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The challenges we help travel brands navigate



What we will cover today



The ‘problem ’ with the ‘over-
50s ’ demographic...
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• adventurous

• digitally fluent

• experience -led

• identity-driven

• highly segmented

Today ’s older travellers  are :

Same age ≠ same mindset



People don ’t experience themselves as 
demographic categories.



Longevity

We are entering the era of longer lives
and more meaningful travel

Spending power

Wellness

Longer trips, luxury activities

People are living longer. Average 
lifespan now reaches 84 –87 years in 
countries like Monaco, Japan and 
Singapore.

Healthier for longer. More older 
consumers are staying active, 
mobile and experience -driven.

Wellness is booming. The global 
wellness economy hit $6.8T in 2024 
and is projected to reach $9.8T by 
2029.

Older travellers  go further. 24 % of 
healthy older travellers  visit multiple 
countries per trip vs 20 % of younger 
affluent travellers .



This is not a niche audience. It is becoming the 
dominant high -value travel audience.



We are entering the era of longer lives
and more meaningful travel

Traditional travel marketing

Inspire

Promote

Target demographics

Focus on reach

Campaign -led

Marketing to today 's older traveller

Reassure

Educate

Target motivations

Focus on trust

Authority-led



• passions

• values

• humour

• identity

• aspiration

• community

• purpose

People connect through :

NOT demographic labels. 



What marketers often get wrong 
about older travellers ...

 They are price sensitive
 They are risk sensitive

 They don 't use technology
 They use technology differently

 They want senior travel
 They want relevant travel

 They need advertising
 They need confidence to book



The decision -making journey has fundamentally 
changed.
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Why trust matters more 
than ever...



Marketing funnel

• brochure -led
• linear
• transactional

• ad -driven
• low research

Trust journey

• fragmented

• research -heavy
• Trust  - led
• cross -platform
• validation -driven



Today ’s traveller is different. These travellers  
research deeper and expect more.
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• compare extensively

• consume more content

• seek reassurance

• value expertise

• trust authority over advertising

Before booking, they will

This audience doesn ’t want to be 
marketed to. They want to feel 
informed.



So what ?

If they compare more...

→ Make comparison easy.

If they seek reassurance...
→ Increase visible proof.

If they value expertise...
→ Publish expert content.

If they trust authority...
→ Invest in PR, partnerships and reviews.



Travel is

• expensive
• emotional
• experiential
• higher risk
• more complex

Especially

• long-haul
• experiential

• luxury
• active travel



Trust > attention...

Attention may create interest. Trust creates 
bookings.



20

How to build 
trust...



Trust is cumulative.



noise visibility

impressions

credibility confidence

authority

NOT

INSTEAD



PR is no longer just awareness. It ’s 
reassurance.



Editorial

Podcasts  & TV

Search & AI visibility

Social

Creator 

partnerships

Expert 

commentary

Long -form content

Trust

It is reinforced across...

Awards







• passions

• mindset

• lifestyle

• identity

• expertise

• emotional connection

The best brands focus on
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5 things you should be 
doing now...
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1. Know your 
audience 's passions, 
not their age



• Adventure seekers

• Wellness travellers

• Food  & culture enthusiasts

• Family legacy travellers

• Luxury experienc e collectors

What motivates them ? What are 
they trying to become ? What 
content do they consume ? 



Action :

Review your personas and 

remove age as the primary 

defining characteristic.
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2. Become the expert 
before the booking 
moment



Authority is the new advertising.

Expert content → Media coverage → 

Search visibility → Trust → Bookings

Examples of expertise content

• Destination trend reports
• Insider guides
• Local expert interviews
• Wellness insights
• Adventure travel advice
• Travel planning tools



Action :

Identify the three topics 

your brand should own.
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3. Make trust visible 
through proof



People don 't trust what you say about 

yourself. They trust what others say 

about you.

• Awards

• Media coverage

• Customer reviews

• Testimonials

• Industry partnerships

• Expert endorsements

• User -generated content



Action : 

Audit every trust signal 

currently visible on your 

website and booking 

journey.

Trust is built through accumulation. One 
mention won 't change perception. 
Consistent proof does.
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4. Tell one story 
everywhere



PR coverage

 ↓

Website

 ↓

Search

 ↓

Social

 ↓

Email

 ↓

Booking

Each channel reinforcing the same 

positioning.



Questions to ask :

• Does our website match our PR narrative ? 
• Does our imagery support our positioning ? 
• Do our social channels tell the same story ? 
• Can AI /s earch engines easily understand our 

expertise ?

Action : 

Choose one core brand story and 

ensure it appears consistently across 

every touchpoint.
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5. Audit your imagery 
through a trust lens



Avoid

Generic older couples

Age -focused imagery

Passive holiday scenes

Stereotypes

‘Senior ’ marketing

Embrace

Active, experience -led travellers

Interest -focused imagery

Meaningful experiences

Diversity of lifestyles

Aspirational storytelling



The quickest way to lose relevance is to 

show people an outdated version of 

themselves.

Action : 

Review your homepage and 

top-performing destination 

pages for age stereotypes.



Know your 
audience, their 
passions and 

emotional drivers

5 clear takeaways

Be an expert and 
shout about it

Awards are a huge 
driver of trust

Consistent 
storytelling 
across your 
platforms

Review your use of 
imagery



The brands that win the older traveller won ’t 
necessarily be the loudest. They ’ll be the most 

trusted.



Thank you

Choose a project and cast 

your vote with Pinwheel

grow@lemongrassmarketing.com

lemongrassmarketing.com

• Greenhouse  Gas  Destruction

• AgreenaCarbon , Soil  Project

• Forest  Restoration,  Andes

• Regreening,  Rainwater  Harvesting



Thank you

Perch Eco Business Centre 
Charlotte Avenue 
Bicester 
OX27 8BL

+44 (0)1865 237 990

grow@lemongrassmarketing.com

www.lemongrassmarketing.com

Get in touch


	Slide 1
	Slide 2
	Slide 3
	Slide 4
	Slide 5
	Slide 6
	Slide 7
	Slide 8
	Slide 9
	Slide 10
	Slide 11
	Slide 12
	Slide 13
	Slide 14
	Slide 15
	Slide 16
	Slide 17
	Slide 18
	Slide 19
	Slide 20
	Slide 21
	Slide 22
	Slide 23
	Slide 24
	Slide 25
	Slide 26
	Slide 27
	Slide 28
	Slide 29
	Slide 30
	Slide 31
	Slide 32
	Slide 33
	Slide 34
	Slide 35
	Slide 36
	Slide 37
	Slide 38
	Slide 39
	Slide 40
	Slide 41
	Slide 42
	Slide 43
	Slide 44
	Slide 45
	Slide 46
	Slide 47

