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eese”  \Why trust Experian?

500 things 49 million 24 million

people households
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People travelling to New retirees looking for
New York cruises

4 Frequent flyers Stag and hen dos

hotel prices Manchester Airport

”}3
7
People who compare People living near

Luxury travellers London commuters

e ]

-y
Holidaying families Regular skiers
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eess-  Family Travellers & Luxury Travellers

-8ee2’  Defining unique segments il
Luxury Travellers

Family Travellers

Online behavioural based Online behavioural based
segment defined by people segment defined by people
searching for family holidays searching for luxury holidays
or making a visit to a family or making a visit to a luxury
travel website such as: travel website such as:
 Disneyland Paris » Secret Escapes

* Butlins  Voyage Prive

« Away with the Kids * Hayes & Jarvis

« Budget Family Breaks » Kuoni Travel

* Tots Too e Abercrombie & Kent
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.eese  \Where do Luxury travellers want to fly to?
*e%e’. Expensive city breaks and Middle East resorts

Clicks from Variations of Terms flights to by Luxury Travelers
12 Weekly Rolling Average, 28/07/2012 &Mane

Search Term Variations Luxury Travelers during 12 weeks ending 20120728

flights to austratia || NG 1357
flights to florida || NN o555
flights to new york _ 0.8567%

Luxury travellers are much
less likely to search for flights to tenerife || o 7551% Luxury travellers are more
cheap flights than the flights to malaga | o.7302% likel t)c/) search for flights to
average consumer. . cly for Tghts

flights to cyprus | o 5672% city break destinations like

cheap flights to new york |l o 5525 Barcelona (10% more likely

flights to turkey [N 0.4751% than the UK average) and

Rome (25%)

flights to thailand [ 0.4501%

flights to lanzarote [N o 4345%
cheap flights to tenerife [JINNH o424

flights to barcelona - 0.4117%

flights to alicante [ 0.4083%

cheap flights to malaga - 0.4076%

cheap flights to turkey [ c.4075%

flights torome [ 0.3555%

flights tofarc [N 0.3572%

flights to dubai [l 0.3722%

flights to malta [ 0.3435%
flinhts tn ihiza H o 34750

0.5000% 1.0000% 1.5000% 0.0000% B0.0000%
% of Variations Difference
Source: Experian Hitwise data for 12 weeks ending 28 July 2012 6
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.eese”  \Where do Family Travellers want to fly to?
<8008’  Spanish destinations and the lure of Mickey Mouse

Clicks from Vanations of Terms flights to by Family Travelers
12 Weekly Rolling Average, 28/07/2012 & Mone

With the attraction of

Search Term Variations Family Travelers during 12 weeks ending 20120728 Disney World family
flights to australia [T 3104 travellers are 20% more
flights to new york _ 0.8032% Iikely than the LAl

flights to florica | EGTTE o251 SOTSLIIE {0 SENE) (97
, , flights to Florida.
flights to tenerife _ 0.54583%
flights to malaga || o.5102
cheap flights to new york _ 0.6891%
Family travellers are flights to cyprus | o 5553%
principally interested in flights to turkey [T o5725%
resorts in Spain. flights to lanzarote [N 56715
Malaga (+17%) and cheap flights to tenerife [T o.221%
Tenerife (+14%) are firm cheap flights to turkey [N 4237
favourites. cheap flights tomalaga [ o.4s85%

flights to thailand [ o.4258%
flights to alicante [ 0.2231%

cheap flights to australia -D.341E“.-'E -
flights to barcelona - 0.3801%
flights to farc [ 0.3555%

flights to spain [l 0.3759% ]
cheap flights to spain - 0.3783% -
flinhts to dublin M o 22040
0.5000% 1.0000% -20.0000% 40.0000%
% of Variations Difference
Source: Experian Hitwise data for 12 weeks ending 28 July 2012 7
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.eees-  Where in the UK are Family and Luxury Travellers’?
«8ee2°  Luxury travellers skew towards London and the South

Family Travellers Luxury Travellers
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e 00 © 2 s -
.ese-  Which channels work best for audience targeting?
e .
.:...' Family travellers respond better to search and social than Luxury
travellers
Difference in upstream traffic to Destination & Accommodation websites
H Family Travellers B Luxury Travellers Luxury itavellers are 129%
15.00% more likely than Family
2 travellers to click through
i Family travellers are more from an email
¢ 10.00% engaged on social media
E
£
é 5.00% 37
E 1.21%
E 0.00% -% T T
E -1.20%
: -5.00% -3.26%
g 5.32%
2 -6.41%
T
g -10.00%
= -10.28%
&
-15.00%
Search Engines Travel Social Media Shopping Entertainment Mews and Media Email
©2013 Experian Limited. All rights reserved. Source: Experian Hitwise data for 12 weeks ending 28 July 2012. 9
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.esse-  \What do family travellers watch on TV?
e o ' .
«sess®  What are people going to “Like” on Facebook?
o 0 o
TV Shows searched for Facebook advertising can become a lot
More more targeted and achieve higher CTR if
Likey * DrWho you know what your audience likes.
" BigBrother Coupled with demographics and lifestyle
data an ideal target for family travel ads
= Emmerdale would be 35-45 males, living in North West
) England who “Like” Emmerdale.
= Biggest Loser
= Pointless
= The Only Way is Essex
= Coronation Street
= Deal or No Deal
=  Primeval
<~ = Hollyoaks ot A
Less = Th' M i e FE.jn'rnjerdTa\fle dale * 1,009,237 likes * 4,524 talking about this
L|ke|y IS Orn'ng edirected from ITY Emmerdale * 1,009,237 likes * 4,524 talking about this
;:;j:}l;lxww.itv.com,l’emmerdale - Small village, big drama ﬁ 1 m
About Photos‘ Likes

Data source: Experian Hitwise. TV shows are ranked by Index how likely family travellers are to search for the show

©2013 Experian Limited. Al rights reserved. compared to the UK population average.
Experian Public.
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‘esse’  \What do Mid-Career Climbers look like?

-3.33: Benchmark your chosen group on over 500 data points

Group B: Professional Rewards Fraser, Lynda, Jordan or Lauren
Type B05: Mid-Career Climbers
Families enjoying the fruits of career success in pleasant detached houses 2.12% ‘ I ' 2.90%
Overview
Key Features [

40s and 50s *

Families

Secondary school

Pleasant modem houses
Technical and organisational skills
Early adopters of new technology
Children’s education

Competitive

Responsible

Naticonal health / state school

Rankings
Age 46/6
Presence of Children <18 67
Household Income 18/67 online Banking
Gross Financial As 15/67
Non-Mortgage Debt 2 Typical Houses Typical Cars Top Postal Areas
Indebtedness Indicator 51/67 4l l B Northem Ireland (Belfast) BT
Level of Urbanisation 46/67 B Birmingham B
B Glasgow G
B Nottingham NG
B Reading RG
©2013 Experian Limited. All rights reserved. 11
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eess” Finding out more about Mid-Career Climbers
.3.33: Cost conscious, broadsheet reading, theatre lovers

Mosaic UK 2009 Type of visitors te Groupon UK
4 Rolling Weeks ending 15 August 2012, compared with "Mosaic UK 2008 Type of the Onling Population”

al Mosaic UK 2009 Type (57 returned) Visits Share Representation w
Groupan LK

1 WHITN Firzt to Move In || 0.78%

. SR Soccer s ands  — Nearly 3% of visits to Groupon UK

. G criceare Years I come from Mid-Career Climbers. This

4 8] Erovwnisld Pionesrs 8875 demographic are 23% more likely

0s [ Domestic Comfort 2.04% than the average consumer to use

o E vic-Career Climbers 257% . Groupon.

7 IR Froduction Managers 365%

s IEEED witary Dependants | | 0.28%

19 IED Vvid-Market Families 325%

1 IEZD =hop Floor Affluence 295%

% BRANDREPUBLIC

Mid-Career Climbers are also active Connecting agye
on LinkedIn, like the National Theatre
and read The Times online.

rtising, Marketing, media & PR

Number of holidays in last year

One [ | @
Two [ | @
Three [ | @
Four I O
Five or more [ ] @
0 100 200 i e Telegraph
INDEPENDENT guardian
THE TIMES

©é§f;5:ﬁegfg‘”t‘m”9d- Allrightsreserved. - Soyrce: Experian Hitwise data for 4 weeks ending 18 August 2012. Ehe New Lﬂm‘k Times Baugfgﬁmaﬂ
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.esse-  Bringing it back to seasonality
«2ee2°  When do Mid-Career Climbers think about travel?
Seasonality of visits by Mid-Career Climbers to Travel
m———Taotal Travel Visits e [ id-Career Climbers Market Share of Travel
180 2.80%

February is the time when this
group are most active on

travel websites.
2.75%

=
g}
L}

2.70%

1440

120

Visits to travel from this group
start to increase in mid-June
100 indicating more organised 2.60%

travellers than the UK average.

Millions of UK Internet visits to Travel Industry

Market share of visits by Mid- Career Climbers to travelwebsites

80 2.55%
g0 T T T T T T T T T T T 2.50%
" N " N " " A n 1 " 1 "
o o o o ~ o -, n o N x o
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Source: Experian Hitwise weekly data August 2011 - 2012
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Key Takeaways

Travel is Seasonal

following regular patterns which

can be prEdiCted and
Capitalised on by the data

savvy marketer.

There are many tactical ways

you can combine diterent

data sets Iin order to gain a

granular insightinto

customer behaviour and tailor
marketing strategy accordingly.

©2013 Experian Limited. All rights reserved.
Experian Public.

We're all becoming data
geeks. Data Is the way we can

Know, get ana kKeep

our customers Iong term.

The future Is all about

Understanding e

custemer. Armed with this
knoewledge you can start to be a
lot smarter about hew you

larget anainteract

with them.




eese’ \Nant to find out more?

Understanding
Seasonality in Travel

i figital strategy in multichannel marketing

:£..%: Experian’

Marketing Services

LLoads of content is readily.

avallable just waiting to be

explored on the Experian
Marketing Services hemepage:

WWW.EXPENIan.co.uk/marketing
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Experian’

A world of insight
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Check out our website:

www.experian.co.uk/marketin

Or email us directly:

giles.longhurst@hitwise.com

And Twitter:

@ExperianMitg
@Hitwise_UK
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