
oxygen.mintel.com © 2012 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel. 

VISIT: 
store.mintel.com 

 

CALL: 
EMEA 

+44 (0)207 778 7151 
 

Americas 
+1 (312) 943 5250 

 
APAC 

+61 (0)2 8284 8100 
 

Brazil 
0800 095 9094 

 
EMAIL: 

oxygen@mintel.com 

This report is part of a series of reports, produced to 
provide you with a more holistic view of this market. 

DID YOU 
KNOW? 

BUY THIS 
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“Americans are regaining their confidence in the travel market, 
and finding they have more income to spend on travel overall. 
However, despite their positive sentiments, travelers are still 
driven to make travel bookings in the most budget-friendly, 
convenient way possible. Given their general propensity to be 
online, travel providers have more incentive to push the 
internet as the go-to source for travel booking, associating the 
tool with perks that are unavailable offline.” 

Gretchen Grabowski, Travel & Leisure Analyst 

In this report we answer the key questions: 

• Can travel providers and consolidators keep up with 
online innovations? 

• How can the industry cater to travelers who aren’t 
booking? 

• Is enough being done to address travelers’ cost 
concerns? 

• Are travel agents being phased out? 

As Americans’ confidence in the travel market continues to 
grow and more find they have the discretionary income 
available for personal travel, travel booking is likely to 
increase. However, while travel booking may be more 
personally feasible, providers and consolidators may need to 
introduce more advanced booking technology and continue 
to present consumers with cost-conscious ways of booking 
trips that encourage more would-be travel bookers visiting 
places both near and far to make reservations. 

 

Overall, travel booking methods in the U.S. have evolved as 
a result of Americans’ increasing time spent on—and 
tendency to rely on information from—the internet.  
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Consumers planning travel have direct access to travel providers as well as agents that can help 
them through the process over the phone or in person. Yet, the fact that web-based booking 
resources are increasingly available to make finalizing the same reservations faster and often 
more convenient may encourage travelers to bypass agents altogether. As the internet 
continues to play a larger role in Americans’ daily life, direct travel providers, agents, and third 
party consolidators will likely compete more for their attention through new and innovative 
internet and mobile booking tools.  

 

This report builds on the analysis presented in Mintel’s U.S. Travel Market—U.S., January 2010, 
as well as Travel Booking—U.S., April 2007.  

 

The report covers developments in the U.S. travel booking industry insofar as how consumers 
are choosing to book travel-related transportation, accommodations, and tours and activities. 
Transportation includes airline, train, bus, and ferry tickets, as well as car rental.  

Accommodations discussed include hotels and motels, casino hotels, and bed and breakfasts. 
Tours and activities encompass adventure activities, cruises, walking tours, and coach tours. 

 

Booking methods covered include online (both direct with providers as well as through third 
party travel consolidators), as well as offline (in-person or via phone with providers and through 
travel agents).  

 

The report also includes a discussion of how consumers make travel booking decisions, opinions 
about, and preferences for booking travel for personal (holiday/leisure or family/friend) reasons.  

 

Value figures throughout this report are at retail selling prices (rsp) excluding sales 
tax unless otherwise stated.  
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Figure 27: Priceline “Last Wishes” TV ad, January 2012 
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Figure 28: Travelocity “Pay Less” TV ad, January 2012 

Airlines encourage bookings by highlighting customer service, comfort 

Delta Airlines 
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Figure 32: Hertz “Speed of Hertz” TV ad, February 2012 

Direct train bookings environmentally-friendly, relaxing 
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Figure 34: Amtrak Vacations 2011-2012 print ad 
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Figure 40: Reasons for booking travel in the last 12 months, August 2012 

Young more inclined to book short stays, preferences differ by gender 

Figure 41: Types of holiday/leisure travel booked in the last 12 months, by age, August 2012 

Figure 42: Types of holiday/leisure travel booked in the last 12 months, by gender and age, August 
2012 

BOOKING METHODS 
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Older women more inclined to book airfare online directly with providers 

Figure 50: Typical method of booking airline transportation, by gender and age, August 2012 
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PREFERENCES FOR BOOKING PERSONAL TRAVEL 
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Consumers split in tendencies to book in separate or single transactions 

Figure 51: Preferences for booking personal travel in separate vs. single transactions, August 2012 

Those with higher incomes more likely to book separately 

Figure 52: Preferences for booking personal travel elements in separate vs. single transactions, by 
household income, August 2012 

REASONS FOR BOOKING IN SEPARATE TRANSACTIONS 
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Separate bookings about freedom of choice 

Figure 53: Reasons for booking travel elements separately, August 2012 

Millennials more inclined to seek feedback pre-booking 

Figure 54: Reasons for booking travel elements separately, by generation, August 2012 

REASONS FOR BOOKING IN ONE TRANSACTION 

Key points 

Single transactions make travel bookings more convenient overall 

Figure 55: Reasons for booking all travel elements in one transaction, August 2012 

Cost savings of single transaction bookings most relevant to young men 
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Figure 56: Reasons for booking all travel elements in one transaction, by gender and age, August 
2012 
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Hispanics more likely to seek family, friend advice when booking travel 

Figure 65: Reasons for booking travel elements separately, by race/Hispanic origin, August 2012 

CLUSTER ANALYSIS 

Figure 66: Travel booking clusters, August 2012 

Infrequent Travel Bookers 

Demographics 

Characteristics 

Opportunity 

Convenience Travelers 

Demographics 

Characteristics 
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Considerations made for most recent travel booking 

Figure 105: Most important considerations when deciding how to book travel, by household income, 
August 2012 
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