B E YO N D
BUSINESS & LEISURE
Capitalize on New Travel Trends

B E YO N D B U S I N E S S & L E I S U R E
Trend researchers have historically divided travelers into two buying categories: leisure and
business. Hotel brands often market to families taking kid-friendly vacations or professional
travelers looking for a space to get work done.
However, the growth of the millennial traveler means that it’s time to switch gears when
reaching potential guests. Millennials (those born between 1980 and 2000) now account for
the largest share of the American workforce. They are turning their spending power to travel,
and take trips more often and spend a higher amount on travel than older generations.1
Millennial travelers can include traditional family and work trips. But today’s travelers have
more options than ever to craft vacations that cater to their distinct interests. By engaging
with today’s curious traveler, you can become a trusted resource in their travel planning.

Millennial travelers travel more frequently
and spend more on travel than older generations.
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THE
MILLENNIAL
T R AV E L E R

T H E M I L L E N N I A L T R AV E L E R
Millennial travelers are focused on the experience of traveling. They want to try trendy foods,
learn about new cultures, and connect with locals. FutureCast refers to the millennial traveler
as “one of the savviest group of travel planners we’ve seen” who check an average of 10
sources before making travel purchases.2
We’re sharing the top three new trends in tourism and ideas for information to share online to
attract new guests. Target these travelers with helpful blogs and engaging social media posts
to inspire them to visit your hotel and explore the city. This conversation shouldn’t stop online.
Make sure that your front desk staff and concierge are well-versed in answering questions
based on our tips below.
In this document, we’ll share more reasons to target millennial travelers in your hotel marketing
in-person and online. Learn helpful tips on how to reach:
• Bleisure travelers
• Foodie travelers
• Adventure travelers
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BLEISURE
T R AV E L

B L E I S U R E T R AV E L
While “bleisure” is not the best portmanteau, it’s a huge sector of travel. 62% of millennial
travelers extend business trips into personal vacations. Part of the reason may be because
people find it hard to take time off from work – 41% of people who receive paid vacation
don’t take all of it.2 If someone is already traveling for business, they can balance professional
obligations while taking advantage of experiencing a new city.

Be the Best of Both Worlds
When making recommendations to bleisure travelers, think of how they are structuring the trip.
They are usually working on the weekdays from 8 – 5 and extending over a weekend. Help with
productivity by sharing nearby lunch spots and coffee shops that have Wi-Fi. Write about timesaving amenities you offer, like mobile check-in and business center access.
For when the work day ends, people want to know how to capitalize on their time in a new
city. Share happy hours within walking distance and evening events that show off local
culture. Most cities have art walks and local music playing at “First Friday” or “Third Thursday”
events that would fit the bill. For bleisure travelers that are making the most of a quick trip,
have a short list of must-see (or must-eat) destinations within a short walk or rideshare.

81% of millennials surveyed would add
extra time to a business trip.
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FOODIE
T R AV E L

F O O D I E T R AV E L
Julia Child famously said that people who love to eat are the best people, and today that
sentiment is widespread. With the rise of cooking competition shows came a new era of chefs
known as household names, and people will go out of their way to seek out specific foodie
hotspots. Travelers don’t want fast food or chains; they want the best local food a city has
to offer. Whether they’re looking for a cuisine they can’t find at home or just want the most
Instagrammable meal in the city, you can reach guests by sharing your favorite foodie finds.

Know What’s Trending
There are different kinds of foodie travelers, so it’s important to have unique suggestions for
each. The classic foodie is the type to search for “best [food] in [place].” They’ll ask for more
personalized suggestions – Where is your favorite place to eat? If you had family in town for
one night, where would you take them? Asking your staff for their recommendations is a great
start for a blog post or social media campaign. Also, know where to send people asking for
suggestions based on dietary needs, such as vegan restaurants or places where you can get a
gluten-free pizza.
For the trend-seeking foodie, set up a Google Alert so you always know what’s new in town –
try making one with [city name] + restaurant, and you’ll get emailed with any news stories that
are relevant. These articles make for a great social media share – especially if you include the
distance or best way to get to the restaurant from your property. People love to photograph
new treats (such as the recent upswing in doughnuts and monster milkshakes), so keep an ear
out for new takes on desserts.

75% of Americans feel that food and dining are
an important part of their travel experience.
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A DV E N T U R E
T R AV E L

A DV E N T U R E T R AV E L
More people are using their vacation time to step out of their comfort zone and try new
experiences. According to Skift, the adventure travel market has grown 65% each year since
2009, and over half of travelers plan to participate in an adventure activity on their next trip.5
The rise in adventure travel isn’t only a millennial trend, either. Hipmunk reports that one-quarter
of Gen Xers and 16% of boomers will go on an outdoorsy trip.3

Act as Base Camp
Even if they’re looking to get their hands dirty, many adventure travelers still want to feel like they’re
taking a vacation. There’s nothing better than the thought of a warm shower and comfortable bed
after a long day of hiking. Pitch your everyday amenities, like laundry services, as a way to help
adventure guests during their stay so they can spend more time in the great outdoors.
Offering quick, healthy breakfast ideas so guests can get out the door and to their plans
is always a welcome suggestion. For those planning their daily itinerary, know of different
activity ideas based on difficulty level so you know exactly what to propose to beginner hikers
or lifelong climbers. Try to strike up partnerships and special offers with local attractions like
zip line courses to share with your hotel guests. These are great perks to post on your website
or include in an email newsletter.

Over half of travelers plan to do an
adventurous activity on their next trip.
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BUILD BETTER SOCIAL MEDIA
There are many types of posts you can incorporate into your social media strategy, and it
can be overwhelming. Some social media posts require research, photography, and getting
approval before posting. This can be time-consuming and leave gaps between your posts.
The best social media strategies include consistent, quality posts. We recommend at least
4 more generic posts per week on major accounts like Facebook and Twitter, plus 2 per week
on Pinterest. Then, add on specific posts that will engage different kinds of travelers. Share
time-sensitive specials and interesting local events.
Save time and leave your social media posting to the experts.
We’ll publish engaging content to your social media pages and help grow your following.
Learn more at trvl.media/beyond or email info@travelmediagroup.com.
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