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fraction of the price and reaches the

audience at a key moment in the decision
process – indeed, the restaurant will now
likely book a larger percentage of
reservations ahead of time.
Already we know that the vast majority
of travel-related searches have a local
component – no surprise, given the highly
task-oriented, tactical nature of Internet
usage. As users and marketers continue
to get more sophisticated about the
Internet, we can expect the amount of
local search marketing to increase.
Imagine all kinds of local travel-related
businesses offering discounted Internet
rates just as hotels, airlines and rental cars
have done already. Or “plan-ahead”
savings for travelers who book a given
activity before they leave home, thus
benefiting the business by allowing it to
forecast demand and thus operate more
efficiently. All kinds of new marketing
strategies and even new business models
are possible once local travel marketers
and consumers become savvier about the
potential.
So if you’re still wondering how local
search is going to evolve – maybe it’s
time you took a vacation!
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