currently offering? 
Base: All consumer respondents (50637)/ All business respondents (10370) 11 

77% of travelers stated that an accommodation’s amenities are important when booking. 

However, there is some mismatch between consumer needs and what businesses offer.  



TRAVELLER’S EMOTIONAL CONNECTIVITY 
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Arrival at 

destination 

During the 

stay 

Departing from 

destination Back at home Booking 

The emotional rollercoaster of travel 

 Travelers experience strong feelings of excitement during the early phases of a trip, then relax during the 

trip itself. They are left with a sense of fulfilment upon departure. 
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 CQ34. Thinking about your typical holiday/vacation, how do you feel at each stage of your trip?   

 Base: All consumer respondents answering excluding DK’s (c37,000) 

(%, showing top 3 emotions only out of 15) 

Excited Relaxed Fulfilled 
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Travelers’ overall vacation motivations 

 CQ29a/b. When you go on holiday/vacation, which of the following statements best apply to how you want to feel?    

 Base: All consumer respondents answering (39,721) 
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Order 

Liberation 

Immersion 

Luxury 

Relationships 

Excitement 

Harmony 

Enhancing  

perspective 

 The majority of travelers want to ‘Enhance their perspectives’ whilst on vacation and enjoy a feeling of 

‘Liberation’. Fewer are looking for ‘Harmony’ and ‘Order’. 

(%) Travelers 
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How travelers want to feel – by countries 

 CQ29a/b. When you go on holiday/vacation, which of the following statements best apply to how you want to feel?   

 Base: All consumer respondents answering (39,721) 

 ‘Enhancing Perspectives’ is the priority globally, but zooming in closer reveals nuances in data between 

countries. 

Argentina 

Australia 

Austria 

Brazil 

Canada 

China 

France 

Germany 

Greece 

India 

Indonesia 

Ireland 

Italy 

Japan 

Malaysia 

Mexico 

New Zealand 

Portugal 

Russia 

South Africa 

Spain 

Switzerland 

Thailand 

Turkey 

UK 
US 

Malaysians equally crave enhancing 

perspective & liberation, hence sitting 

somewhere in between the two 



 




