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After a long and brutal winter, summer travel season has finally arrived—and this year an 
incredible 88 percent of Americans plan to take a vacation.1 While the longing for fun and 
relaxation in the sun endures, the continuing shift to mobile and digital is having a profound 
effect on consumers’ travel behavior.

Long gone are the days of glossy travel guides and oversized (un)foldable maps—and gone, 
too, are the days of printing out directions and information in advance. Today’s traveler is 
more likely to use a smartphone or tablet to search for shops, restaurants and activities 
once they reach their destination. This relatively recent change in behavior has important 
implications for national brands seeking to capture the business of vacationing spenders. 

In the latest installment of Placeable’s ongoing research series, we surveyed 1,000 
consumers to learn more about how they research and find businesses before and during 
their vacations. 

KEY FINDINGS
• Discovery: Search engines rule—more than four in five consumers use them for 

research when planning a vacation. 

• Proximity: A nearby location trumps brand for many types of purchases on vacation. 

• Brand Affinity: For essential purchases, travelers tend to search for specific brands, and 
for other purchases they use broader category searches. 

• Mobile: Vacationers do much of their online research once they reach their destinations. 

• Loyalty: Consumers aren’t loyal to a particular brand if presented a better offer or if they 
have trouble finding a location. 

• Trust: Difficulty finding a store or restaurant location on vacation negatively affects 
consumers’ impression of a brand even once they return home.
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Local search and search engine use is 
high, regardless of location. 

of respondents search online before 
visiting a location.2 

When preparing for a trip, the go-to 
tools are Internet search engines. 

4 out of 5 travelers use Internet search 
engines when planning a vacation, 
regardless of destination familiarity.

only 26% or travelers consult travel 
guides and just 14% use a paper map.

Paper is Passé
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Once they’ve arrived at their 
destination, travelers want something 

nearby. 

seek a restaurant or retail location 
within 5 miles of their current location.2 

Half of vacationers 
don’t care about the 
brand if they are looking 
for something during a 
time of need. 

Similarly, half would 
visit the closest retailer 
likely to have the item 
that they forgot to 
pack—regardless of 
brand. 

When in a pinch, just one percent of 
travelers search for the best reviewed 
retailer to replace something that they forgot 
to pack. By leveraging local landing pages, 
enterprise brands can more visibly promote 
special offers and product selection. 

Because proximity is so important, you must 
have accurate location data and optimized 
websites to capture traffic from consumers 
searching for the closest business.
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When purchasing necessities, travelers tend to search for well-known national brands. 

of travelers seeking a pharmacy prefer 
a national brand. 

of travelers seeking automotive 
services prefer a national brand. 

When encountering an unexpected 
situation away from home, travelers 
tend to seek familiar brands. In order 
to reach these consumers, multi-
location businesses must outrank 
directories online where competitors 
may capture the vacationer’s sale with 
advertisements and incentives instead. 



Placeable Vacation Research | © 2014 All Rights Reserved∙ 6

@BePlaceable facebook.com/Placeable www.placeable.com

of travelers search for a local retailer as 
opposed to a national brand.  

of travelers search for a local restaurant 
as opposed to a national brand.

Where discretionary spending is concerned, travelers tend to prefer local businesses.

Because restaurant and retail 
consumers aren’t seeking out national 
brands while on vacation, enterprise 
brands must optimize their sites for 
non-branded local traffic (e.g. “pizza 
South Beach” or “ski wear Denver”) to 
engage them with offers and content.  
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Brands competing for these on-the-go 
consumers must have mobile locators 
and landing pages so vacationers 
can find them online, as well as 
accurate location data so consumers in 
unfamiliar destinations can navigate to 
their locations.  

Once at their destination, people 
typically search using a mobile device. 

of consumers search for restaurants 
and nearly half search for retailers—

usually on a mobile device.

1 in 7 travelers search 
for bank locations to 
get extra cash while on 
vacation.

54% of travelers 
postpone restaurant 
research until they reach 
their destination.
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It is essential for enterprise brands to 
have and maintain optimized local 
landing pages to bolster SEO and 
communicate messages to consumers 
on the localized level.

of consumers would go to a competitor 
if presented a special offer.2  

of travelers will search for alternates if 
address information is inaccurate.

In most instances, consumers—and travelers in particular—value convenience and 
price over brand loyalties.
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Bad experiences with brands while on 
vacation can impact the consumer’s 
trust of the same brand back at home.

of consumers lose trust in the brand 
when the online listings are incorrect.2

1 in 3 people believe that a bad 
experience finding a national brand 
while on vacation would hurt their 

impression of the same brand at home. 

The customer experience begins 
with finding your business online and 
navigating to your storefront. Don’t let 
inaccurate geodata or outdated store 
hours spoil an outing and linger in a 
customer’s memory long after they 
return home. Make sure your location 
data is both accurate and visible. 
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The accelerating adoption and usage of mobile technology means that travelers are 
becoming increasingly accustomed to researching and locating businesses once they arrive 
at their destinations. Whether they’re in their hotel rooms or on-the-go, they increasingly 
use search engines to find whatever they need on vacation—whether it’s a cup of coffee, 
a pepperoni pizza, a prescription refill, a can of motor oil, or a cash advance. In order for 
national brands to capture this business, they must deploy a local marketing strategy built 
on a foundation of accurate and enriched location data that vacationers can easily access 
through optimized local landing pages and mobile store locators.

Placeable’s automated SaaS platform is designed to help national brands cost-effectively 
win customers by establishing a local digital presence that’s accurate, relevant and visible. 

To learn more, visit www.placeable.com or call 1.855.433.7133. 

1 Orbitz Summer Travel Insider Index, May 2014
2 Be Found—Location-Based Marketing Insights, March 2014, Placeable

Study Methodology and Respondent Overview
Placeable surveyed more than 1,000 consumers in May 2014 through an online survey. Responses were 
collected from both male and female respondents, ages 18 and up in the United States. Respondents were 
selected at random and participated voluntarily and anonymously. The survey consisted of twelve multiple-
option questions. 

52.5% 47.5%

18 - 29

30 - 44
45 - 60

>60

21.4%
24.95%

27.64%
26.01%

Pacific 18.30%

Mountain 8.71%

W. N. Central 7.16%

W. S. Central 7.45%

E. N. Central 16.46%

E. S. Central 3.78%

New England 5.91%

Middle Atlantic 14.13%

South Atlantic 18.10%


