
PRO TIP KIT
Innovations’ Guide to Understanding 

Your Target Audience



When you’re building up your quarterly plan, drumming up investor approval, or just
planning your social media posts, feel free to pack this into your utility belt. This guide will 
help you know your audience: What they want and how your destination can fit into their 
travel plans.

We broke down four distinct demographics that are shaping the future of tourism
everywhere: Millennials, families, retirees, and solo travelers. Each demographic is given 
an in-depth analysis to determine what matters to them and why that should matter to you.

With this, your next marketing push can be backed by real consumer insight: what your 
customers want to hear, where the message will best be heard, and why it all matters in the 
long run.

If you want to see how this type of research-based strategy looks when implemented in 
real, measurable, creative work, visit us online at innovationsbrandinghouse.com/our-work/.

https://innovationsbrandinghouse.com/


MILLENIALS



Millennials
As Millennials grow professionally, so too will their vacation times, salaries, and chances 
to get away from the nine-to-five. One day, that may mean the end of their penny-pinching 
ways - and maybe even a tiny profit for your destination?

But today is not that day. 

Today, destination owners are fighting Millennials’ lack of time, lack of interest, and a lack 
of employers willing to hand over that precious, precious vacation time. 

That being said, millennials still want to have fun. So, while the battle might be uphill, that 
doesn’t mean it’s not worth fighting. And one of your best weapons will be to know where 
to find them.

Where To Find Millennials, The Young Professional



The Rise of the Microcations
Microcation is another word on the endless list of made-up terms coined by Millennials. In 
fact, ‘microcation’ sits on that list right beside phrases like ‘woke’, ‘fleek’, and the infamous 
‘Netflix & Chill.’

Microcation describes Millennials’ refusal (or inability to) take traditional, long vacations. 
Almost three-fourths (72%) of Millennials took one of these “three nights or less” getaways. 
Why?

• Often, they are travelling for special events - think weddings, birthdays, etc. These events usually 
don’t need more than three or four days.

• Getting time off of work is easier for a shorter trip.

• Several shorter trips are often preferred to one long trip.

• Longer trips are just too expensive.

Special events like weddings are being turned into microcations, giving event-goers a few 
days leeway to “see the sights”. The days after those events are your target - the perfect 
time to get your destination on their itinerary.

And, while microcations are most predominant with Millennials, it’s not only a trend for 
that one age group. In fact, 57% of ALL Americans didn’t take anything longer than a micro-
cation this year.

That means you need to market yourself as a microcation to more than half of the country.

https://www.prnewswire.com/news-releases/the-rise-of-the-micro-cation-more-than-half-of-americans-opt-for-vacations-shorter-than-four-days-300860053.html
https://www.prnewswire.com/news-releases/the-rise-of-the-micro-cation-more-than-half-of-americans-opt-for-vacations-shorter-than-four-days-300860053.html
https://www.prnewswire.com/news-releases/the-rise-of-the-micro-cation-more-than-half-of-americans-opt-for-vacations-shorter-than-four-days-300860053.html


The Sharing Economy
Every customer has a journey. For potential vacationers, that journey is interrupted by all 
the inhibitions that come with travel: they have to budget, they have to ask off work,
organize their things, find someone to watch their pets, so on, so forth. 

It’s a big undertaking for any single vacationer. Luckily, markets have evolved to
accommodate some of these issues. But, has your destination evolved in the same way? 
Think about it:

• To find out about a destination, customers are letting their social media friends drive their ‘where’ 
and ‘when to go’ decisions, essentially democratizing the planning process. In fact, over half of 
these survey respondents admit social media posts affect their travel planning.

• For destination lodging, Millennial customers are avoiding pricey hotels for more affordable options, 
like AirBnB. On any given night, 2 million people are staying in a host home - and 60% of all
AirBnB customers ever are Millennials. Not only is it cheaper, but the vast majority of stays (88%) 
are for two-to-four guests, meaning even the cheaper alternative is being split between several
people.

• For transport in a new city, Uber and Lyft have simply taken over. On average, those ride-sharing 
apps claim to be 50% cheaper than a traditional taxi. And if you want to slash that price even further, 
Uber Pool opens up your personal taxi to other groups, making ride-sharing that much more
affordable.

But what about your destination?

How can you integrate that Sharing experence

into your businEss?

https://www.prnewswire.com/news-releases/millennials-most-likely-to-post-deceptive-vacation-photos-to-make-social-media-followers-jealous-300679940.html
https://www.prnewswire.com/news-releases/millennials-most-likely-to-post-deceptive-vacation-photos-to-make-social-media-followers-jealous-300679940.html
https://ipropertymanagement.com/airbnb-statistics
https://www.businessinsider.com/uber-lyft-are-gaining-even-more-market-share-over-taxis-and-rentals-2018-7


Cracking the Social Media Code
Millennials are using social media to share their vacation experience with all of their 
friends - and they’re not always doing so honestly. More than one-third (36%) of Millennials 
admit to a little trickery in those photos, hoping to convince their followers the vacation 
was better than it really was. 

That’s right, Millennials are doing some of the hard marketing work for you.

All those jealous friends quickly begin making their own plans to show off vacation pics on 
the ‘Gram. And it works.

Over half of Millennials admit friends influence
their future travel plans.
That means making your location shareable should be a priority, if you ever want to make 
the most out of that oh-so-sweet, free Millennial marketing. And it doesn’t have to be an 
expensive ordeal. Take the ’What Lifts You’ wings in Nashville as an example - tourists and 
locals alike lineup in block-long queues for little more than a chance for a picture with a 
portrait on a wall. 

The social media sharing handles itself.

https://www.prnewswire.com/news-releases/millennials-most-likely-to-post-deceptive-vacation-photos-to-make-social-media-followers-jealous-300679940.html
https://www.prnewswire.com/news-releases/millennials-most-likely-to-post-deceptive-vacation-photos-to-make-social-media-followers-jealous-300679940.html
https://www.prnewswire.com/news-releases/millennials-most-likely-to-post-deceptive-vacation-photos-to-make-social-media-followers-jealous-300679940.html
https://thenashvilleguide.com/blogs/news/what-lifts-you-the-story-behind-the-angel-wings


FAMILIES



Families
We all remember our own nostalgic family vacations: squeezing all your luggage in the car, 
taking fifteen pit stops because six year olds can’t hold their bladder, trying not to be driven 
crazy on that too-long car ride. For everyone involved, it’s a huge, exciting ordeal. 

The most exciting part? Your destination is waiting for them on the other side. That is, if 
they can find out about your destination and if your destination has what they’re looking 
for.

That means your first step is figuring out what they’re interested in and how to best get 
your destination in front of them.

Where To Find Gen X, The Parent



Where To Find Gen Z, The Kid. 



Unplugged
There are TV’s in the living room, a laptop on every bed and a phone in every hand. A
getaway is usually a vacation from work and school, sure. But, 91% of adults think it should 
also be a vacation from the technology that ties them down.

Why is that so important?

If you’re unable to unplug from work and tech on your vacations, it’s no longer a relaxing 
getaway. And that’s taking a toll on how many days of a typical worker’s vacation are spent 
at a destination. 41% of vacationers feel the need to schedule recovery time in between 
their return from vacation and their return to everyday life. That’s up from 29% just a few 
years ago. 

And this getaway isn’t just for overworked employees trying to disconnect from their
desktops. Parents are more concerned with their children’s use of social media and
technology  than the potential impacts of alcohol, drugs and smoking.

If you can give them a chance to unplug, you can win their business.

Creative messaging, though, is a lot easier said than done. But no marketing happens in a 
vacuum, so if you’re looking for inspiration - for video, or social media, or any other
marketing you have in mind - below is an example of a campaign from the U.S.D.A.

https://www.travelagentcentral.com/running-your-business/stats-91-families-find-unplugged-vacations-appealing
https://www.travelagentcentral.com/running-your-business/stats-91-families-find-unplugged-vacations-appealing
https://www.abc.net.au/news/2018-03-11/parents-fear-social-media-tech-more-than-drugs-alcohol-smoking/9535712


The messaging worked for the National Forest Service. Since the launch of the Discover 
the Forest campaign, the website has received nearly 170.6K searches for forests or 
parks and more than 60% of surveyed parents (Hint, hint: the demographic we’re focusing 
on) recognized an ad from the campaign. How does this ‘Unplugging’ message work into 
your destination, whether you’re a museum, or a theme park, or a whole other experience 
entirely?

https://www.adcouncil.org/News-Events/Press-Releases/Latest-PSAs-For-U.S.-Forest-Service-s-Discover-The-Forest-Campaign-Are-A-Love-Letter-To-Trails-Reminding-Us-That-Not-All-Answers-Can-Be-Found-Online
https://www.adcouncil.org/News-Events/Press-Releases/Latest-PSAs-For-U.S.-Forest-Service-s-Discover-The-Forest-Campaign-Are-A-Love-Letter-To-Trails-Reminding-Us-That-Not-All-Answers-Can-Be-Found-Online
https://www.adcouncil.org/News-Events/Press-Releases/Latest-PSAs-For-U.S.-Forest-Service-s-Discover-The-Forest-Campaign-Are-A-Love-Letter-To-Trails-Reminding-Us-That-Not-All-Answers-Can-Be-Found-Online
https://www.adcouncil.org/News-Events/Press-Releases/Latest-PSAs-For-U.S.-Forest-Service-s-Discover-The-Forest-Campaign-Are-A-Love-Letter-To-Trails-Reminding-Us-That-Not-All-Answers-Can-Be-Found-Online
https://www.adcouncil.org/News-Events/Press-Releases/Latest-PSAs-For-U.S.-Forest-Service-s-Discover-The-Forest-Campaign-Are-A-Love-Letter-To-Trails-Reminding-Us-That-Not-All-Answers-Can-Be-Found-Online


Less is Never More
Vacation shaming is the professional pressure many feel to avoid using vacation days, to 
stay plugged in when they do and to hurry back to work. Alone, it’s stressful. Really, it’s just 
a symptom of a bigger problem: an increasingly workaholic employee population. 

34% of American workers don’t use a single one of their
average 13 vacation days. 
The workers who do take even one of their vacation days don’t actually do much relaxing 
- 30% say they’re constantly worrying about work on their getaways. That’s earned the U.S. 
the nickname ‘The No Vacation Nation’.

If workers are taking less vacation days, the days they do take need to be worth it. Packing 
more experience and value in each day will create repeat customers. - You’ve become a 
destination worth visiting again when next year’s vacation time rolls around.

How? Collaboration with those you may see as competition:

• Does your locale have a tourism board to get involved with?
• Are there other tourist opportunities in your area to cross promote?
• Have you partnered with a hotel, AirBnB, local tourist guide or taxi service to make your customer’s 
experience everything it can be for those few days they’ll be there?
• And, if you have, how would potential customers find out?

When families travel, they are looking for something every member of their troupe can get 
involved with. Could you convince parents to visit your waterpark with their kids, if they 
were given discounted tickets for a museum or brewery the night after? Could you increase 
visits by working with local hotels to build packages around your destination?

For destination owners willing to collaborate, opportunities abound.

https://brandongaille.com/21-significant-workaholic-statistics/
https://brandongaille.com/21-significant-workaholic-statistics/
https://brandongaille.com/21-significant-workaholic-statistics/
https://www.forbes.com/sites/victorlipman/2018/05/21/why-america-has-become-the-no-vacation-nation/#18973a2b4c53


But Think About the Children!
Everyone’s being influenced by social media - they want to travel where their friends went, 
or are at least inspired to travel somewhere else, somewhere bigger, better and more
photogenic.

And who runs social media?  The kids. 

That means marketing to families is just as much about learning to market to Gen Z. That 
is the golden ticket for the future of your business - after all, they already make up 32% of 
the total world population.

And Gen Z is quickly growing past the family home. They’re graduating high school. 
They’re in college. That means vacations will be on their wish list for spring breaks,
summer breaks and any long weekend they can con out of their parents.

So, what are Generation Z vacationers looking for?

• Much like Millennials, they want their vacation to be shareable. Aesthetic is important. Take a 
second to find a hashtag, a unique photo opportunity or some other way they can engage with your 
destination on social media. 

• Your planned photo opportunities don’t have to be branded. You won’t catch them wearing big 
logos like their Millennial older siblings, so they don’t want your advertising to get in the way of 
their feed either. When they share your content - with or without a logo - have faith that a
conversation is being had. If your destination makes it a good experience, the conversation will be 
good too.

• Get your social media customer support team ready. If parents have questions, their tech-savvy kid 
may be the most readily available to search for answers. If you aren’t ready to answer via social
media, it’s time to catch up. It may be the difference between booking a family’s next vacation and 
being marked off the list.

https://www.american.edu/ucm/upload/gen-z_engagement.pdf
https://www.bloomberg.com/news/articles/2018-08-20/gen-z-to-outnumber-millennials-within-a-year-demographic-trends
https://www.bloomberg.com/news/articles/2018-08-20/gen-z-to-outnumber-millennials-within-a-year-demographic-trends
https://www.businessinsider.com/gen-z-shopping-habits-kill-brands-2019-7
https://www.businessinsider.com/gen-z-shopping-habits-kill-brands-2019-7


RETIREES/
EMPTY NESTERS



Retirees/Empty Nesters 
Americans work their whole lives to reach the day where they retire, pack up, and hit the 
open road. No more requesting days off. No more planning around the kids. No more
vacation days, because every day can be a vacation day.

While it doesn’t usually actually pan out like that, Boomers are still some of the most active 
travelers, planning to take 4 to 5 trips a year. 

How do you make sure one of those 4 to 5 trips is to your destination? How do you make 
sure your destination is up to snuff for those Boomer retirees? And how do you keep them 
coming back for more? 

Where To Find Baby Boomers, The Grandparent

https://www.aarp.org/content/dam/aarp/research/surveys_statistics/life-leisure/2018/2019-boomer-travel-trends.doi.10.26419-2Fres.00263.001.pdf


Money
When you’re focusing on retirees, it may be easy to think you can let social media go by the 
wayside. After all, conventional wisdom says they’re not on the internet in the first place, 
and certainly not on social media - right?

Right? 

This time around, conventional wisdom is wrong. In fact, the internet has overtaken print 
and television as Boomer and senior’s number one means of information gathering. And 
82% of Baby Boomers who use the internet also use social media. 

Digital and social media marketing still have their place in a strategy focused on retirees 
and empty nesters - especially platforms like Facebook (Boomers’ #1 social media
platform) and YouTube (¾ online Boomer video viewers engage with content).

When keying in on social media savvy Boomers, be sure to:

• Make your call-to-action simple, with an active, easy-to-find contact number if they choose to take 
the rest of their customer journey offline.

• Make your business simple to look up. While this age group may be active online, they may not be 
as resourceful as their younger counterparts. That means keeping your SEO rankings up-to-date and 
making the most out of search ads.

• Make sure you’re speaking about things that matter to them - affordability, accessibility, and
expanding their horizons in a way they couldn’t before retirement.

http://info.immersionactive.com/hs-fs/hub/315299/file-2649639140-pdf/2015_Website_Files/reaching-todays-boomers-and-seniors-online_research-studies.pdf
https://www.forbes.com/sites/forbestechcouncil/2018/03/06/social-media-matters-for-baby-boomers/#215eb5024425
https://www.forbes.com/sites/forbestechcouncil/2018/03/06/social-media-matters-for-baby-boomers/#215eb5024425
http://info.immersionactive.com/hs-fs/hub/315299/file-2649639140-pdf/2015_Website_Files/reaching-todays-boomers-and-seniors-online_research-studies.pdf


A New Kind of Family Vacation

AARP reported that 32% of grandparents took their grandkids on a 
vacation this year - usually planned, paid for and executed without the need for 
the parents to lift a finger. Parents get a staycation away from the kids. Grandparents are 
given free range to bond with the youngest of their families. Everybody wins.

Businesses looking to cash in on this new “Skip-Gen” travel have to leverage their business 
to two seperate, but compatible demographics. How do you make something interesting for 
the kids, yet engaging and accommodating for their Boomer grandparents?

• Retirees are finally getting the chance to experience things they never could during their
working-years, exploring their own boundaries and pushing the youngest in their family to do the 
same. Tying yourself to an engaging, educational experience is never a bad way to win yourself a spot 
on their travel plans!

• Your value proposition is surrounded by all the other tourism opportunities nearby. If a family is
taking a long trip with several stops, what niche does your business fill in relation to your
competitors?

• Don’t forget, the kids are still involved. Your marketing should excite them enough to tip grandma 
and grandpa off to your destination during the planning phase. Take a look at the previous section for 
tips on Millennial and family marketing.

https://thepointsguy.com/guide/skip-gen-travel-trends-grandparent-grandchild-getaways/
https://thepointsguy.com/guide/skip-gen-travel-trends-grandparent-grandchild-getaways/


Health on the Road
Every surveyed age group named ‘cost’ as the number one barrier that keeps them from 
taking off towards the horizon. Baby Boomers, though - the generation currently
burgeoning into retirement age - had another big hurdle on their minds: personal health. 

In fact, 32% of Boomers mentioned health as a limiting factor 
for travel. That’s higher than any secondary deterrent for any other generation,
including:

• Work responsibilities
• Family obligations
• Or a lack of free time for any one of their younger counterparts 

That means a destination that can soothe fears surrounding health and accessibility is a 
destination that can win business.

Highlighting the extra steps you’ve taken to make your destination accessible is a must if 
you’re aiming to attract retirees. This can be as simple as mentioning accessible
accomodations on your homepage, rentable wheelchairs in your brochures or just keeping 
staff on hand willing to discuss the needs of senior vacationers.

Figuring out the health part of travel allows retirees to enjoy your destination with the rest 
of the family, without a hit to their dignity because they feel restricted. 

If you can do that, there’s a good chance you’ll show back up on the family’s destination 
planning for years to come.

In just thirty years, the number of adults aged 60 and older will make up 20% of the world’s 
population, the first time in history that older adults will outnumber young adults. Solving 
these problems now will keep you agile enough to innovate for the growing population who 
can visit your destination in the future.

https://www.aarp.org/content/dam/aarp/research/surveys_statistics/life-leisure/2018/2019-boomer-travel-trends.doi.10.26419-2Fres.00263.001.pdf
https://www.aarp.org/content/dam/aarp/research/surveys_statistics/life-leisure/2018/2019-boomer-travel-trends.doi.10.26419-2Fres.00263.001.pdf


SOLO TRAVELERS



Solo Travelers
The travel industry was built around making destinations worth it for large groups - 
whether that be families, friends or college groups looking to rage on Spring Break. 

But now, things are changing.

Between inspirational travel bloggers, a DIY attitude, and a population more connected to 
the rest of the world than ever, solo travel is on the rise - one person, one trip, and one
destination...hopefully yours.

Connecting to an audience ready to take off on their own requires a strategy as unique as 
the travelers themselves. Otherwise, you’ll miss out on one of the fastest evolving trends in 

the world - one that’s grown 7% in a single year, making up 18% of all global
travel agent bookings.
Though it’s increasingly popular within younger demographics, the solo travel trend is not 
just the newest, most hip thing coming out of Millennial social circles. In fact, Baby
Boomers are even getting in on the trend, with 40% having taken a solo trip in the last year.



Women on the road
When it comes to solo travel, the real uptick we’re paying attention to is with women:
Google searches for ‘female solo travel’ grew by 52% in just a year. And it’s not just left in 
the planning and decision-making phase of their customer journey - one specific travel 
agency reported that 87% of it’s female participants traveled on their own. 

But, what are solo traveling ladies looking for?

• The agencies reporting the highest percent of females traveling solo are hiking, bicycling and
walking-specific agencies. So how do you align yourself with a hiking or bicycling trip? What local 
opportunities for hiking and bicycling are around? How can you tie yourself in with an agency that 
specializes in that demographic?

• To really breakdown the audience, age is also a factor. One travel agency reported 85% of their solo 
travelers are women with an average age of mid-60’s. Feel free to blend the strategies in this 
section with the Retirees segment for a more dynamic approach to your marketing material.

•Those same travel agencies reported 82% of their clients spending less than $5,000 on travel. 
Things like affordability, then, go a long way. Be sure to highlight the value of your destination in
marketing material, specifically, price versus experience.

Even if they’re not travelling alone, learning to market to women is still a setup for success. 

https://solotravelerworld.com/about/solo-travel-statistics-data/
https://www.cntraveler.com/story/solo-female-adventure-travel-is-on-the-rise
https://www.travelmarketreport.com/articles/Dont-Overlook-Female-Baby-Boomers-for-Solo-Travel
https://www.travelmarketreport.com/articles/Dont-Overlook-Female-Baby-Boomers-for-Solo-Travel
https://gutsytraveler.com/women-travel-statistics-women-travel-expert/


Cozying Up to Travel Agencies
Usually, planning, booking and traveling is a group effort, so solo travelers need help
picking up some of the slack. While freedom is the driving force to get there,
well-connected resources on-location make the trip a whole lot smoother for solo travelers. 
That’s why solo travelers are leaning on travel agents so heavily.

But travel agents need to know who you (the destination owner) are before they can even 
begin to think about partnering with you. And when they do know who you are, they still 
need to make sure your destination is right for their client.

The simple first step to getting found? Get good Google reviews. You’ll rank higher in 
search results. You’ll look good to customers and agencies. You’ll grow, digitally and in
dollars.

But how do you get Google reviews?

• Ask customers directly for reviews, in-person, on-location. If you’ve given those guests a great
experience, the reviews will reflect that.

• Collect contact information when people visit and follow up with an email. Plus, this can be auto-
mated, so your job is that much simpler. Include a Google review Call-to-Action and brace yourself to 
hear what people really think of your destination. 

• Respond to reviews - even the bad ones. This way, if a travel agent is looking to partner with you, 
you’ve at least politely addressed your current customer’s concerns. The travel agent knows you’re 
willing to acquiesce when something goes wrong with any customers they send you. They’ll be taken 
care of. You’ve built trust.

And if you can crack the code for Google reviews, more than just travel agents will take 
notice. Don’t sit out of the race to the top of the world’s number one search engine. 

https://www.ventureharbour.com/email-marketing-software-tools-one-best/
https://www.ventureharbour.com/email-marketing-software-tools-one-best/


Rest, Relaxation & Your Laptop
The time spent in between sight seeing, niche dining and planned tours is usually the time 
spent with family and loved ones. For solo travelers? That time is often spent in front of a 
screen.

Up to 2 hours a day, even while on vacation.

While many are looking to unplug during vacation, others are excited to share their
experience on social media. Adapting to accommodate techy visitors can help cement your 
destination in that guest’s digital and real world experience.

• Update your wifi, even if you’re somewhere you don’t think people will be using phones or laptops. 

Everyone is taking pictures, always - 10% of photos humankind has ever 
taken were snapped in the last twelve months. If your visitors want 
to upload a picture to their social media, make it easy with fast, accessible internet. Uploading on 
location will auto-fill location options on popular social media tools like Instagram, mapping your 
business and location for all of their followers to find out more about you.

• Travelers are blending work and leisure trips - that means even if they’re in getaway mode, 
they need access to email, messaging apps, and all the files the cloud can fit. Don’t run these
customers away because of something as simple as an internet connection. 

• You need online reviews. If you don’t know why, flip back to the section titled ‘Cozying Up To 
Travel Agencies’. Mining feedback is easier when guests get a chance to leave reviews online in 
real time - plus, the emotional connection you make with them is as intense as it will get while they’re 
still at your destination. Wow them. Show them your value and solicit a review. Their feedback will 
reflect your effort, without being watered down by your customer’s time and distance from the
experience you provided.

https://www.agoda.com/press/solo-travel?cid=-999
https://www.jeffbullas.com/6-powerful-reasons-why-you-should-include-images-in-your-marketing-infographic/
https://www.jeffbullas.com/6-powerful-reasons-why-you-should-include-images-in-your-marketing-infographic/
https://www.sabre.com/insights/bleisure-travel-the-benefits-of-mixing-business-travel-with-leisure/


But Why Does It All Matter?
The fact is, if you have an audience that matters to your brand. Learning 
how to talk to them - where, when and how - can change your business. But 
that sort of education has to come from the ground up, starting with
professional research.

We built this book to be the starting point for businesses in the tourism and 
travel industry, no matter what destination they’re offering. Whether you’re 
a museum, a theme park, a National Park, or something else entirely, we 
want to hear from you.

●• Were these insights valuable to your business?
●• Did anything stick out to you as important?
●• How has this type of content changed the way you look at your audience?

Preparing well-developed resources takes man-hours, money, and a 
healthy serving of passion for what we do. Please reach out to us at
info@innovationsbrandinghouse.com to let us know if this was helpful, to 
find out about more research-backed content we’re publishing, or to point 
us in a direction you’d like to see us take for future content.

Thank you for your time, attention and eagerness to learn.

Stay innovative.

mailto:info@innovationsbrandinghouse.com

