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years
Figure 24: Types of tours taken, February 2020

Younger travelers are more active and curious

Figure 25: Types of tours taken, by age group, February 2020

More like his-tour-y

Figure 26: History fours taken, by gender and age group,
February 2020

Guides aren’t a necessity

Figure 27: Format of tours taken, February 2020

Tour guides have an opportunity with higher income
travelers

Figure 28: Tours taken, by HHI, February 2020

ACTIVITY DISCOVERY

Word of mouth is the most powerful tool

Figure 29: Source of discovery for activities, February 2020
Young travelers prefer social discovery over OTAs

Figure 30: Source of discovery for activities, by age group,
February 2020

Uniqueness should be a social and travel media focus
Figure 31: Sources of activity discovery, all travelers vs those

seeking unique experiences, February 2020

DESIRED TOURS

Guidance augments free-reign tourist sights
Figure 32: Desired tour types, February 2020
Traditional tours need a refresh

Figure 33: Desired tour types, by age group, February 2020

Young travelers see uniqueness in nature, adventure and the

macabre

Figure 34: Desired tour types, all fravelers vs those seeking
unique experiences, February 2020

Nature tours are a luxury opportunity

Figure 35: Desired tour types, by HHI, February 2020

WELLNESS ACTIVITIES

Relaxation and outdoor fitness should be the focus for
wellness activities

Figure 36: Desired wellness activities, February 2020
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