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“The consumer journey in travel is not linear but rather
cyclical, with consumers’ past experiences feeding through
to and influencing their next decisions as well as those of
other consumers.”
– Sara Ballaben, Senior Technology Analyst

This report looks at the following areas:
•
•

Can social media ads help to drive mobile bookings?
Is real-time in-destination assistance the next big thing?

Mintel estimates that close to 36 million UK adults booked a holiday in 2016, the vast majority of them
(30.6 million) having opted for the online channel. Among these, travel comparison platforms hold the
strongest position with an estimated 14.2 million bookers.
The one-stop-shop proposition that allows people to easily comparison shop and simplifies decisionmaking is certainly what drives OTAs’ popularity, with price by far the biggest pull factor when choosing
the booking platform. The majority (53%) of UK adults indicate price as the first and most important
factor in the decision and more than eight in 10 place it in their top three.
However, Mintel’s research also finds that two thirds (66%) of UK adults would like to receive
suggestions on things to do at the destination when booking holidays online, along with 50% looking
for local transport information and 38% interested in restaurant recommendations. This suggests that
consumers are not as keen on OTAs’ stripped-down service and still look for a good level of service and
assistance, particularly the further they are from home. Going forward we can therefore expect to
continue to see great emphasis on price as the primary differentiator along with a new-found focus on
harnessing real-time data to provide in-destination assistance via mobile.
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Consumers mostly booking as package holiday
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Laptops are the most common device to book a holiday via OTAs
Figure 49: Devices used to research and book the most recent holiday through travel comparison websites/apps, February 2017
OTAs show a fragmented path to purchase
Figure 50: Proportion of consumers who have researched and booked the most recent holiday through travel comparison websites/
apps on the same device, February 2017
Figure 51: Devices used to research the most recent holiday through travel comparison websites/apps, by devices used to research the
most recent holiday through travel comparison websites/apps, February 2017
Holiday type impacts device choice for booking
Figure 52: Devices used to book the most recent holiday through travel comparison websites/apps, by type of holiday most recently
booked via travel comparison websites/apps, February 2017

Additional Information When Booking Holidays Online
Holiday makers seek the best of both worlds
Figure 53: Types of additional information consumers would like to receive when booking holidays online, February 2017
OTAs hoping to monetise information
The quest for an authentic experience
The real-time enabler: Instant Apps
A focus on safety could convert in-person bookers
Figure 54: Types of additional information consumers would like to receive when booking holidays online, by ways in which consumers
booked their holidays in the last 12 months, February 2017

Important Factors when Choosing Booking Platform
Price is the biggest pull factor when choosing booking platform
Figure 55: Most important factors when choosing where to book a holiday online, February 2017
Could financial protection become a deal-breaker?
Converting loyalty into social advocacy

Appendix – Data Sources, Abbreviations and Supporting Information
Abbreviations
Brand research
Brand map

BUY THIS
REPORT NOW

VISIT: store.mintel.com
CALL: EMEA +44 (0) 20 7606 4533
Brazil 0800 095 9094
Americas +1 (312) 943 5250
China +86 (21) 6032 7300
APAC +61 (0) 2 8284 8100
EMAIL: reports@mintel.com

