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"Baby Boomers have lived through all of the key changes
that have taken place within the travel industry over the
past few decades, through the early years and development
of the package holiday industry, the birth of backpacking,
the emergence of low cost air travel, online booking and
the growth of independent travel, mobile technology, the
staycation and so on."

- John Worthington, Senior Analyst

This report looks at the following areas:

BUY THIS

= Targeting Boomers requires a segmented approach R EPO RT N OW
< How can travel brands engage with the health and well-being concerns of Boomers?
This report investigates the leisure travel behaviour and preferences of Baby Boomers, encompassing V I S l T:
broader social, economic and travel market factors affecting this group, and detailed analysis of their store.m | nte| .Ccom
holiday taking patterns, spending intentions, travel values, ‘dream holidays’ and travel attitudes. This is
the first time Mintel has reported on this market.

CALL:
This report encompasses holidays of at least one overnight stay in the UK and overseas. For the EMEA
purposes of this report the Baby Boomer generation is defined as those born between 1946 and 1964; +44 (O) 20 7606 4533

this generation has been further sub-divided into ‘younger Baby Boomers’ (born 1956-64) and ‘older
Baby Boomers’ (born 1946-55).
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But not all are well off
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Couch potato Boomers
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Overseas travellers over 65 are least affected by economic cycles
Figure 22: Overseas holidays, volume by age, 2008-14
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Figure 23: Overseas holidays, number of trips, nights and spend by age, 2014

Over 65s also show fastest growth in domestic holiday market
Figure 24: UK domestic holidays, volume by age, 2011-13

Boomers are biggest spenders on domestic tourism
Figure 25: UK domestic holidays, number of trips, nights and spend by age, 2013

What kinds of holidays do Boomers take?
Figure 26: Holiday types taken in the past 12 months, by generational group, October 2014
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Tailor-made for Boomers

Boomer booking windows
Figure 27: Months holidays were taken in the past 12 months, by generational group, October 2014

The Consumer — What You Need to Know

Boomers may be better off but are highly value-seeking
Cultural discovery and gastronomy are key
Technology-escapers vs connectors

Age cannot wither them

The four key Boomer target groups

Baby Boomer Holiday Taking

‘Older Boomers’ more likely to take longer holidays
Figure 28: Types of independent holiday taken in the past 12 months, June 2015

Figure 29: Types of package holiday taken in the past 12 months, June 2015
Figure 30: Trends in 4+ night holidays abroad taken in the past 12 months, by generational group, June 2015

Paying off mortgage unshackles Boomer travel dreams
Figure 31: 4+ night holidays abroad taken by baby boomers in the past 12 months, mortgagees vs outright homeowners, June 2015

How Much are Baby Boomers Willing to Spend on Travel?

Boomers have high spending power but are value-seekers
Figure 32: Average amount willing to spend on holidays, by generational group, June 2015

Figure 33: Average amount Baby Boomers are willing to spend on holidays, by demographics, June 2015

Figure 34: Amount Baby Boomers are willing to spend on holidays, June 2015

Highest spending Boomers

Baby Boomer Travel Values

Gastronomy, cultural discovery and authenticity are distinctively Boomer themes
Figure 35: Most important holiday factors among Baby Boomers, June 2015

Escape from pressure remains key for younger Boomers
Figure 36: Most important holiday factors, Baby Boomers vs all travellers, June 2015

Figure 37: Most important holiday factors, younger vs older Baby Boomers, June 2015

Older Boomers move towards more organised formats but most remain independently-minded

Baby Boomer Preferred Holidays

Rural retreat is favourite holiday type
Figure 38: Preferred holidays chosen by Baby Boomers (rated 4 or 5 on a five-point scale), June 2015
Big ticket potential
Adventures of mind and body
Putting something back

Personal dreams

Baby Boomer Travel Attitudes
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Bucket Listers vs Location Lovers
Figure 39: Baby Boomer ‘Bucket Listers’ vs ‘Location Lovers’, June 2015

Freedom and autonomy are key
Figure 40: Baby Boomers freedom vs convenience, June 2015

Digital Detox
Figure 41: Baby Boomers Technology Escapers vs Connectors, June 2015

Travel agelessness of Boomers
Figure 42: Baby Boomers’ long-term travel intentions, June 2015

Baby Boomer Traveller Target Groups

Figure 43: Baby Boomers travel cluster groups, June 2015

Active Adventurers
Beach Boomers
Gently Active
Hassle-free Tourers

No clear preference
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