The European Travel:

How Destination Decision
Are Being Made

milesmedia PhoCusWright

MARKET RESEARCH = INDUSTRY INTELLIGENCE

innovate partner deliver visitors




strategiesin response



Figure 13:
Factors Affecting Destination Selection
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Figure 10:
Influences on Destination Selection
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Figure 14:
Information Sources Used for Destination Selection Phase
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Figure 5b:
Internet Usage for Destination Selection, Shopping, Booking, and Sharing (France, Germany, and U.K.)
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Figure 15:
Web Sites Used for Destination Selection Phase
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In Action: Reaching International Consumers

Integrated, multi-channel approach

Market to the right point in the funnel
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