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Meet the travelers 
Our recent survey of 4,000 frequent travelers uncovered some surprising views on loyalty – or the lack thereof. 

Even among those who are considered to be loyal customers by hotels, there is a startling lack of brand affinity. 

For more information on our survey, please visit us at www.deloitte.com/us/pursuitofloyalty.
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THE PROFICIENT 
TRAVELER

· Time-pressed
· Gen X and Baby Boomers
· Frequent travelers
· Majority stay at luxury 
 or upscale hotels

THE PROFICIENT 
TRAVELER

 Time-pressed

THE MODERATE 
TRAVELER

· Patient, mixed purpose
· Gen X and Baby Boomers
· Choose upscale or 
 moderate-priced hotels

THE MATURE
LEISURE TRAVELER
· Go-with-the-flow, 
 pressure-free
· Baby Boomers and Seniors
· Choose moderate-priced hotels 
 or stays with friends and family

THE NEWBIE
TRAVELER

· Social and tech-savvy
· Millennials
· Driven by experiences
· Majority stay at upscale 
 or luxury hotels

• Ease of booking
• Ease of check-in
• Free wi-fi

• Value for money
• Ease of check-in
• Staff attitudes

• Value for money
• Free parking
• Free wi-fi

• Ability to “value me”
• Understands my needs
• Past experience
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