


AGENDA

* The Competitive Context: More choices and More Complex Decisions

* Why Multi-Generational Marketing Could be the Next Big Thing in Sports Travel Marketing
* From the “Me” Generation to the “Pay Attention to Me” Generation

* An Emerging Model for the Sports Traveler Destination

e Building Customer Loyalty with a “2C2R” Approach

* A Directional Outlook on Sports Travel Market Conditions
















































A Directional Outlook on Sports Travel Market Conditions
Media Proliferation: How Sports Travelers are Consuming Media

VORACIOUS.

Sports travelers are increasing their usage of all media channels to enhance their travel experience, and
television, print and websites are most prevalent.

ADDITIVE.

In a fragmented environment, new media channels have seen slow but steady adoption. However, new
media consumption isn’t coming at the expense of traditional media.

DIVERSE.

Cross platform usage patterns show sports travelers perceiving different media having unique strengths
across various content areas.

ENGAGEMENT.

Print media shows particular strength in delivering content in an undistracted environment, while
heavy DVR usage and multi-tasking behaviors create a conundrum for television advertisers.

































