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From likes to loyalty: How to get 
Gen Z to travel to the ends of the 
earth for your brand.



WHO IS CONTIKI?



From likes to loyalty:  

How to get Gen Z to travel to the 
ends of the earth for your brand.



Come time travelling with me. 

2019… it’s pretty good.



2020,  
started pretty well.



2020, 
Then the **** hit the fan.



2021, 
Now what…?



WHO’D BE A TRAVEL 
COMPANY IN A 
WORLD THAT COULD 
NOT TRAVEL?



OPPORTUNITIES 
EXIST IN THE MOST 
UNLIKELY OF PLACES.



CAN WE BUILD FOR A  
‘GEN Z’ FUTURE?



STUDENTS TAKE 2-4 
HOLIDAYS PER YEAR

Student Beans user survey March 2021 

GEN Z DON’T BUY BRANDS, 
THEY JOIN THEM

53% USE SOCIAL MEDIA 
TO SELECT THEIR NEXT 
TRAVEL DESTINATION 



3 BIG ‘COMMUNITY GROWING’ 
QUESTIONS WERE ASKED



WHAT UNIFIES US? 
WHAT DO WE CARE ABOUT?



WHAT UNIFIES US?

HOPE



MORE LOYAL TO PURPOSE 
DRIVEN BRANDS THAN  
TRADITIONAL ONES.

CONSIDER IT IMPORTANT 
BRANDS CARE ABOUT 
SUSTAINABILITY AND 
PROTECTING THE 
ENVIRONMENT.

Student Beans 2021 survey.

GEN Z BELIEVE IN A BETTER FUTURE

78%

93%



HOW WILL WE BUILD 
THIS COMMUNITY  
AND HOW WILL WE DO IT NOW?



“STOP TRYING TO BE 
LIKED BY EVERYONE,  

YOU DON’T EVEN LIKE 
EVERYONE”



THE VALUE OF THE 
EXPERIENCE.
AN AVERAGE OF 60% OF OUR GEN Z 
SEGMENT WOULD COMPROMISE 
COMFORTS FOR RICHER EXPERIENCES.

Contiki x DecodeM 



SHALLOW TO GO DEEP 
LAYERING THE FUN



WE FOCUSED RESOURCES ON WHERE WE CAN WIN.

Contiki x DecodeM 

TRAVEL EXPECTATIONS ARE ALIGNED WITH CONTIKI’S PRODUCT 
OFFERINGS

RECOGNIZE THE BENEFITS IN JOINING AN ORGANIZED GROUP 
VACATION - TO SAVE THEM TIME AND STRESS

HIGHEST LIKELIHOOD TO CONSIDER CONTIKI

WHILE EACH TARGET IS UNIQUE, THEY SHARE 
SUFFICIENT COMMONALITIES THAT WE CAN REACH 
ALL THREE WITHIN A HOLISTIC POSITIONING 
FRAMESWORK 

SEGMENT 6
18%

SEGMENT4
12%

SEGMENT 3
14%

SEGMENT 2
18%

SEGMENT 1
20%

SEGMENT 5
18%

YOUNGER SEGMENTS

OLDER SEGMENTS

UNLIKELY TO
CONSIDER CONTIKI

HIGHLY LIKELY TO
CONSIDER CONTIKI



WE FOCUSED RESOURCES ON WHERE WE CAN WIN.

Contiki x StudentBeans 

HALF OF STUDENTS WOULD SAY THEY’VE BEEN “TRAVELLING” - I.E. TAKING A 
SUMMER ABROAD, GAP YEAR, OR OTHERWISE SPENDING MORE THAN 3 
CONSECUTIVE WEEKS ON A TRIP. 

81% TRAVEL WITH FAMILY



A UNITED APPROACH



HOW WILL WE 
BEHAVE TO 
THRIVE?



HOW DO WE BEHAVE 
TO SURVIVE AND 
THRIVE?

• SPEED IS KING 
• EMBRACE THE UNEXPECTED 
• BE EASY TO TALK ABOUT



PART 1 OF A TWO WAY PLAN. 

FISH WHERE THERE 
ARE GEN Z FISH.



PART 2 OF A TWO WAY PLAN. 

MAKING COMMUNITY 
FLAVOURED FISH FOOD.



LISTEN

A GROUP WANTING TO SHARE, NOT 
LISTENING IS AN ACTIVE TURN OFF



COLLABORATE

OFFER 2 WAY ENGAGEMENT AND 
CREATIVE WAYS TO PARTICIPATE



VALUES OVER 
INTERESTS

VALUES AND PURPOSE MATTER MORE 
THAN COMMON INTERESTS ALONE



OPENNESS OVER 
ENGAGEMENT

OPENNESS AND HONESTY MATTER 
MORE THAN AGREEMENT



ESCAPISM

CONTRAST REALITY WITH MOMENTS 
OF  ESCAPISM AND PERFORMANCE



SO WHAT DOES 
THIS LOOK LIKE?









SO HOW ARE WE DOING?



MONTHLY IMPRESSIONS

MONTHLY ENGAGEMENTS

CROSS CHANNEL AUDIENCE

PIECES OF UGC CREATED  
BY OUR COMMUNITY



AND ONE ACTUAL ENGAGEMENT



AND NOW?



THANK YOU
IG: @CONTIKI 

DAVID.MEANY@CONTIKIMARKETING.COM 

RACHEL.STOREY@CONTIKIMARKETING.COM 

FOR SURVEY DATA USED IN THIS PRESENTATION 
PLEASE REACH OUT TO STUDENT BEANS.

MARKETING@STUDENTBEANS.COM 

PARTNER.STUDENTBEANS.COM 

mailto:DAVID.MEANY@CONTIKIMARKETING.COM
mailto:RACHEL.STOREY@CONTIKIMARKETING.COM
mailto:marketing@studentbeans.com
http://PARTNER.STUDENTBEANS.COM

