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How to Meet the Traveler’s Expectation
of a Personal Experience

THE GOOGLE EFFECT



Confidential. Intellectual property of Noble Studios.

Intent-Based Search
Showing Up in 
Search
Increasing 
Conversion 

Intent in Action!
Workshop #1

Creating Personalization!
Workshop #2

The Approach Taking Action Case Study What’s Next

Theory Tactics Results Tools

Apply What 
You’ve Learned

Topics
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Theory 
The Approach
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93% of online experiences begin with
a search engine.

Source: Forrester
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“Intention is one of the most powerful forces 
there is. What you mean when you do a thing 

will always determine the outcome.” 

― Brenna Yovanoff, The Replacement
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The Move to Intent-Based Search

FROM TO
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What Does That Look Like?

FROM TO

Salt Lake City cool things to do 
in Salt Lake City
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I-WANT-TO-KNOW I-WANT-TO-
GO I-WANT-TO-BOOK I-WANT-TO-

DO

Travel Micro-Moments

DREAM PLAN BOOK EXPERIENCE
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Goal #1

Be there for users at every step in the traveler 
journey by aligning intent and content.



I-WANT-TO-KNOW
MOMENTS

Source: Today’s Digital Traveler, Google and PhoCusWright, October 2015.

59% of travelers in the U.S. are 
always planning their next 
vacation. 17%

of travelers in the U.S. think 
about planning a trip at 
least once a week. 

DREAM
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Best lakes in the US
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DREAM



I-WANT-TO-GO
MOMENTS

90% of travelers in the U.S. recall 
researching their last vacation 
on a computer or tablet. 80%

of leisure travelers do not book 
with the first hotel brand that 
comes to mind in the research 
process. 

Source: Today’s Digital Traveler, Google and PhoCusWright, October 2015, Traveler’s Road to Decision 2015, Google and Ipsos, October 2015.

PLAN
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What’s it like out in South Lake?

18

PLAN



I WANT-TO-BOOK
MOMENTS

84% of Leisure travelers made their 
final decision on mobile.

54%
of people who booked 
elsewhere did so because of 
mobile usability. 

Source: Traveler’s Road to Decision 2015, Google and Ipsos, October 2015.

BOOK
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Where can I stay in South Lake?

20

BOOK



I-WANT-TO-DO
MOMENTS

53% of travelers want to explore 
somewhere they’ve never 
been on their next vacation. 37%

of travelers want to visit an off 
the beaten path places on their 
next vacation. 

Source: Traveler’s Road to Decision 2015, Google and Ipsos, October 2015.

EXPERIENCE
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Cool hikes in Lake Tahoe
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EXPERIENCE
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Intent-Based Search

1. Map your traveler journey
2. Generate ideas for search terms 

3. Align content with intent
4. Don’t forget about the devices

23

How To
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Intent-Based Search – Starting Point
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DREAM PLAN BOOK EXPERIENCE

What is your traveler journey?
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Intent-Based Search – Search Term Idea Generators
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Source:  www.answerthepublic.com

Google Suggested Search
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Dream ideas inspiration visual

Plan guides reviews itineraries

Book Brand 
names maps price

Experience local authentic reviews

Intent-Based Search – Align Content with Intent

26
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Intent Based Search – Understand Devices
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94% of leisure travelers switch between 
devices as they plan or book a trip.

Source:  Think with Google
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Intent in action!
Workshop #1
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What’s Your Intent?

Chris Camino
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What’s the best city to visit for St Patrick’s Day? Related visuals

Brands and prices

Download: noblestudios.com/dmawest

Intent-Based Search Term Associated Content

Aligning Content to Increase Conversion

DREAM

PLAN

BOOK

EXPERIENCE

Italian restaurants near me

Your Website

Fun things to do in Chicago in March 

Direct flights to Dublin from New York Schedules and maps 

Cheap hotels in Chicago

Guides and itineraries

Reviews and UGC/photos

http://noblestudios.com/dmawest
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Tactics
Taking Action
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Goal #2

The search.
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The Past

33

: Man vs. the Machine
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SERP Evolved

34
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SERP Evolving
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How do we make Google work for us? 

36
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Integrated Organic and Paid Search

OPTIMIZE 
Uncover above-the-
fold opportunities to 
improve for fast wins

DEFEND
Know where you’re 
performing well and 
need to monitor

CREATE
Identify organic-friendly 
opportunities that need 
content

COLLABORATE
Find below-the-fold 
opportunities to team-
up with paid search

37
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Integrated Organic and Paid Search

CREATE
Identify organic-friendly 
opportunities that need 
content

COLLABORATE
Find below-the-fold 
opportunities to team-
up with paid search

OPTIMIZE 
Uncover above-the-
fold opportunities to 
improve for fast wins

DEFEND
Know where you’re 
performing well and 
need to monitor

38
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Integrated Organic and Paid Search

CREATE
Identify organic-friendly 
opportunities that need 
content

COLLABORATE
Find below-the-fold 
opportunities to team-
up with paid search

OPTIMIZE 
Uncover above-the-
fold opportunities to 
improve for fast wins

DEFEND
Know where you’re 
performing well and 
need to monitor

PAGE 2
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Integrated Organic and Paid Search

OPTIMIZE 
Uncover above-the-
fold opportunities to 
improve for fast wins

DEFEND
Know where you’re 
performing well and 
need to monitor

CREATE
Identify organic-friendly 
opportunities that need 
content

COLLABORATE
Find below-the-fold 
opportunities to team-
up with paid search
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Integrated Organic and Paid Search

OPTIMIZE 
Uncover above-the-
fold opportunities to 
improve for fast wins

DEFEND
Know where you’re 
performing well and 
need to monitor

CREATE
Identify organic-friendly 
opportunities that need 
content

COLLABORATE
Find below-the-fold 
opportunities to team-
up with paid search

41
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Search is Constantly Changing

42

Web 3.0?
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Goal #3

The Conversion.
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“79% of marketers said customer 
personalization is very important to 
achieving their top marketing and 

customer experience goals.”

Source: PwC and Forrester Consulting

45
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Leaders in Personalization
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Personalized Experience

47

Personalization allows you to serve a targeted experience, to a specific audience 
segment, in real-time.

USER 
INTENT

WEBSITE 
CONTENT

PERSONALIZATION
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Personalized Experience

48

Personalization allows you to serve a targeted experience, to a specific audience 
segment, in real-time.

USER 
INTENT

WEBSITE 
CONTENT

PERSONALIZATION



Confidential. Intellectual property of Noble Studios.

Don’t Be a Stranger…

49

When travelers feel like strangers to brands… 

40% are less likely to buy from you

59% are likely to unsubscribe from your content

28% are less likely to proactively visit your website

Source: Boxever | Grounded by Untargeted Marketing
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Creating Personalized Experiences
1. Define Success

2. Start Small
3. Pull Insights out of Analytics

4. Create your strategy
5. Measure and Iterate

50

How To
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Define Success

Business 
Goals

Website 
Visitor 
Goals

• Traffic to Stakeholders 
(Hotels, Restaurants, etc.) 

• Bookings
• Email Subscribers
• Travel Planner Downloads
• Deals
• … 

51
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Start Small - GeoTargeting

In Market

Locals and Day 
Trippers

Restaurants

Drive Market

Overnighters

This weekend’s 
events

Fly Market

Longer Stays

Destination Value 
Proposition

53
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Understand Your Data

54
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Create Your Strategy 

55
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Measure and Iterate

56
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Types of Personalized Experiences

57

Phase 1: Geo-
Targeting

Phase 2: Behavioral 
Targeting

Phase 3: Persona 
Targeting
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Stay Focused on Your Goals

58
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Results
Case Study
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Case Study

60
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Tahoe South | Case Study

6262
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Tahoe South | Performance

63 *Last 4 months of data

Pages/Session Avg. Session 
Duration

Bounce
Rate

Conversion Rate for 
Partner Referral

Non-Personalized 1.73 01:40 59% 10%

Personalized 2.75 02:46 41% 14%
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Over 30% ADDITIONAL
Lodging Referrals over the year

30k+ Additional Referrals Since July 1

64

Impact
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Creating Personalization!
Workshop #2
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Personalization Worksheet

66 Download: noblestudios.com/dmawest

Enjoy dinner by 
the lake

Group dining 
image and area 
restaurant 
descriptions.

Find a Place 
to Eat

How’s the 
snow? See for 
Yourself!

Snow activity 
images and 
webcam links.

View Tahoe 
webcams

Fly direct from 
New York

Inspiring 
images, airport 
proximity info.

Start Planning

http://noblestudios.com/dmawest
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Future
What’s Next
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@noblestudios

@tahoesouth

Twitter michael.thomas@noblestudios.com

andy.walden@noblestudios.com

stuart@ltva.org

Email

Stay in Touch Reach Out Get Your Resources

Check Us Out One:One Download

noblestudios.com
Web

tahoesouth.com noblestudios.com
/dmawest

Presentation and 
Worksheets

68

http://noblestudios.com/dmawest
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Tools of the Trade

69
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