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When Demographics Miss The Journey

Traditional targeting, age brackets, household income
bands, zip codes, tells you who someone is on papet. It
does not tell you where their mind is right now.

The modern traveler is not a demographic. They are a mind-
set in motion. A 42-year-old marketing executive planning

a solo safari is not the same consumer as a 42-year-old
parent booking a spring break resort - even if they share the
same zip code, income bracket, and age. Traditional target-
ing lumps them together.

Five traveler audiences and their motivations =

These five audience profiles represent a combined addressable market of approximately 47.5 million Amérid_a:n:.s'
in-market for travel. Each was built from real contextual signal data collected across PrismalQ’s full bidstre'am_ s
These are not demographic sketches. They are behavioral portraits. g

The travel industry has outgrown the tools that once
defined it. Consumers do not move through linear funnels.
They move through moments of intent. Research sessions
begin months before departure. Planning starts with Al.
Content consumption patterns signal desire long before a
booking engine ever opens. Demographics describe who
someone is. Context reveals what they. care about right
now. Behavioral intelligence explains why it matters.

The Freedom Seekers: DINK & Adult-Only Trip Planners (1.8M)

This audience is defined by one overriding behavioral signal: the pursuit of autonomy. Freedom Seekers plan their own trips
- independent itineraries built around personal desire, not family obligation. They research tools to streamline planning and
unlock premium benefits: miles, concierge services, cruise deals, rental car discounts. They evaluate financial and insurance
options, signaling a mature, high-investment relationship with travel. Adventure, culinary exploration, luxury safaris and
vibrant nightlife dominate their content consumption. Notably weaker interest in couples-focused content distinguishes them

from romantic travel audiences.

Audience Interest Breakdown:

34.75% Accommodation °
& Transportation

27.12% Experiences & Activities

24.92% Trip Planning & Organization

adventures),

12.3% Safety, Documentation &

Support
protection)

8.16% Community & Feedback

Primary Personas:

Active & Adventure-Oriented
(unique experiences, flexibility,
sustainability),

Affluent & Experience-
Focused (exclusive escapes,
wine experiences, sophisticated

Marketer Implication:

Lead with independence, not
romance. This audience is motivated
by what they can do, not who they’re
with. Premium utility messaging -
concierge access, miles, exclusive
perks - outperforms aspirational
couple imagery every time.

Mature & Life-Stage Travelers
(efficiency, value, financial
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The Coordinators: Al-Empowered Family Trip Planners (11M+)

At over 11 million, this is the largest and most logistically complex segment in today’s travel market. These consumers turn
to Al explicitly to manage complexity - coordinating preferences across generations, from toddlers to grandparents, while
managing dietary restrictions, accessibility needs and pet logistics simultaneously. Road trips, national park explorations and
gasonal outdoor excursions are dominant content themes. Engaging with local cultures is a critical motivator for destination
gction. Their engagement spans a wide variety of platforms, often surfaced through Al queries.

Audience Interest Breakdown:

34.75% Trip Purpose & Style

28.91% Destination & Activity

16.78% Trip Logistics

16.5% Traveler Profile

3.05% Safety & Security

Primary Personas:

+ Traditional Family Travelers (personalization, making
memories, themed celebrations),

+ Families by Life Stage (togetherness, inclusivity,
multigenerational activities),

+ Families with Specific Needs (accessibility,
pet-friendly, diet), Young and Child-Free Travelers
(exploration, new destinations, adventure activities)

Marketer Implication: Speak to the coordinator, not the
traveler. This audience values solutions over destinations.
Messaging that reduces planning friction - “everything in one
place,” “handles the details” - resonates far more than scenic
imagery.

Beyond the Itinerary - Understanding the Modern Travel Audience Through Contextual Signals. 4
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The Experience Architects: Affluent & Exotic Travel Planners

Nearly 10 million affluent US adults are actively planning luxury and exotic travel - and doing it with a level of digital sophis-
tication that rivals the experiences they seek. This audience is driven by privacy, exclusivity, cultural immersion and experi-
ences that cannot be found in a standard booking engine. They leverage YouTube, social media and Al-powered booking

ngines to curate bespoke journeys. Content spans luxury wellness retreats, private jet adventures, Antarctic expeditions,

Audience Interest Breakdown:

24.43% Types of Travel & Experiences 22.66% Sustainability & Responsibility
23.07% Accommodations & Services 16.25% Food, Shopping & Social

13.59% Travel Planning & Logistics

Primary Personas:

«  Affluent Professionals (curation, luxury, indulgences)

«  Affluent Couples & Families (exclusivity, privacy, secluded escapes)
+  Young Affluent Adults (thrills, romance, unique experiences)

« Affluent Retirees (luxury cruising, unforgettable experiences)

+ Adventure & Nature Seekers (immersive experiences, exotic escapes)

Marketer Implication: Personalization is not optional. It is the expectation. This traveler has already done the research.
Your message must meet them at the validation stage, not the inspiration stage. Show the experience, not the price.

Beyond the Itinerary - Understanding the Modern Travel Audience Through Contextual Signals. 5
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The Curators: Adult-Only European Travel Planners (13.5M)

A

The largest individual segment - 13.5 million Americans
planning adult-only European vacations - is defined by

a strong preference for experiences that are themed,
luxurious, wellness-focused or deeply romantic. What is
most striking is what they are not interested in: budget
constraints and early-stage planning content receive
notably low engagement. They use planning platforms

to compare flights, discover boutique hotels and secure
exclusive rental discounts. Content reflects desire for
curated, high-quality European experiences - from all-
inclusive resorts on the Amalfi Coast to culinary deep-
dives in Barcelona. This is not a homogenous group. US
Hispanic, African American, Asian American Pacific Islander
and LGBTQA+ travelers are well-represented in this base

Primary Personas:

+ Budget Conscious & Multi-Country Travelers
(deals, exploration)

+ Couples Seeking Luxury/Wellness/Romantic
Getaways (boutique accommodations, rejuvenation,
connection)

+ Couples Seeking Themed European Experiences
(local culture, adventure, authentic experience)

+ [Established & Diverse Couples Planning Special
Trips (discovery, small group experiences)

*  Young & Newly Engaged Couples (all-inclusive
options, dreamy getaways)

Marketer Implication: This consumer has already
decided to go to Europe. Now they are deciding how.
Premium, experience-led positioning wins. Price-led
messaging loses. Inclusivity in creative is not a nice-to-have
- it is a strategic essential.

Audience Interest Breakdown:

30.46% Travel Support & Insights

28.63% Trip Planning Essentials

21.05% Accommodation & Transportation

19.86% Experiences & Activities

Beyond the Itinerary - Understanding the Modern Travel Audience Through Contextual Signals.
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The Experience Seekers: Adult-Only Latin American
Trip Planners (11.5M)

Eleven and a half million Americans are planning adult-only trips to Latin America, motivated by something mass travel
I marketing consistently underserves: niche passion and specific desired experiences. This is not an audience shopping for
3 ia_ges._lt iS an audience building adventures. Young, independent adults dominate this segment.

They research canopy tours, snorkeling excursions, group hiking, wellness retreats and cultural immersion experiences.
Well-aware the US dollar goes further in Latin America, they maximize travel through loyalty programs, credit card points
and premium insurance. Compared to other segments, this audience shows notably lower interest in conventional family or
romantic travel. Their interests are experiential, not conventional.

Audience Interest Breakdown:

33.05% Experiences & Activities 29.07% Accommodation & Dining

28.57% Trip Planning & Logistics 9.31% Personal Needs & Safety

Primary Personas:
*  Young & Independent Adults (meaningful exploration, balancing budget and luxury)

+ Business/Leisure Blended Travelers (personal escapes, extended stays)
+ Couples & Romantic Getaway Seekers (private villas, celebrations, relaxation)

+ Group-Oriented Travelers (cruise itineraries, convenience, travel insurance)

Marketer Implication: Authenticity converts. This audience rejects generic. Adventure-specific, culturally specific creative
that shows real experiences - not resort brochures - resonates. Loyalty program integration and insurance messaging
performs above average with this segment.

Beyond the Itinerary - Understanding the Modern Travel Audience Through Contextual Signals. 7
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Shared Content DNA - Four Cross-Segment Themes

Across all five audiences, four content themes appear consistently. They are not niche interests. They are table stakes.

Wellness & Recovery: Every segment, regardless of destination or travel style, engages with wellness content - from spa
retreats to adventure recovery. Wellness is not a vertical. It is woven into every travel mindset.

Culinary & Cultural Authenticity: Food and culture appear in the content consumption of all five segments. The
expression varies - wine tastings in Europe, canopy tours in Latin America, culinary safaris in Africa - but the underlying
desire for genuine, local, immersive experiences is universal.

Sustainability & Purpose: Eco-conscious, regenerative and sustainability-themed content surfaces consistently across
segments, particularly among adventure-oriented and affluent audiences. Brands that lead with purpose earn trust before
the first impression is served.

Value Optimization: Whether it is a DINK audience unlocking premium miles, a Latin American planner stacking loyalty
points or an affluent traveler comparing private villa packages, every segment is engaged in intelligent travel investment
management. Value is not a budget signal. It is a behavior.

Beyond the Itinerary - Understanding the Modern Travel Audience Through Contextual Signals. 8
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Al As the New Travel Concierge

~ The rise of Al is not compressing the research window. It is expanding it. Consumers armed with Al go deeper, not faster -
i explonng more options, asking more specific questions, and demanding more personalized validation before committing to
C|S|on For travel brands, th|s means more touohpomts more behavioral signals, and a longer window of opportunity to

The numbers are stark. McKinsey research shows approximately 50% of Google searches already generate Al summaries
- a figure expected to exceed 75% by 2028. Half of all consumers now intentionally use Al-powered search as their primary
source for buying decisions. By 2028, $750 billion in US revenue will flow through Al-powered search (McKinsey,
2025). Unprepared brands may see a decline of 20 to 50% in traffic from traditional search channels. Only 16% of
brands today systematically track their performance in Al-generated results. The window for competitive advantage is open
- but it is closing.

How Al Functions Differently Across Travel Audiences:

Al as Logistics Orchestrator (The Al as Personal Curator (The Experience
Coordinators - Family Trip Planners) Architects - Affluent & Exotic Planners)

For this audience, Al is a stress-reduction tool. They engage  For this audience, Al is a white-glove research assistant.
with Al planning content before engaging with booking They use Al to surface personalized itineraries, compare
platforms - meaning Al shapes the consideration set before  bespoke options and validate luxury choices.

any brand has the opportunity to appear.

Al consumption precedes social media consumption,
Brands that position themselves as Al-compatible - suggesting Al is now the first stop for inspiration. Brands
integrated into planning workflows, easy to customize, must ensure their content and product data are optimized for

accessible via voice - have a structural advantage with this Al recommendation engines - not just searchable by humans.
segment.

Beyond the Itinerary - Understanding the Modern Travel Audience Through Contextual Signals. 9
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Al as Autonomy Amplifier (The Freedom Across all five segments, a consistent
Seekers - DINK & Adult-Only Planners): behavioral pattern emerges:

For this audience, Al reinforces self-direction. They use Al For these audiences, Al serves a trust-building function.

to eliminate friction - finding the best miles redemptions, European planners use Al to navigate boutique hotels, multi-
identifying low-competition itinerary options, resolving travel  country logistics and exclusive packages.

hiccups in real time.

Latin American planners use Al to balance luxury aspiration
They are not looking for Al to replace their judgment. with authentic local experience. Both engage with Al during
They are looking for Al to execute it faster. Brands offering the comparison and validation phase - not just the inspiration
programmatic benefits - loyalty integrations, instant upgrades, phase.
disruption coverage - have strong resonance here.

The Sustained Research Pattern

Across all five segments, a consistent behavioral pattern emerges: Read - Watch - Compare - Validate. Consumers do not
make high-investment travel decisions impulsively. Al amplifies each stage - surfacing more options at the reading phase,
recommending more specific content at the watching phase, synthesizing comparison data at the validation phase.

The strategic implication: intent signals appear in content behavior long before they appear in conversion data. Identifying the
traveler at the “Read” phase enables brands to build relevance weeks before a booking engine opens.

Beyond the Itinerary - Understanding the Modern Travel Audience Through Contextual Signals. 10
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Showing Up when it Matters - The Four Channels

A brand’s own website now accounts for only 5 to 10% of
the sources Al search systems reference. The remaining 90
to 95% comes from publishers, user-generated content,
review platforms and affiliate sites. The contextual targeting
market is projected to grow 13.8% annually through 2030,
reaching $700 billion. And 70% of consumers say their
perception of an ad is directly influenced by its surrounding
content environment. The new landscape of ad-supported
media rewards intelligence over spend.

Connected Television (CTV) & Streaming
Video

CTV is where the validation phase lives. After completing
Al-powered research, the traveler leans back and streams
- emotionally engaged, destination already in mind,

primed for brand reinforcement. Behavioral intelligence
identifies which CTV content environments each audience
inhabits by the specific content pathway that preceded the
streaming session, not demographic proxy.

European and Affluent segments over-index on premium
streaming. Latin American and DINK segments over-index
on adventure and lifestyle content channels.

YouTube

YouTube is not a social media channel. It is a behavioral
search engine - the primary environment where all five travel
audiences learn, compare and build confidence before
booking. Brands that identify the specific content categories,
creators and topics each audience engages with during the
pre-purchase research cycle can target by behavioral trail,
not demographic category.

Affluent planners use it for private experience discovery.
Family planners for itinerary visualization and how-to content.
DINK audiences for adventure and culinary research.
European planners for boutique hotel and destination
atmosphere. Latin American planners for authentic local
experience discovery.

Beyond the Itinerary - Understanding the Modern Travel Audience Through Contextual Signals. 11
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Showing Up when it Matters - The Four Channels

Programmatic Audio & Podcasts

Programmatic audio is the most underutilized channel

in travel advertising and the fastest growing. With over
$1.2 billion in programmatic audio spend and podcast
advertising delivering 4.9x ROAS over other media - along
with higher brand recall than display - audio reaches the
traveler in moments visual channels cannot: the morning
commute where the next vacation is being imagined, the
weekend drive that sparks the dream.

It is the only channel that reaches all five audiences during
screen-free moments, when attention is undivided and
trust is highest.

Programmatic Display & The Content-Rich
Web

Travelers consume focused content across publishers,
user-generated content, reviews, news sites, loyalty
platforms and guides throughout an elongated decision
process.

Behavioral intelligence maps the exact web pages, articles
and digital content consumers engage with during each
phase of the travel planning cycle - enabling brand-safe,
privacy-compliant, high-relevance contextual placements
that reach travelers at the precise moment of intent.

Beyond the Itinerary - Understanding the Modern Travel Audience Through Contextual Signals. 12
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Conclusion - From Signals To Competitive Advantage

Cultural intelligence does not simply identify who the traveler is. It reveals where their mind is - and maps the full media

i . landscape where that mind is active. From the first Al query that opens the research journey to the final CTV impression that

firms the booking decision, PrismalQ’s behavioral intelligence traces the complete content pathway of each audience
_emt:gp,_d builds the activation strategy that ensures brands are present at every meaningful moment.

o

The five travel audiences in this report represent 47.5 million Americans in active travel consideration. They span CTV
living rooms, YouTube recommendation feeds, programmatic audio streams, premium content environments and Al-native
interfaces. They leave behavioral signals at every touchpoint.

Context reveals intent. Behavior explains motivation.
Cultural intelligence turns signals into competitive advantage.

To see how these insights apply to your brand’s specific audience, request a custom e P :R ESM A I Q
audience analysis from PrismalQ here.

e'llmap your audience’s complete content pathway, from first signal to final booking
ion, and identify exactly where your media investment is missing them.
Ta ]

Data & Sources
Audience profiles and interest breakdowns are derived from PrismalQ’s proprietary bidstream intelligence architecture, based on real contextual signal data collected across in-
market US travel audiences. Al and search behavioral statistics: McKinsey & Company, 2025. Contextual advertising market projections: Grand View Research, 2024.
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