MEET THE s,x Travel is evolving, becoming more and more experiential. But, there
are a wide variety of the types of travel experiences people seek.
KEY AFFL UENT lpsos Affluent Intelligence uncovered six key types of affluent
travelers and the attitudes, desires and expectations of each. For
more information on the types of travel experiences people choose,

EXPER’ENT’AL and how they differ from each other, download our white paper.

T R A VE E R Link to White Paper: http://bit.ly/2Kn3nBf i <
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O 7 WEL L NESS This group wants it all and seeks out wellness-focused experiences that also
' include great food, adventure, culture, etc. While this group tends to be

female, the next Wellness Seekers will include more men - over 50% of

SEEKER s those currently planning a vacation of this type are male.
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Appearances matter to this group and they stand out from the average
affluent when it comes to physical activity, adventure and learning new
things. The next Active Challengers will continue to look the same - 35% of
Millennial males are currently planning an Active Challenger trip.

THEY ARE: DEMOGRAPHICS
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03 S’GHTSEERS The largest segment of all affluent experiential travelers, this group is less
' interested in relaxing and more keen to see, collect new experiences and
MEDIAN NET WORTH: $981K learn while traveling. Gen-Xers with children are more likely to explore
and 41% of them are currently planning a trip of this type.
MEDIAN HHI: $180K ’ y panning & e i
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06. GOURMANDS
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Cruisers are seeking to connect with family while doing and learning new
things from the safety of the boat. While 72% of affluents say they’re more
interested in cruises than in the past, only a third of interested Cruisers are
currently planning a trip of this type — suggesting growth opportunity.

THEY ARE:

More “traditional” than other groups
Interested in all-inclusive, group travel
Interested in style, fashion Gen-X Index
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Historians would rather expand their minds than indulge their senses. A

small group, they are very culturally savvy and interested in the arts. The
next Historians are high income men, with affluents having incomes over
$250K the most likely to be planning history or learning oriented trips.
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o The most open to charting
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Less interested in traditional forms of relaxation than the average affluent,
Gourmands view relaxation through the lens of food and use their tastebuds
as a way of exploring new cultures. 15% of Millennial men are currently
planning a culinary-focused trip.

THEY ARE: DEMOGRAPHICS
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