
CASE STUDY:

FROM BANKING TO BOOKING: 
HOW PERSONAL FINANCES AFFECT TRAVEL



Background

Economic factors have long been considered an influencer on consumer behavior, including consumer travel. In the US, healthy economic indicators influence 
consumer spending and in 2018 Americans continued to benefit from low inflation, a strengthening labor market and rising incomes. In fact, in October 2018 
unemployment was at a low of 3.7 percent . These indicators tend to elevate consumer confidence in spending despite some uncertainty in the political economic 
arena and recent plunges in the Dow Jones.

With the new year right around the corner, it is a time when people start thinking about their next travel plans. Where would they like to go, what would they like 
to see? Or more critically, where can their money take them? People make new year’s resolutions to get their personal finances in order with goals set to put more 
money aside to take that dream holiday. 

So how do consumers plan for travel when economic indicators shift—and how can marketers adjust their strategy to accommodate these shifts? VDX.tv sought 
to help advertisers in the hospitality and travel sector understand how to use digital advertising to reach new audience segments that are demonstrating certain 
financial behaviors, with the aim of growing online hotel bookings. 

 1 Deloitte Insights, “2018 Travel and Hospitality Industry Outlook”, https://www2.deloitte.com/us/en/pages/consumer-business/articles/travel-hospitality-industry-outlook.html#2

 2 Bureau of Labor Statistics, “The Employment Situation - October 2018”, https://www.bls.gov/news.release/pdf/empsit.pdf
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Compiled Google Trends for 
Financial Topics, 2017.

Through statistical analysis we 
analyzed and grouped these 
topics by search term interest. 

The data demonstrated 
a correlation between an 

increase in demand for hotel 
rooms with the ‘Planning 
Finances’ segment and a 

decrease in demand with the 
‘Interested Investor’ segment.

Overlaid data from VDX.tv’s 
hotel advertiser campaigns, 

examining trends in audience 
interest and bookings. 

Identified two major groups, which we mapped to audience segments: 

1. Planning Finances    2. Interested Investors

All data used in the analysis is from January 1 - December 31, 2017

Our Approach
Specifically, VDX TV looked at the connection between consumer personal finances and demand for online hotel bookings. We conducted a complex analysis 
utilizing a combination of hotel booking data from a selection of VDX.tv’s hotel-based advertisers, along with Google search data, to understand the influence of 
personal finances on travel. More details on the analysis are below:

Step 2:

Step 3:

Step 4:

Step 1:Step 5:



Results

Planning Finances Audience Segment 

The search terms used to build this audience segment were:

Our analysis indicated that online audiences demonstrating ‘Planning Finances’ 
behaviors tended to book more hotel rooms for leisure travel. An increase in search 
behavior was correlated with an approximate increase of 300 weekly online bookings. 
We can theorize that people are auditing their personal finances to see if they can afford 
a trip by determining first how much they must pay in loans and overall payments, and 
then creating a travel budget based off what they can afford.
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Interested Investor Audience Segment

The search terms used to build this audience segment were:

Online audiences demonstrating ‘Interested Investor’ behaviors tended to book less hotel rooms for 
travel. An increase in search behavior was correlated with an approximate decrease of 400 weekly 
online bookings. We can theorize that people are searching investing terms as they are interested in 
getting started, and perhaps refraining from booking travel. The demographics might skew younger 
and include individuals just starting their professional journey and late-to-the-party investors looking 
to catch up on lost time.
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Solutions and Recommendations

After completing our analysis, VDX.tv was able to identify a high-value audience segment ‘Planning Finances’ that demonstrated the 
greatest likelihood of booking hotel rooms for leisure travel. The analysis could also suggest that this audience segment illustrates a 
higher probability of booking other travel arrangements such as flights or tourism-based activities. 

VDX.tv has outlined the following recommendations for advertisers in the hospitality and travel industry:

Targeting recommendations 

• Add the ‘Planning Finances’ audience segment into a 
Run-of-Network audience blend to reach audiences 
most likely to convert.

• Suppress the ‘Interested Investor’ audience segment.

• Ensure pixels are placed on the advertiser’s website 
so VDX.tv can target users that are most likely to 
convert and those that have visited the site but have 
yet to convert, thus expanding the reach of valuable 
users and driving new bookings.

• Increase advertising spend around key financial planning 
periods such as tax season or end-of-year when 
consumers’ financial situation may be clearer.

• Consider real-time competitive conquesting to target 
consumers when they are researching competitors.

Creative recommendations 

• Leverage VDX.tv's video ad formats to distribute 
engaging video content accompanied by relevant 
messaging to these new audiences.

• Leverage messaging that speaks more influentially to 
this audience group with content that acknowledges 
their financial planning.

• Incorporate special offer CTAs that might appeal to a 
more budget conscious audience.
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Are you interested in analyzing and refining y our audience 
segments to drive better marketing outcomes? 

Get in touch with VDX.tv today at sales@vdx.tv to learn more about 
how we can help you improve audience targeting. 


