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2 2 Average number of travel sites visited 
by the average traveller before booking. 
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@~ Only 3% of accomodalion 

bookings are made 

I I~-.:-~ 6 
using mobiles. 

. ~~..:--
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percentage of travellers 
who consider the internet 
their main source of 
travel planning. 

50o/o 
of hotel bookings 
made using hotel apps 
are made in the same location, 
as the hotel on the same day. 

percentage of cruises 
booked online. 

..,. 

~ 
of travellers use percentage of 
social networking travellers who use 
to share experiences smart phones 16% 

· to book trips. 

If YouTube were a country 
it would be the third most 

populated place in 
the world. 

25% of travellers ~ 
booked a travel '<::::J 
service because of an 
unexpected email. 

-"' 70°/o 
number of business 

travellers who use their 
mobile device to check-in 

for their flight or hotel. 

visitor browsing time on 1 I • Reviews increase " " 
travel sites by between 50-100% ' 

f'm 72% of travel brands 
\.( do not use any social sharing! 

Desktops & mobiles show different booking patterns. Highest on Friday for mobiles & Monday for desktops. 

Social Media Influence on Travelers 

~ 

~ 
52°k 
of travelers have 
changed their 
original travel plans 

46% 
check in to a location (eg 
Facebook and FourSquare) 
while on vacation 

t~ !Qd!?.rts 

•! 7% ~ dlff ervnt countiy 
a holidayed in a 

update their 
Face book status 
while on vacation 
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surveyed agreed that direct 
bookings were generated 
from social media 

33°k 
changed their hotel 

10°k 
changed agenV 
operator/website 

50,{, 
switched airlines 









Believe in Authenticity 

57% of U.S. 

Millennial travelers 
post pictures on 
social media 
net\Norks hourly or 
daily on vacation ~ & Engagement 

Value Human to 
Human Connection 

Socially Connected 
Natives 



Increase in 
travel budget 

t t t 
1in3 travelers are 
planning to spend 
more In 2016 than 
fastyHr. 

More 
healthy 
options for 
travelers 

This year's TrfpAdvlsor 
TripS..rometer shows 
that travelers continue 
to recognize the 
lmponance of treating 
themselves to travel. 

Tech to 
shape travel 

More than 3 in 4 travelers 
agree that their smart· 
phones are '"Very Important, 
even critical.'' 

Reviews and 
reputation 
more important 
than ever 

Online reviews rilnk 
second only to price as 
the most Important 
factor considered by 
travelers loo kin& for 
accommodations. 

Traveling for 
the experience, 
culture, and 
adventure 

69 percent of global 
travelers plan to try 
something new this 
year. 

flil' Review Trackers 

Budgets on 
the Rise 

Reviews & 
reputation at 

• a premium 

Experience 
cultures & 
adventure 

Travel 
means tech 



Be The Difference. 

Promote human connectivity through the 
aggregation of authentic cultural content 
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AUTOMATED: 
Programmatic Display 
Search 
Video 
Social 



User-submitted 
content 

Original literary 
journalism 

Cieotag 
technology 

The Bean 
@'swanny 
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Shop till you drop Kafka's Prague 
@ShAdams @>StephOCC 

Citizen Map 
See where people live and travel, all around the world. 
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Chicago Styte! 
@1IE:a. dra 

Africa • Antarctica • Asia • Europe • North America • Oceania • South America 
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Celebrate in Paris 

• 7/8/2016 

Backpacking the world 

. 6/18/2016 

Q. bplore $ Conrect ~ C•t1zen Map (} Poi1, Q Message. Q.J Brenden 

Brenden Dougherty ~11Prol~ 
Chicago, USA 

42 an1cles 1, 731 followers 

Exploring the Great Wall 

• 7/3/2016 

Dreamscape destinations 

. 6/14/2016 

136 follow1ng 
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Global farming techniques 

• 6127/2016 

Surviving Tinseltown 

. 6/8/2016 

Night time photography 

• 6123/2016 

Grounding back in nature 

. 6/2/2016 





The Bean 
@:iswanny 

~ ·"4 -

Beautiful sunset 
@hrnharnil 

Shop till you drop 
@ShAdams 

It's showtime 
@~~peace 

Kafka's Prague 
@StephOGC 

Rain vibes 
@Nu my 

~ Search OneGlobe C•t1zen 

Chicago Style! 
@.zlea. ,Ji. a 

Blues all night 
&chance 

0. Explore $ Connect ..m, Cmun Map 0 Posts [J Mossagos Q) Brenden 

~ 

Filename 
~•naro1a_n1gl'tt IP9 

Updated on 
118/2016 
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Want to reach a wider audience? 

Upgrade and become an explorer member for countless 

benefits and access to more of OneGlobe Citizen 

L Learn more Upgrade 

Internal Analytics for 
Premium & Business 

Accounts 
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Local content by locals 

Cu rated content for 
each user 

Interactive mobile app 
·· geo-tagged for content 

consumption on the go 





Travel industry businesses 
promoting directly to 

consumers 

Target audience 

_ Followers 

Follower5 and 1he11 followers 

• Cu•tom audience 

Location 

Notth America 

Ago 
2• -32 

Budget 

525 00 

Estimated reach 

800 1290 people 

Duration 

7 days 

·"i<)] 

lnteresu 
Italy. wine. coastal c1t•e~. hneo an 

Gender 

All Cusaomtze audience 

ol 280,000 

Blog professionally+ 
promote posts with a paid 

account 
Analytics 

eeo 
Audience 11ngagemen1 

... 
UI -

Demographic 

Mala ,,,, 
F•ma te 
se .. 

Audience location 

8 A••ch 8 Po•I cl1c1c• • F'avorit•• 

18·U H·5i0 Top U'11ete•I • 

11-. 23 ... Italy 8J~ 

21 • 3S 51 • 65• Co111i1al cit••• 1711t. 
48~ 11illti 
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Sponsored Content 

Trekking Essentials 
{i>theC LYM B 

Content created by 
companies that are 
authentic+ tailored 

for our users 
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StoryCorps· 

I I 

('fi~ikt·· ... ) 
' .................... "" X···· .. ··' 

I 
HOSTELLING 

INTERNATIONAL 

ctiltureist 

• ~\\\\\\'RV AH C!f £4' EDtmiZ 
.JERKY C!:! 

~ 

TRAVB 
MASSiVE 

Culture With Travel 
Digging deeper Into the cultural aspects of travel 





Raised initial seed 

Developed two­
year business 

strategy 

funding 

Designed prototype 

.., ~--__ .,._ ... _ 

- -
Accepted into 1871 startup 
incubator (largest in North 

America) 

OneGlobe Citizen 

Trademarked OGC 
brand 
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Working Capital 
Platform Development 
Financing 
Content Produciton 
Marketing 

*Financing: servicing existing debt & cost to raise next round of capital 
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