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New Horizons

A Travel Advertiser's Guide to the New
Landscape of Tech, Trends, and Travelers



Navigating The New Horizons Of

Travel Advertising

The travel industry is navigating a volatile new reality. Lingering global
economic uncertainty means travelers are more cost-conscious and actively
seeking value, while complex border policies and visa requirements increase
the need for seamless, simplified planning. Simultaneously, rapid
technological disruption from Conversational Al and the rise of proprietary
Travel Media Networks have fragmented the customer journey.

This convergence has placed immense pressure on media spend. The old
playbook of broad, aspirational campaigns is no longer sufficient; wasted
spend is not an option. Success now demands a new strategy built on
precision, authenticity, and seamless integration.

This is the moment to capitalize on innovation: finding value off the beaten
path, ensuring precision over volume, harnessing the network effect of niche
audiences, and turning conversation into conversion. Innovid provides the
foundation to master this new era, empowering our partners to build the
future of connected travel.
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The Roads Less Traveled
Drive New Ad Opportunities with Off-Peak Authenticity
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Facing budget constraints, modern travelers (especially Millennials and Gen Z) are prioritizing
authentic, off-the-path experiences over mainstream hot spots. They are actively opting out of high-
density tourist centers to maximize value, minimize “influencer FOMO,” and find unique
destinations.

This authenticity extends to souvenirs: travelers are rejecting mass-produced items for Amex
Travel’s “memorable mementos.” In fact, 82% prioritize purchasing keepsakes that are handmade,
authentic, and unique to the local area.

This shift demands advertising moves beyond generic landmarks to directly reflect the nuanced,
local interests of the new explorer.

Dynamic Creative Optimization (DCO) provides the agility to capture this shift:

Promote Value Over Status: Use data feeds to highlight low fares and deals to smaller, less
visited secondary hubs.

Show, Don't Tell Authenticity: Instantly swap hyper-local imagery (artisans, food, culture)
instead of promoting predictable, heavily trafficked landmarks.

Target the Explorer: Segment to promote specific experiences (culinary tours, craft
workshops) that align with the search for memorable mementos.
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Precision over volume

Maximize media value in a lean spend environment

The travel sector is currently navigating a period of financial restraint, reflected in cautious media spend
relative to other major industries. In this climate, simply spending money is insufficient; the mandate is to
ensure every dollar translates into a verifiable, high-quality impression. The goal isn't just efficiency—it's
maximizing performance from a limited pool of resources.

This is where proactive media verification becomes essential. Using a verification partner, such as
Protected by Mediaocean, gives advertisers the critical traffic insights at the publisher and domain level
needed to isolate and eliminate waste.

In a recent case study of this precise optimization, one of our very own travel clients uncovered a
significant drain on their budget. They identified a staggering 39.3% Invalid Traffic (IVT) rate originating
from specific placements within one of their specialized travel publishers. A large portion of these
impressions were non-rendered, meaning the ads were never displayed to an actual, human user,
accumulating substantial wasted spend.

By taking decisive action and excluding this problematic inventory type (while continuing to run ads

elsewhere on the publisher’s site), the advertiser saw an immediate 42% decrease in non-rendered
impressions.
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The Network Effect

Redefine Audience Value With Travel Media Networks
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Following the success of Retail Media Networks (RMNSs), the travel industry is rapidly building its own
proprietary channels—Travel Media Networks (TMNs). These platforms represent a tectonic shift,
allowing travel brands (airlines, hotels, OTAs) to monetize their greatest asset: rich, first-party booking
and loyalty data.

This data opens access to high-value, niche audiences with explicit travel intent, such as co-brand
credit cardholders. These individuals are highly engaged, financially committed, and far more likely to
convert than a general web audience. For instance, brands can target users based on their specific
loyalty tier, co-brand card spend history, or future redemption intent.

Leveraging TMN data across your omnichannel campaigns maximizes inventory, messaging, and
effectiveness:

Tailored Inventory Access: Use granular audience data to activate niche, high-value inventory
within the TMN (e.g., booking confirmation pages or loyalty portals) with perfectly matched
content.

Hyper-Relevant Messaging: Use loyalty status or card type to instantly deliver specific,
exclusive offers in your ad units that resonate with that segment's motivations.

Optimize for Lifetime Value (LTV): Shift campaign measurement beyond last-click conversions

to optimize for long-term customer metrics, such as average spend per trip or flight class
upgrades, ensuring sustainable growth.
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From Conversation to Conversion

Embrace Conversational Al Into Creative Strategies

Al-powered tools are reshaping the traveler’s journey. Integrations by major players like Expedia
and Booking.com are proving that the research phase is no longer separate from the
transaction phase. Consumers can now move from asking an Al, “Plan a 7-day trip to ltaly
focusing on food and wine,” to seeing bookable itineraries and flights—all in one session.

This means consumers are making purchase decisions faster and earlier, driven by personalized
recommendations generated by Al. Travel advertisers face a new challenge: how to insert
themselves compellingly into this instantaneous, conversational journey.

To engage Al-savvy travelers, creative should be a natural extension of the research process:

O Embrace Prompt Language: Use ad copy that mirrors the conversational style of Al queries
(e.g., “Find the perfect family beach vacation,” or “Book the most affordable flight to Lisbon
in November?”).

C) Visualize the New Journey: Incorporate “research” moments into your visual storytelling—
show B-roll footage of travelers interacting with their devices to research itineraries,

connecting the initial spark of inquiry directly to the experience.

() Simplify the Offer: Since Al streamlines complex decisions, your creative should lead with
an immediate, clear value proposition, positioning your offering as the natural next step in
the consumer's pre-planned, Al-optimized itinerary.
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INNOVID

Thank you
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