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https://www.atlasobscura.com/things-to-do/hiko-nevada

VACATION RECAP




VACATION RECAP

NEW MEXICO

Why | chose the Land of Enchantment
for my recent vacation



AAAAAAAAAAAAA

NEW MEXICO



AAAAAAAAAAAAA

NEW MEXICO



AGENDA

. Millennials and Gen Z
Travel Habits

_Innovative |ldeas to
Capture Attention

WHAT ARE YOU
GOING TO LEARN?

_Successful Campaigns that
Embrace the Unexpected

- Brand Differentiation

_Ideas for Integrating
the Unexpected




MILLENNIALS &
GEN Z TRAVEL HABITS




TRAVEL HABITS

MILLENNIALS
367 467

WANT TO CONNECT WITH MORE LIKELY TO

LOCAL CULTURE, FOOD, AND
KNOWLEDGE WHEN IN A NEW SPEND MONEY ON EXPERIENCES THAN

DESTINATION ON CONSUMER GOODS

35 DAYS

PER YEAR:

MILLENNIALS TRAVEL
MORE THAN ANY OTHER
GENERATION
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ACTIVELY LOOK FOR

TRAVEL EXPERIENCES OFF
THE BEATEN PATH

TRAVEL HABITS

GEN Z
b8 "

EXPERIENCING A NEW LOCAL CULTURE IS
IMPORTANT

35

SOCIAL MEDIA FOR LEISURE
TRAVEL RECOMMENDATIONS
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A UNIQUE PERSPECTIVE?
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A UNIQUE PERSPECTIVE




10 INSPIRE WONDER"AND

CURIOSITYABOULTHEWORLD



Grutas De Q'arafiahui

Q'eswachaka :

126

Rope Bridge 20 °
9 Quehue
\\

Peru

Puente Q'eswachaka
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-14.3811, -71.4840

Q'ESWACHAKA ROPE BRIDGE, PERU
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Wild Encounters

HOW TO GO BAT WATCHING
Discover doesn’'t have to go to bed
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THE WORLD
NEEDS

WONDER
MORE THAN
EV E Ruc CRITICAL INTHE AGE OF

SOCIAL MEDIA...
AT THIS CULTURAL
MOMENT.

99
€he New lork €imes




HOW T0
CREATE BRAND
DIFFERENTIATION




WEIRD &
WONDERFUL




5 ANGLES TO
DIFFERENTIATE
YOUR BRAND




THE WONDER FILTER

Ask yourself:

|s there a strong sense of place?

Does it provide special access?

Does it have an unexpected or intellectually engaging theme?
Does it bring greater meaning or sense of awe to the everyday?
Does it have the “wow” factor?

Does it give you a sense of childlike wonder or fascination?

Does it make you look at the world with fresh eyes?

D N T N S N

Will you be telling your friends and family about it?
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EDUCATIONAL
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EDUCATIONAL

Inspired by Iceland
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CULTURAL

40






THE INGREDIENTY




LANGUAGE

- Metaphors

« Human emotions

 Paint visual images

« Endorsements and social proof
« Speak to target audience



CURIOUS
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QUIRKY






THE INGREDIENTY




[~ IMAGERY

« Postcard-worthy

« Diversity

 Incredible experiences

« Convey joy, excitement, adventure
o Elicits curiosity and questions



HUMOROUS

NISIT

Myntte Beack

SOUTH CAROLINA
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BUILD BETTER STORIES

« Community-driven: people, places, and events

« Highlight different and under-represented perspectives
» In-depth, immersive storytelling

» Be authentic

« Offer moments of surprise, wonder, and discovery






KEY TAKEAWAYS

% Tap into emotions

% Enhance your language, imagery, storytelling
% Use the wonder filter

% Surprise and delight your audience

% Cut through the noise in a sea of sameness — don’t be afraid to
be a little weird and wonderful.



THANK YOU!
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@Where On
Earth?

A museum for a legendary
10-foot-tall monster with
glowing eyesin the
WOOJds




@ Where On Earth?



A. Louisiana

B. Nevada

C. West Virginia
D. Nebraska



Flatwoods Monster Museum
Sutton, West Virginia




@Where On
Earth?

A museum within a former
train depot that tells the true

story of a distinct musical
genre




@Where On
Earth?



A. Louisiana
B. Colorado
C. West Virginia
D. Nebraska




Swamp Pop Museum
Ville Platte, Louisiana




@Where On
Earth?

The largest cemetery in
the American southeast




@Where On
Earth?



A. ldaho

B. Colorado
C. Georgia
D. Alabama



@Where On
Earth?

Westview Cemetary
Atlanta, GA




@Where On
Earth?

More than 60 tons of
discarded items make up
the skeleton and decoration
of this structure







A. Kentucky

B. lexas

C. West Virginia
D. Vermont



Cathedral of Junk
Austin, Texas




@Where On
Earth?

Next to a giant squirrel
statue you’ll find this
unusual vending machine




@Where On
Earth?



A. Georgia

B. South Carolina
C. West Virginia
D. Texas




Pecan Pie Vending Machine
Cedar Creek, Texas



@Where On
Earth?

One of the world's largest
coastal brick fortresses, with
a history of sunken treasure



@Where On
Earth?



A. California
B. Florida

C. South Carolina
D. Georgia




Dry Tortugas
Key West, Florida




@Where On
Earth?

At 30 feet tall, this bed &
breakfastis the world's
pbiggest beagle




@Where On
Earth?



A. South Dakota
B. Kentucky

C. Georgia

D. ldaho




Dog Bark Park Inn
Cottonwooaq, Idaho




@Where On
Earth?

This historic mine is the
only publicly accessible
chalk room and pillar
mine in North America




@Where On
Earth?



A. North Dakota
B. Arizonao

C. Georgia
D. Nebraska



Happy Jack Chalk Mine
Scotia, Nebraska



@Where On
Earth?

Named “America's Scariest
Motel” due to its theme and
proximity to a cemetery



@Where On
Earth?



A. Washington
B. Nevada

C. Georgia

D. Louisiand



Clown Motel
Tonopah, Nevada



@Where On
Earth?

Perfectly named cave drop

IS the deepest in the continental
U.S., almost matching the height
of Seattle’s Space Needle



@Where On
Earth?



A. North Carolina
B. Georgia

C. West Virginia
D. Virginia



Fantastic Pit
Walker County, Georgia



THANKY
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