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6 Digital Advertising 
Trends to Accelerate 
Travel’s Covid-19 
Recovery
Skift and Sojern’s Report for Travel 
Marketers 
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6 Tips for Recovery  
Evolve to Meet Needs of Post-Covid 
Consumer1

2

3

4

5

6

Change Strategies to Meet Changing 
Privacy Rules

Look Out for Digital Distribution Models 
Shaking Up Ad Strategies

Evaluate Measurement Strategies in 
a Post-Covid World 

Collaboration Crucial for Destination 
Marketers

Focus on Sustainability for the Future
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Evolve to Meet 
Needs of Post-Covid 
Consumer

TIP 

#1



4Confidential & Proprietary

Not Going as Far Remote/Nature Trips Drive Market Growth

People are traveling 
shorter distances 
and vacationing 
closer to home

Remote destinations 
that enable social 
distancing have 

increased appeal

Road trips are more 
popular as travelers 

seek outdoor 
experiences

Staying Domestic

Domestic travel is 
recovering faster 
than regional or 

international travel

Lead Times Increase

Booking lead times 
are steadily 

increasing as 
recovery continues

Sojern identified traveler trends likely to persist into future even as safety concerns diminish   

Adapt Messaging in Response to Shifts in Behaviors
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Understand travelers needs and meet them where they are

3 Tips to Better Serve Needs of Post-Covid Consumer 

Compassionate and Clear Communications 

Take uncertainty into consideration and message accordingly  

Consistent and Reliable Health and Safety Messaging

Masking, vaccines, social distancing, cleaning and sanitizing 
protocols, contactless options

Consumer First, People-Centric Approach 

Distinguish between business and leisure travel and exceed 
expectations for both. Look for unique opportunities to turn 
customer insights into new opportunities 
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If the industry has learned anything during the pandemic, it’s the importance 

of straightforward, empathetic communication with customers. The situation 

has highlighted the importance of an up-to-date crisis management plan and 

the requisite internal capabilities to ensure that all engagement (brand social, 

public relations, sales team outreach, loyalty and marketing campaigns) 

continues in a thoughtful, effective way.

Kristie Goshow 
CMO, Preferred Hotels & Resorts

“

https://research.skift.com/report/travel-marketing-during-covid-19-crisis/
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Change Strategies 
to Meet Changing 
Privacy Rules

TIP 

#2
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Issue clear, supportive 
messaging to stay 
ahead of the curve & 
show willingness to 
advocate for consumers    

Travel Marketers Should Embrace Regulatory Changes 
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66% of Global Web Users
Are on Chrome. 

Changes in How Tracking Works With Consumers
In 2022, Google will officially sunset 3rd party cookies

If no action is taken to prepare for the death of 3rd 

party cookies, campaign performance & direct 

booking revenue may drop.
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Historical Booking Data

1st Party Cookie IDs

Hashed Emails

Implement Changes for Success in Cookieless World 
Sojern’s strategy

As a traveler visits other websites you can target them 
using their hashed email instead of cookies.

A unique ID you share with us to match your consumers 
onsite activity to their hashed emails to enhance your 
campaign performance.

We can ingest this data and use it to enrich your 
campaign performance.
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Loyalty Programs

Repurpose existing customer touchpoints to 
connect on consumers’ terms. 

Marketing to People 
Instead of Cookies

Loyalty programs give incentive to travelers to register emails, 
providing authentication needed to keep marketing to them 

Smarter Websites
Seamless, intuitive, mobile-friendly experiences make it easy. 
Offer benefits or bonuses for direct bookings. 

Contactless Processes
Offer technology to make common actions like check-in and 
ordering contact-free and turn those touchpoints into data points. 

Customer Feedback
Implement social listening to understand what customers asking 
for and learn how you can better serve in the future.

Content Publishing
Content creation will get advertisers back to basic by elevating 
traditional KPIs like click-through rates. 
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The onus is on us as organizations to figure out how we develop more of our 

own first-party data so that we can be reaching those audiences. Whoever 

figures out what that looks like is going to be a rockstar. It’s for sure on our 

radar.

Liz Mabe 
Director of Digital Marketing
Discover Puerto Rico 

“
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Look Out for 
Digital Distribution 
Models Shaking 
Up Ad Strategies

TIP 

#3



As travel budgets return, advertisers should consider 
distribution shifts for their advertising strategies 

60 Advertisement

Direct-to-Consumer

OTAs played role in 
distribution mix to acquire 

guests, but pandemic 
brought a newfound 

appreciation for direct 
booking strategies. 

Metasearch

The pandemic lowered 
cost for top positions on 
metasearch, making it 

appealing and affordable 
to reach travelers. 

Commission-Based

 Requiring no upfront 
investment, travel brands 

interested in lower risk 
options test commission 

models.

CTV & Video

Allows for more custom 
audience targeting (vs linear 

TV) and boosts campaign 
efficiency while lowering costs. 

Several approaches are gaining in popularity
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Three years ago, our overall production from OTAs used to be 60-70%, with 

30-40% from direct channels or our brand site. If we see the numbers now, 

they are the opposite. The OTAs have lost a lot of share, and I think that has a 

lot to do with the customer experience during the pandemic...There were so 

many questions and so much confusion. But I think clients are trying to avoid 

that in the future and that’s why they’re booking direct on the hotel website.

Vladimir Ortiz
VP of e-Commerce, Palace Resorts

“
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Evaluate 
Measurement 
Strategies in a 
Post-Covid World

TIP 

#4
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Decisions Will 
Remain Data Driven 

● Conversions remain important, but 
with greater importance on 
integrated, cross-channel tracking 

● Renewed focus on experimenting 
with brand and awareness

● Mobile tracking becomes important 
for destinations to validate where 
people are stopping on their trips 

But measurements of success may change
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In 2020, we developed several marketing technology solutions to track ROI 

and the success of our advertising campaigns via conversions. In 2021, 

we’ve extended this ROI tracking to earned and owned channels as well to 

capture total integrated marketing return on investment moving forward.

Lauren Baker 
Director of Marketing, Visit Houston

“
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Collaboration 
Will Be Crucial 
for Destination 
Marketers

TIP 

#5
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Utilize of Co-Op Marketing for Recovery  
A DMO teams up with other DMOs or local hotels and attractions

to pool resources in order to have an outsized impact from their advertising

With limited resources and time, Co-Op marketing can help budgets go further and aid in a faster recovery.    

DMO Establishes a Co-Op Fund

DMO Attraction Hotel
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Sojern’s Co-Op Host Economic Impact Report
Post-Impression Travel Summary

How did the campaign perform in terms of engaging travelers for [destination]?
Sojern analyzed travel events for [destination] and airports in [destination].

$XXX,XXX
flight searches to 

[destination]

$XX,XXX
flight confirms to 

[destination]

XX,XXX
hotel room night 

searches

XX,XXX
hotel room

night searches

$XX,XXX
confirmed travelers

$X,XXX
per person expenditure

$X,XXX,XXX
total estimated 
traveler spend

$XX.xx : $1
Return on ad spend
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With the right platform, host DMOs will have macro-level goals relating to 

increased economic impact. The hierarchy will consist of multiple campaigns 

with micro-goals designed to drive ROI and other KPIs.

Noreen Henry
CRO, Sojern 

“

https://insights.ehotelier.com/insights/2021/03/02/the-band-is-back-together-why-co-op-strategies-will-save-destination-marketing/
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Focus on 
Sustainability 
for the Future 

TIP 

#6
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of global travelers reported 
the pandemic opened their 
eyes to humans’ impact on 

the environment 

53%

Source: Booking.com, 2020 Confidential & Proprietary 24

https://globalnews.booking.com/smarter-kinder-safer-bookingcom-reveals-nine-predictions-for-the-future-of-travel/
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Building Consumer Trust On 
Sustainability
● Craft messaging that communicates who you are and what 

you care about–consumers want to know how companies 
are implementing sustainable environmental practices and 
committing to diversity, equity, and inclusion  

● Redefine priorities and clarify their core values 

● Align with already established collectives that promote 
global change  
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Download the full report:
https://bit.ly/3zUzAWK

THANK YOU! QUESTIONS?


