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The United States and Canada were predicted to spend $240.6 and 

$12.29 billion on advertising in 2019 respectively.1 North America is a 

powerhouse when it comes to advertising, and travel is no exception. 

In this regional report, we take a closer look at how North American 

travel marketers are allocating advertising budgets across channels, 

key challenges they face and how they overcome them, and their 

digital strategies for the coming year. This report also highlights  

the impact of emerging trends and technologies on the future of 

travel advertising.
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The Complexity of 
Engaging Today’s 
Traveler

Chapter 1

On average, a traveler performs 50 online searches, 38 site visits, and reads multiple 

reviews before finalizing travel plans.2 And based on our own data, travelers often 

have hundreds of digital touch points when planning a single trip. The path to 

purchase is no longer linear, and continues to become more complicated with the 

emergence of new technologies such as smart speakers, Connected TV (CTV), and 

augmented reality. Creating a multi-channel media strategy has become a necessity 

for global travel marketers everywhere.
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Think of digital marketing like investing, wherein travel marketers 

need to diversify with a multi-channel approach and not rely too 

heavily on any one channel. Travelers aren’t using only one channel— 

they’re shopping for travel on multiple devices and websites, 

researching on social media, and so on. That’s why marketers must 

deliver seamless, consistent messages across multiple channels if 

they hope to drive bookings. This also allows for generating improved 

insight into customer preferences, better targeting parameters for 

campaigns, and ongoing dialogue with customers as they move from 

planning to purchase.

Kurt Weinsheimer
Chief Solutions Officer
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The Complexity of Engaging Today’s Traveler

Despite their best efforts, two-thirds of travel brands do not connect with consumers, 

which inhibits the effectiveness of their marketing strategies.3

In fact, targeting travelers during a specific point along their path to purchase is the 

number one challenge for North American travel marketers at 30%. And 28% of travel 

marketers find driving direct bookings at an ROI equal to or more than their Online 

Travel Agency (OTA) partner their topmost marketing challenge.

Similarly, 28% of travel marketers find it difficult to keep up with the fast-paced 

advertising and technology landscape and struggle to prove return-on-investment 

(ROI) for their digital advertising strategies. 27% of travel marketers are challenged 

by managing profitability, performance, and insights across multi-channel 

campaigns.

North American marketers view competing with OTA partners as one of the top 

three marketing challenges. A full 75% of business revenue in the United States 

is generated through direct bookings. But it appears the battle for market share 

continues, as marketers are looking to lower their OTA commission and establish  

a direct relationship with their customers. 

Targeting travelers has gone beyond broadcasting travel advertisements to the 

masses. Travel brands must develop a multi-channel media strategy and  

pinpoint travelers along the path to purchase if they want to connect with their 

always-on audiences.

Top Marketing Challenges

How would you describe each of these travel marketing challenges? (Very challenging) Source: Sojern, 2020

Ensuring brand safety

Ensuring compliance with stricter data privacy laws

Managing pricing, supply, and demand across all of
my distribution/marketing partners

Understanding how to use my customer data
more effectively

Adjusting my marketing strategy to respond to
travelers’ 'always on' shopping behavior

Delivering personalized ads and offers in real-time

Reaching and prospecting travelers new to my brand

Managing profitability, performance, and insights
across multi-channel campaigns

Proving ROI for my digital advertising strategies

Keeping up with the fast-paced advertising
and technology landscape

Driving direct bookings at an ROI equal to,
or better than, my OTA partners

Targeting travelers during a specific point
along their path to purchase 30%

28%

28%

28%

27%

26%

25%

25%

23%

21%

20%

18%
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The Complexity of Engaging Today’s Traveler

2019 Ad Spend

Approximately what percentage of your or your travel client’s ad spend was allocated across the 
following media in 2019? Source: Sojern, 2020

Digital

Print

Television

Out of Home

Radio

Other

11%

10%

7% 3%

49%

20%

The State of Travel Advertising Spend

Travel is one of the largest industries in North America with regard to ad spend, with 

approximately $10.86 billion and $6.79 billion being spent on digital media in the US 

and Canada respectively.4 

In 2019, almost 50% of the ad budget in the region went to digital ads, while the rest 

was spent on print (20%), TV (11%), and other marketing channels.
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Paid Search

OTA

Social

Video

Mobile

Connected TV

Metasearch

Programmatic
Display

Testing and
Innovation

Audio

2019 Digital Ad Spend, By Digital Channel

Approximately what percentage of your digital or your travel client’s digital ad spend was allocated across the following types of advertising 
in 2019? Source: Sojern, 2020

Testing and Innovation 

Programmatic Display

10%

9%

8%

7%

4%
4%

4%3%

31%

19%

Almost a third (30%) of travelers in the United States 

scroll through their social media feeds to look for 

travel ideas, and of those, 85% use mobile to book their 

travel destinations and other related activities.5

Travel marketers in North America reflect this by 

allocating an equal percentage of their digital ad 

budget to social (31%). Rounding out the top four 

digital channels marketers allocated budget to in 2019 

were paid search (19%), OTAs (10%), and mobile (9%).

The Complexity of Engaging Today’s Traveler
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In 2020, North American travel marketers are once again leaning toward social media to promote their brands, as 

43% plan to increase their spend on social channels. Other plans to increase spending include paid search (33%), 

mobile (28%), and video (26%). 

Furthermore, placing testing and innovation (20% planning to increase spend) in their top five priorities for 

the coming year could have a lot of potential. This approach allows marketers to experiment and measure the 

performance of emerging technologies with minimum setbacks.

The Complexity of Engaging Today’s Traveler

43% Social 20% Testing and  
Innovation* 33% Paid 

Search 28%Mobile 26% Video

Top Channels Marketers Intend to Increase Spend for 2020

*New channels and ad formats
How do you anticipate your or your travel client’s digital ad spend will be allocated in 2020 across the following types of advertising? (Plan on spending more) Source: Sojern, 2020
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Chapter 2

The Importance of 
Data and Always-On 
Campaigns

Travel marketers find targeting travelers during a specific point along their path to 

purchase as their biggest challenge. They can overcome this hurdle by developing a 

marketing strategy that focuses on using data, technology, and new personalization 

strategies to enhance one-to-one interactions—connecting with the right message, 

on the right channel, at the right time.
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There is so much more data available today than ever before and our 

client’s expectations of the speed in which we analyze, optimize, and 

apply this data have increased exponentially. We have to ensure that 

we are not only keeping pace with these expectations but are staying 

one step ahead of them. 

Jessica Schultz
Senior Vice President of Media Strategy
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The Importance of Data and Always-On Campaigns

The Importance and Use of Data and Data Activations

How important are the following types of data or data activations when executing your digital marketing strategy? (Very Important) Source: Sojern, 2020
Today, I rely on data or data activations to do the following Source: Sojern, 2020

Using machine-learned audiences to optimize my
targeting and campaign performance in real-time

Forecasting ROI and profitability
from my campaigns

Targeting travel audiences by demographics
and/or psychographics

Delivering personalized messaging
or offers to my key audiences

Managing pricing, supply, and demand across
distribution and marketing partners

Optimizing budget allocations across
channels, formats, campaigns, etc.

Deeper insights into my current
customers and prospects

Ability to target travelers based on intent
and/or where they are in the path to purchase

Understanding where I’m winning or losing
customers across the path to purchase

Current UsageImportance

49%

61%
43%

58%
48%

53%
51%

20%

48%
44%

47%
29%

46%
33%

44%
22%

35%
11%

Travel marketers see data as a means to target 

travelers based on intent and/or where they are in the 

path to purchase (58%) and gain deeper insights into 

their current customers and prospects (53%). They can 

also learn where they are winning or losing customers 

across the path to purchase (61%).

Data offers an accurate representation of where a 

traveler is along the path to purchase, giving marketers 

a chance to take advantage of that precise moment.

However, there is a gap between what data marketers 

deem important versus how they’re actually activating 

it. For instance, almost half (49%) would like to activate 

data to optimize budget allocations across channels, 

formats, campaigns, etc. but only 20% are doing so. 

Also, 47% say that delivering personalized messaging 

or offers to their key audience is crucial, but only 29% 

are currently doing so.



State of the Industry: The 2020 Report on Travel Advertising in North America     11

According to Skift, “a strong personalization strategy should rely on a mix of first-

party data (the information a company can gather from its own websites, social 

media activity, and mobile apps) and third-party data from outside sources such 

as Facebook news feeds and search behavior.”6 Additionally, travelers expect 

personalization: 87% prefer travel companies that offer customized experiences as 

opposed to those that don’t.7 

Defining Personalization

The following examples most closely align with my or my travel client’s definition of personalization, ‘My brand 
personalizes advertising or offers based on these data inputs’: Source: Sojern, 2020

Mobile app usage
and behavior

CRM data (loyalty status,
annual spend levels)

Demographics (geo, age, HHI)

Historical purchase behavior

Real-time travel and trip
intent signals (website

visits, searches, bookings)
66%

53%

48%

35%

22%

The Importance of Data and Always-On Campaigns

We try to instill that the personalized experience doesn’t have to 

be hyper-personalized. It doesn’t have to mean over-segmenting 

campaigns, and making sure that their name shows up in the ad. 

People don’t want ads to be invasive anymore. Now it’s more about 

recognizing that personalization needs to include every touch point.

Brittany Richter
Chief Solutions Officer

There is a significant contrast in what travel marketers feel is necessary to 

successfully personalize digital advertising, and in how they utilize data. Almost half 

(48%) of travel marketers in North America rely on demographics when they create 

personalized ads, which allows them to target a small segment of their audience. In 

contrast, travel marketers that focus more on real-time travel and trip intent signals 

(66%) have better chances of accommodating the specific needs of travelers at scale. 

Effective marketing is only possible if marketers shape their strategies according 

to the traveler’s intention, wants, and needs—paving the path for promising leads, 

better conversions, and more customers.
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How do you typically plan campaigns? Source: Sojern, 2020

How Travel Marketers Plan Campaigns

52%
Always-On and
Always-On and Seasonal/Promotion
“I maintain a continuous digital presence, so my brand
is ready to deliver the right message at the right
moment” and “I maintain a continuous digital presence
and will pair additional campaigns based on
seasonality or promotion”

22%
Special Promotion
“I only run campaigns if I have a promotion,
offer, or special event”

26%
Seasonally or Quarterly
“I only run campaigns on a seasonal or
quarterly basis”

Today’s travel marketers must have a strategy capable of using digital signals and 

technology to anticipate which trip motivation reigns in the moment. There has 

been a fundamental shift in the way that travelers plan trips—with demand for travel 

occurring 24 hours a day, 365 days a year.

Marketers need to reflect the reality of this always-on, always-searching traveler— 

finding new ways to activate the data available to present the most relevant offer at 

the right time. An always-on approach optimizes messages and offers based on  

real-time travel signals and the needs of their travelers. Thus, many travel marketers 

are shifting their focus from seasonal marketing towards an always-on approach.

52% of travel marketers in North America utilize some form of an always-on 

marketing strategy throughout the year—maintaining an uninterrupted digital 

presence permits brands to observe consumer behavior, and adapt their  

strategies accordingly.

The Importance of Data and Always-On Campaigns

It’s important to remember that always-on doesn’t have to mean equal 

spend, every day—it means continued presence and momentum.

Brittany Richter
Chief Solutions Officer

https://www.sojern.com/ebook/always-on?utm_medium=ebook&utm_source=mktg&utm_campaign=2020_soti
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Marketers stated that the most significant benefits of an always-on approach are 

I won’t miss a moment when a traveler starts planning and researching their next 

trip (44%), I can continuously test, learn, and more accurately optimize my digital 

marketing (41%), and I get to see an ongoing view of performance, month over month, 

year over year (41%). 

Travel brands are keen on integrating always-on campaigns with seasonal 

campaigns and promotions to elevate their marketing strategies. They understand 

that this approach will give them better consumer insights that they can then utilize 

to fine-tune their techniques. 

Additionally, 35% of brands opt for always-on campaigns to build customer 

loyalty over time, knowing that a mere 5% increase in customer retention directly 

maximizes ROI by almost 25%.8 It’s crucial for travel marketers to adopt an always-

on approach to successfully leverage their brand. The strategy doesn’t just increase 

customer engagement but also builds long-term relationships with current 

consumers and prospects.

In addition, an always-on strategy allows marketers to reach travelers the moment 

they start dreaming about their next trip. By using what is known about their travel 

intent, marketers can engage them with more relevant messaging as they narrow 

options. Not only will they be more likely to choose the brand when it comes time 

to book, but when running seasonal campaigns, the traveler is already aware of the 

brand and it will be a solid part of their consideration set. 

44% I won’t miss a moment when a traveler starts planning and 
researching their next trip

41% I can continuously test, learn, and more accurately optimize my 
digital marketing

41% I get to see an ongoing view of performance, month over month, year 
over year

35% I can better build customer loyalty over time

30% I achieve stronger ongoing brand awareness and word of mouth

29% I have uninterrupted visibility into the traveler path to purchase, to 
serve more relevant ads

18% I can minimize time when my campaigns are dark between IOs or 
contracts

17% I can be more agile and better optimize how I spend my budget

Benefits of an Always-On Marketing Strategy

Which of these do you consider the biggest benefits of an always-on marketing strategy? Source: Sojern, 2020

The Importance of Data and Always-On Campaigns
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What’s Next for 
Travel Marketers?

Chapter 3
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To say the travel industry is evolving would be a gross 

understatement. Travel is one of the fastest growing and fastest 

changing industries, and there’s a ton of potential for travel marketers 

to tap into that growth to meet their business goals. By leveraging 

emerging technology like interactive video, machine-learned and 

automated audience development, and chatbots, there’s no end to 

what marketers can do.

Noreen Henry
Chief Revenue Officer
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What’s Next for Travel Marketers?

Travel Marketers’ Current and Intended Use of Emerging Tech

Which of the following technologies are you using or plan to utilize in you marketing efforts? Source: Sojern, 2020

Will be part of our 
strategy in 2020-2025Used in 2019 No plans to use

at this time

Connected TV

Chatbots

Augmented Reality or Virtual Reality

Audio Advertising

Messaging Apps or SMS

Smart Speakers or Voice Search

Machine-Learned Generated Audiences

Interactive Video Advertising

34%
41%

30%

44%
34%

40%

21%
40%

42%

17%
37%

47%

16%
50%

38%

15%
37%

51%

15%
44%
44%

40%

26%

23%

Looking towards the future, travel marketers plan to 

use interactive video (50%), machine learning (44%), 

and messaging apps or SMS (41%) within the next five 

years. Interactive video may see the largest year-

over-year jump, because it adds a dynamic element to 

marketing strategies on both social media and CTV, 

thus improving customer interaction and retention for 

the brand.
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47% Augmented Reality or Virtual Reality

40% Messaging Apps or SMS

39% Interactive Video Advertising

38% Smart Speakers or Voice Search

38% Machine-Learned Generated 
Audiences

36% Connected TV

32% Chatbots

29% Audio Advertising

What Will Disrupt Travel Marketing?

Which of the following do you think have the biggest potential to disrupt 
travel advertising over the next five years? Source: Sojern, 2020

What’s Next for Travel Marketers?

When asked to rate the technologies on the potential to disrupt travel marketing, almost half of the travel marketers 

(47%) chose augmented reality or virtual reality (AR and VR). This is noteworthy because while only 17% of 

marketers utilized this technology in 2019, more than a third (37%) of them plan to do so within the next five years.

At present, VR and AR still require an adequate amount of modification and more widespread consumer adoption 

before they become the norm for travelers. Therefore, even though it sounds promising, marketers are taking 

precautions before investing in tech that is still in its early stages. One noteworthy exception is that Canada’s 

spending on VR and AR is rapidly increasing—by 2022 the market will increase to CA $8 billion, doubling every year 

since 2018.9 

More than 30 million voice assistants have been sold around the world, which means optimizing content for voice 

search may benefit marketers, because smart speakers like Siri and Alexa are indirectly influencing the search 

results that show up for travelers.10 And in Canada, around 6.7 million people will own smart speakers by the end of 

2020, 17% of the population.11 

Future Trends in Travel Advertising



State of the Industry: The 2020 Report on Travel Advertising in North America     17

Industry experts speculate that Amazon will become a significant part of the travel advertising industry in 

the coming years.12 More than half (52%) travel marketers in North America expect Amazon to be part of their 

marketing strategies in the next five years.

From a travel brand’s perspective, Amazon’s arrival in the travel marketing space would give travel marketers 

access to their loyal consumers and their honest opinions. As a result, Amazon has the potential to offer travel 

marketers an innovative channel that is known for creating customized customer journeys for its diverse 

consumer base.

When do you anticipate using Amazon as a valid travel advertising solution? Source: Sojern, 2020

Amazon as a Valid Travel Advertising Solution

30% 52% 18%By End of 2020 2020-2025 2025+

What’s Next for Travel Marketers?

Amazon’s Potential in the Travel Industry
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60% of consumers prefer to watch an ad online rather than on TV, and 92% of these 

viewers share engaging videos with others.13

Thus, travel marketers are turning to social channels (43%) and YouTube (19%) 

when investing their video ad budgets. Video marketing is a cost-effective way to 

produce high-quality videos on a lower ad budget rather than requiring million dollar  

productions. The use of social videos and streaming channels means that travel 

brands can broadcast multiple video ads from their own YouTube channels and 

social media accounts with minimum restrictions.

When looking towards the future of video, CTV has become an interesting technology 

to watch, as it allows marketers to connect where, when, and how they want. 15% 

of travel marketers plan to increase their spend on CTV in 2020, and 36% feel it has 

the potential to disrupt travel marketing, while a full 11% of video budget is going 

towards CTV this year.

2020 Video Budget

As you’re allocating your or your client’s video advertising budget for 2020, how do you anticipate splitting 
your spend across the following? Source: Sojern, 2020

14%

13%

11%

43%

19%

YouTube

Digital Video (Pre-Roll,
Mid-Roll, Post-Roll)

Social (Facebook,
Instagram, etc.)

Connected TV

Linear TV

The Changing Landscape of TV and Video

What’s Next for Travel Marketers?
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How does Connected TV advertising fit into your overall marketing 
strategy? Source: Sojern, 2020

60% Targeting new audiences

42% Engaging loyalty members

40% Retargeting users from my site or ad

35% Driving reach and brand awareness

31% Showcasing my property or travel 
experience

27% Targeting multiple devices, apps, or 
channels

13% Personalizing messages and 
promotional offers

CTV Marketing Strategy As consumers cut the cord or never sign up for linear TV, use of CTV has doubled over the years. 67% of millennials 

in the United States are more likely to only use CTV.14 And 73% of all households will have at least one CTV service 

by 2025.15 Due to this shift, ad spend for CTV is predicted to reach $10.81 billion by the year 2021.16

CTV’s audience concentration is perfect for targeting new audiences (60%), engaging loyalty members (42%), and 

retargeting users from a site or ad (40%).

What’s Next for Travel Marketers?

Consumers adapt a lot more quickly than we as an industry tend to shift our paid media mix 

over time. For example, you should be running advanced TV in 2020 based on where consumers 

spend their time. When you look at the number of people cutting the cord, and the adaption of 

OTT devices, it only makes sense. That thinking around the correlation of consumer adoption 

of new media as it applies to paid spending is a drum I’ve been beating this year. In other words, 

consumer behavior should align with how you change your mix of media YoY and how you adapt 

your message to reach your target audience in a relevant way.

Jessica Schultz
Senior Vice President of Media Strategy
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Shifting Advertising Budget to Connected TV

Which of these motivated you to shift advertising budget to Connected TV? Source: Sojern, 2020

Better able to track ROI of my
advertising investments

More control than Linear TV (time ad is served,
audience, etc.)

Ability to measure action taken during or after
viewing the ad (responsive audiences)

Reaching cord-nevers, or those who do not
subscribe to cable

Perception that my brand is
technologically relevant

Ease of producing professional video content
without the high cost

Granular targeting (demographic, interest,
historical search behavior)

Targeting viewers across multiple streaming
devices, apps, or channels

13%

65%

36%

34%

30%

29%

28%

7%

At present, 11% of video ad budgets are allocated to CTV 

for 2020. Travel marketers have found it to be a highly 

effective channel to reach and engage their audiences. 

The main motivations to shift advertising budget 

to CTV include: targeting viewers across multiple 

streaming devices, apps, or channels (65%), granular 

targeting (36%), and ease of producing professional 

video content without the high cost (34%).

What’s Next for Travel Marketers?
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Are you building in-house programmatic capabilities? Source: Sojern, 2020

Bringing Programmatic In-House

43% 43% 14%
Planning to
build in-house
capabilities

Already have
in-house
capabilies

Not interested
in building in-house
capabilities

editable

Bringing Programmatic Advertising In-House

In the past, travel marketers have debated the advantages and disadvantages of bringing programmatic advertising 

in-house. Yet, we’ve recently seen an increasing interest in setting up in-house programmatic advertising team. 

We asked our large advertiser respondents (those with an annual budget or $1 million or more) about the benefits 

and challenges they face when bringing programmatic in-house.

In North America, 43% of travel brands have already brought programmatic advertising in-house, while 43% of 

travel marketers plan to build an in-house programmatic team in the foreseeable future. Those that are in favor 

of  bringing programmatic advertising in-house do so to gain more control over the data they acquire. It leads to 

exclusive consumer insights and a chance to develop cost effective marketing campaigns with improved ROI. 

Yet, some travel marketers (14%) still hesitate to make the transition because of overhead costs and lack of 

expertise. It’s why they prefer to stay with agencies that can guide them through the complexities of programmatic 

advertising whenever they need assistance. 

What’s Next for Travel Marketers?
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Executive Summary Last year half of travel marketers’ ad budget in North America went to digital ads, 

while the rest was spent on print (20%), TV (11%), and other marketing channels. 

Marketers are increasing their digital ad spend for 2020, investing more in social 

(30%), paid search (19%), OTAs (10%), and mobile (9%). By being dynamic, diverse, 

and data-driven, travel marketers can navigate through the densely fragmented 

ecosystem of travel advertising. Marketers are embracing this, planning to allocate 

even more to a multi-channel marketing strategy while experimenting with new 

ways to reach travelers. However, 30% of travel marketers still find it difficult to 

target travelers during a specific point along their path to purchase, while 28% can’t 

keep up with the fast-paced advertising and technology landscape and struggle to 

prove ROI for their digital marketing strategies.

Always-on campaigns, data activation, and personalization prove to be a 

breakthrough for marketers connecting with travelers. 51% of travel brands in 

North America are activating data to gain deeper insights into their consumer base, 

and 48% enable data to target travelers based on intent. A data-driven strategy is 

optimized by the presence of an always-on campaign that amplifies performance 

across multiple marketing channels. This technique ensures that travel marketers 

never miss a moment of their customer’s path to purchase, and allows them to more 

fluidly test new technologies and channels to optimize digital marketing strategies—

with 20% planning to spend more on testing and innovation this year. 

State of the Industry: The 2020 Report on Travel Advertising in North America     22



State of the Industry: The 2020 Report on Travel Advertising in North America     23

Executive Summary

One of the ways in which marketers are testing and learning is with an always-on 

approach. Over half (52%) of travel marketers maintain a continuous digital presence, 

in order to capture the always searching and booking traveler. Travelers conduct 

research throughout the year, use more than one device to do so, and are often 

planning multiple trips at once. Smart marketers are using data from an always-on 

approach to discern where they are in their path to purchase.

The top benefit of an always-on marketing strategy is that marketers won’t miss 

a moment when a traveler starts planning and researching their next trip (44%). 

It is fundamental so that travel marketers can continuously test, learn, and more 

accurately optimize digital marketing (41%). This steady stream of campaign 

learnings helps marketers establish better performance baselines, and intelligently 

segment a portion of always-on budget to test assumptions.

Where consumers go, advertisers go. And today, consumers are cutting the cord on 

linear TV—making CTV one of the largest opportunities for advertisers to reach new 

audiences and enhance the effectiveness of their video ad campaigns. While travel 

marketers are only allocating 4% of their ad spend to CTV this year, 34% plan to 

invest more on CTV in the next five years.

The motivation to shift budget to CTV is largely influenced by marketers ability can 

target viewers across multiple streaming devices, apps, or channels (65%). As more 

devices are adopted, they offer the opportunity to interact with and inspire travelers 

through their path to purchase, showing video on the platforms they prefer (Roku, 

Amazon Fire Stick, Apple TV, etc.). And, as media inventory increases, the channel 

becomes more cost effective and accessible to even the smallest marketing budgets.

Interested in global insights from  
Sojern’s full The Future of Travel Advertising:  
The 2020 State of the Industry Report?

Download it at stateofthetravelindustry.com

http://www.stateofthetravelindustry.com
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Methodology
Sojern’s State of the Travel Industry survey was fielded online in 

October 2019. More than 1,100 global travel marketers completed 

the survey. Respondents were sourced from Sojern’s database of 

travel marketers and agencies as well as a third party sample. 

They were sent an email invitation to participate in the survey and 

were screened to ensure they were advertising decision makers 

for travel brands. The survey research was fielded and hosted by 

Dynata and covered travel marketers budget allocation, advertising 

planning and allocation, use of data to make marketing decisions, ad 

strategy effectiveness, attribution, and return on ad spend, as well as 

current and future trends. In addition, Sojern conducted one on one 

interviews with select travel advertisers across sectors and regions.
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Digital marketing solutions for the travel industry

www.sojern.com/contact

Sojern’s digital marketing solutions for travel are built on more than a 

decade of expertise analyzing the complete traveler path to purchase. 

The company drives travelers from dream to destination by activating 

multi-channel branding and performance solutions on the Sojern 

Traveler Platform for more than 10,000 customers around the world.

Recognized as a Deloitte Technology Fast 500 company six years in 

a row, Sojern is headquartered in San Francisco, with 600 employees 

based in Berlin, Dubai, Dublin, Hong Kong, Istanbul, London, Mexico 

City, New York, Omaha, Paris, São Paulo, Singapore, and Sydney.

About Sojern

https://www.sojern.com/contact?utm_medium=ebook&utm_source=mktg&utm_campaign=2020_soti
https://www.sojern.com/contact?utm_medium=ebook&utm_source=mktg&utm_campaign=2020_soti
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