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Travel Industry Statistics



Travel Confidence

Travel confidence is increasing, in an ABTA survey of 2,000 people 21% said 
they felt extremely confident travelling, up 6% from 2023.

Travellers who took a package holiday in 2024 have felt their travel confidence 
has increased

21% 20%
12%

19%

68% 61%

High confidence (7-10) Neutral (5-6) Low confidence (1-4)

THE TRAVEL CONFIDENCE INDEX  2024 vs 2023

https://www.abta.com/sites/default/files/2024-09/ABTA%27s%20Travel%20Confidence%20Index%202024.pdf


Travel Visits

Figures from the aviation 
data analytics company 

Cirium revealed that 
282,775 flights 

departed from UK 
airports during 

Q3 2024 
– representing a 
record-breaking 

51.24 million seats.

In a VisitBritain 
survey of 1,500 

people in November 
2024, 

78% intend to take 
an overnight 

domestic trip in the 
next 12 months 

1. 2.

https://airlinergs.com/q3-was-busiest-quarter-ever-for-uk-air-travel-new-data-reveals/


Travel SEO Statistics



Most Popular Channels for Traffic

Despite 49% of hoteliers believing social media to be one of the most important 
channels for bookings, on average just 1.75% of traffic to the main travel sites 
came from social media. 

According to Similar Web for the top 10 travel brands, organic is consistently top or 
second top (behind direct) 

Travel Site Direct Traffic Referral Traffic Organic Search Paid Search Social Other

50.42% 9.34% 16.49% 21.32% 2.07% 0.36%

21.36% 1.78% 73.28% 2.24% 1.11% 0.05%

49.15% 3.20% 42.66% 2.93% 1.91% 0.15%

42.46% 2.90% 49.85% 2.66% 1.83% 0.29%

47.10% 5% 45.38% 0.01% 1.80% 0.11%

39.26% 7.80% 24.62% 25.23% 1.92% 1.18%

38.01% 13.64% 37.62% 8.86% 1.45% 0.41%

47.53% 7.51% 31.64% 11.08% 1.94% 0.60%

37.86% 13.48% 31.87% 14.16% 1.88% 0.75%

50.88% 3.24% 34.47% 9.09% 1.56% 0.77%

https://mize.tech/blog/positive-and-negative-effects-of-social-media-on-the-tourism-industry/#:~:text=Social%20media%20hasn't%20only,important%20marketing%20and%20sales%20priority.
https://www.similarweb.com/


Most Popular Channels for Traffic

Booking.com receive well over 84.6 million visits p/m from search!

According to Ahrefs for the top 10 travel brands, there are over 20.6 million visits on 
average p/m - 

Travel Site Estimated Traffic

84,600,000

27,700,000

20,900,000

18,900,000

15,200,000

13,900,000

13,000,000

5,000,000

4,900,000

2,500,000



Travel Sectors by Visibility

We’ve averaged out the keyword visibility across seven largest competitors for five big travel 
sub-groups, according to Sistrix:

As we can see Reviews is the largest travel sector - heavily influenced by Trip 
Advisor, this is followed by OTAs, Travel Publishers, Airlines and Hotels.

https://uk.sistrix.com/


Travel Sectors by Visibility Change

To get an idea of how the SERP landscape has changed over the last year we looked at the 
visibility percentage change for each sector:

Whilst Reviews are one of the largest sectors they have seen the biggest decrease in 
visibility of -38%. 

Airlines have increased an average of 66% over the year, followed by hotels at 21%.



Share of Search - Hotels

Our analysis from Ahrefs shows that following travel sites dominate across ‘hotel’ queries - 

https://app.ahrefs.com/


Share of Search - Flights

Our analysis from Ahrefs shows that following travel sites dominate across ‘flight’ queries - 

https://app.ahrefs.com/


Share of Search - Things to Do

Our analysis from Ahrefs shows that following travel sites dominate across ‘things to do’ queries -

https://app.ahrefs.com/


Share of Search - Tours

Our analysis from Ahrefs shows that following travel sites dominate across ‘tour’ queries - 

https://app.ahrefs.com/


Share of Search - Holidays

Our analysis from Ahrefs shows that following travel sites dominate across ‘holiday’ queries - 

https://app.ahrefs.com/


The Travel Buyer & Planner’s 
Journey



The Travel Buyer & Planner’s Journey
A content strategy for travel brands should focus on the traditional travel buyer’s 

journey:

Inspiration

Research & 
Discovery

Booking & 
Preference

Retain



The first element of the funnel is to Inspire travellers to go on holiday.

Inspiration

Inspiration 
Helping users discover new places to visit
Example keywords

‘holidays for families’ - 18,100 AMSV

‘best holiday destinations’ - 14,800 AMSV

‘cheap family holidays’ - 9,900 AMSV
Content types

‘best’ articles, blogs, hero content

Research & 
Discovery

Booking & 
Preference

Retain

Inspiration



Inspiration

Next, we want to help your customers Research and plan their ideal trip.

Research & Discovery

Research & Discovery 
Show users what your product does and how it will 
improve their trip 
Example keywords

‘tourist attraction near me’ - 550,000 AMSV

‘places to visit near me’ - 74,000 AMSV

‘things to do with kids’ - 27,100 AMSV

‘family days out’ - 18,100 AMSV
Content types

FAQs, itineraries, comparisons, 

interactive planners, checklists

Booking & 
Preference

Retain

Research & 
Discovery



This section of the funnel is all about consumers converting and Booking/ buying 
your product. 

Booking & Preference

Inspiration

Retain

Research & 
Discovery

Booking & Preference 
Showing users what is your service and why 
someone should chose you
Example keywords

‘all inclusive holidays’ - 201,000 AMSV

‘compare trip insurance’ - 40,500 AMSV

‘holiday deal’ - 22,200 AMSV
Content types

commercial, product pages

Booking & 
Preference



The Retain element of the funnel is less about SEO and more about making sure 
your clients remember you exist with loyalty content. 

Retain

Inspiration

Retain

Research & 
Discovery

Booking & 
Preference

Retain 
Making sure users chose your service again and 
again
Content types

commercial, email marketing



Emerging Travel Site Trends



Emerging Travel Terms

SEO tool Glimpse shows several core travel trends across ‘24, the most crucial being “AI 
travel planner” - 

https://meetglimpse.com/


High Opportunity Keywords – AI Travel Planner

According to keyword research tool Ahrefs, ‘AI travel planner’ is only a medium difficulty 
keyword to rank for - 

https://ahrefs.com/


High Opportunity 
Keywords – AI Travel 
Planner

• There is also a mixed search intent 
behind this with commercial AI 
sites, guides and a known travel 
brand supporting with free AI 
planning

• Big brands have high opportunity 
to align existing pages to the query 
or create something equivalent to 
TripAdvisor



Booking.com AI Integration 

TripAdvisor aren’t the only site to work on AI integration this year. 

Booking.com previously launched their AI planner in June 2023 but its now rolled out in the 
UK and has updated features through a ‘smart filter’ improving their UX significantly -   



Expedia AI Integration 

Expedia have experimented for a while too, although with mixed reception. Their travel 
planner powered by ChatGPT and assistant Romie has been positive. 

Their attempts at leveraging AI for review summaries could have indexing challenges for 
SEO.

 

AI summaries behind 

popups 



Algorithm Updates for Travel 
Brands ‘24



Algorithm Update Impact on the Biggest 
Travel Brands

Core travel brands seem to have limited 
2-week organic visibility fluctuations 
correlating with official core update dates. 

Travel Site
March Core Update 
2024

August Core 
Update 2024

November Core 
Update 2024

December Core 
Update 2024

Year over Year 
Change

3% 0% 3% -4% -4%

2% 0% 5% -4% 22%

-5% 4% 0% 9% 22%

0% -1% -10% -3% 17%

-3% 3% 5% 8% 150%

-16% 1% 2% 6% -7%

-1% -13% 1% 8% 47%

-2% -1% 1% -6% 6%

9% -2% 8% -5% -39%

0% -19% 8% -6% -24%

Bar Jet2Holidays and Lastminute.com who 
saw big drops in August and Ryan Air in 
March, as well as BA in November 



Unconfirmed Updates - EasyJet Visibility

EasyJet, however, almost doubled their visibility over a few days in May, which correlated 
with high volatility and rumours of unconfirmed updates. All site sections from /holidays/ to 
/baggage/ shot up in visibility  - 



Unconfirmed Updates – Hotels.com Visibility

Around a similar time, Hotels.com also saw a huge decline in visibility by 51% - 



Google Travel Dominance

Unfortunately for SMEs, one of the most convincing visibility reinforcements over ’24 goes to 
Google themselves. Each pin represents a core update in ‘24 and a positive increase - 



Regional Travel Brands – Visit Britain

Pleasingly for regional brands, Google seems to be prioritizing them across local terms. Visit 
Britain have seen great increases after pinned core update  - 



TourScanner Comparison

While brands like TourScanner have seen negative algorithmic movement despite sharing a 
similar informational keyword set in the UK -



TourScanner vs Visit Britain – ‘places to go in london’

TourScanner aggressively went after ‘things to do’ or ‘places to go’ terms globally, VisitBritain 
now rank for localised UK terms such as ‘places to go in london’



How Do TourScanner & Visit Britain Differ?

It seems a strange question to ask as it's so obvious…

There’s a clear difference across intent of site - TourScanner is commercial site 
relying on a significant amount of informational traffic and VisitBritain.com are an 
official voice of tourism in the UK. 

VisitBritain.com have demonstrable experience of travelling in the UK, 
TourScanner overly optimised for SEO purposes. 

Google is prioritising local results with genuine experience and authority within 
the area. 



Travel Bloggers Continue to Lose Traffic
Travel bloggers & smaller travel publishers reported drop offs from the Helpful Content Updates 
(HCU) in ‘22 with some research suggesting up to 78% of sites lost some traffic 

This has continued in ‘24 with further drops from the March update – the first core update to 
incorporate HCUs. See one of the largest travel UK bloggers, handluggageonly.co.uk below 

https://digitaloft.co.uk/the-impact-of-googles-helpful-content-update-on-travel-publishers/
http://handluggageonly.co.uk


Travel Blogger SEO Strategy in ‘25

Here’s the best focus for travel 
bloggers moving forwards

• Continue to focus on E-E-A-T, 
particularly ‘experience’

• Showcase first hand evidence of 
your experience in each destination 
and don’t create destination 
content otherwise

• Content should not be written for 
‘SEO’ but for users and avoid 
overly optimised meta data

E EXPERIENCE

How much first-hand experience does 
the creator have on the topic? 

E EXPERTISE

How much expertise and knowledge 
does the creator have on the topic? 

A AUTHORITATIVENESS

How much first-hand experience does 
the creator have on the topic? 

T TRUSTWORTHNIESS

How accurate and reliable is the 
website and page?



Travel SEO Best Practices



Click-through-rate (CTR) Optimisation

Travel search results are getting 
more and more noisy with ads, 
traditional listings, carousels and 
knowledge panels to name a few

Standing out in the crowd is 
difficult. Brands need to optimise 
CTR with –

● Travel schema – Hotel, 
HotelRoom, TouristTrip, 
Review and so on

● SEO testing metadata 



Keyword Strategy
For any travel site, keyword strategy should now be 
focused on - 

E-E-A-T - does your brand have the experience, expertise, 
authority and trustworthiness to cover a keyword topic? 

The travel buyer’s journey - are you creating content that 
caters from travel inspiration to booking? 

Low keyword difficulty terms - are keywords providing a 
low opposition to ranking? If you’re a new site consider 
zero-volume keywords that typical SEO tools aren’t able to 
obtain search volume for!

Your locale - if you are a local business, are you 
creating enough regional content? Google rightly 
continues to bias regional sites for regional terms!



Optimising for Google Travel Itself

Google Travel’s continued dominance should be treated as an opportunity to rank in new Google tabs –

Google Flights                                           Google Hotels                                 Google Holiday Rentals

 



Links remain one of the most important factors for increasing rankings, a strong offsite strategy can 
help you get ahead of competitors. There’s a huge market in travel for - 

Reactive PR & Hero Content

Hero content with credible data and 
regional focus:

And smaller reactive comments on 
current events:



AI Overviews in Travel Industry 



AI Overviews Impact on Big Travel Brands

AI Overviews dominated SEO 
news in 2024 with SEOs sat in 
two camps - crisis mode or 
ignore it mode.

Some research shows that they 

are showing for 30% of 
travel queries.

On average, they show for 

5% of travel brands 
keywords (according to rank 
tool Sistrix) - 

 

Travel Site
AI Overview 

Presence

10%

8%

7%

6%

5%

4%

3%

3%

3%

<1%



AI Overviews Growth in ‘24
Despite the relatively low brand contribution, there’s signs of AI Overview presence increasing 
significantly MoM  and SEMrush still shows over 1 million keywords with an AI Overview for 
TripAdvisor (up 21%) - 



Should I Care About AI Overviews on Commercial Travel Terms? 

AI Overviews are typically 
present on informational 
queries, allowing users to get their 
information straight away on the 
search results page. 

But they can appear for 
commercial travel or mixed 
intent terms, see to the right.

Creating both page intent types are 
even more important moving 
forwards with an AIO strategy. 



2025 Travel Predictions for 
Travel SEO



Core Travel SEO Challenges in ‘25

Here’s our core travel SEO challenges for 2025 – 

High volume 
keywords even more 
difficult with Google 
Travel ranking 
themselves 

Local results 
continue to be 
prioritised at expense 
of overly optimised 
SEO heavy sites

AI Overviews presence 
will continue to rise 
MoM in early ‘25 before 
settling later in the year

1. 2. 3.



Overcoming Travel SEO Challenges in 2025

Here’s what SME travel sites must focus on – 

User-first content Keyword strategy 
aligned to experience 
and value propositions 
not SEO

Trend & news jacking 

Evergreen user assets SEO testing on CTR & 
AI Overview targeting

Optimising for Google 
Travel tabs



Screaming Frog Travel SEO 
Credentials



Multiple Travel Award Winners

 

“We initially chose to partner with 
Screaming Frog due to their prominent 
reputation and unparalleled Spider tool. 
However, we were pleasantly surprised 

to learn about their creative content 
generation and robust outreach 

capabilities. They understand the core 
values of our business while generating 

compelling pieces to share across 
various platforms.”  

UK Search Awards for Travel SEO in 2019, 2021, 2022, 2023 and 2024. UK Digital PR Awards for Travel in 2023 and 2024. 

“Very pleased with the results of our 
campaign with Screaming Frog. The 

team designed a very original 
data-driven campaign for us and we 
had impressive media uptake. Jimmy 

Kimmel's show even referenced it! The 
Screaming Frog team were very 

professional and I think the results 
speak for themselves. We highly 

recommend them.”

https://www.screamingfrog.co.uk/screaming-frog-wins-best-seo-campaign/
https://www.screamingfrog.co.uk/screaming-frog-wins-double-uk-search-awards/
https://www.screamingfrog.co.uk/screaming-frog-search-awards-hattrick/
https://www.screamingfrog.co.uk/screaming-frog-another-awards-hat-rick/
https://www.screamingfrog.co.uk/screaming-frog-scores-two-uk-search-awards/
https://www.screamingfrog.co.uk/search-awards-2024/
https://www.screamingfrog.co.uk/screaming-frog-awards-hat-trick/
https://www.screamingfrog.co.uk/digital-pr-awards-2023/
https://ukdigitalprawards.co.uk/2024-winners/


Looking for agency support?

Get a proposal from Screaming Frog today!

https://www.screamingfrog.co.uk/

https://www.screamingfrog.co.uk/

