
2025 TrEnd REviEw:
HarnEss travel TrEnds and 
Put ThEm To Work 



GINA STOUFFER | PRESIDENT, CHARLESTON

A born leader and an inveterate traveler, Gina has helped spearhead the growth of LHG since joining the 
firm in 1998. In her current capacity as president of the Charleston office, she oversees a broad portfolio 
of accounts in hospitality/tourism, real estate, economic development, the arts, consumer products and 
technology. A native of Little Rock, she honed her public affairs skills as an intern in the White House 
before joining LHG in the New York office. Always ready for a new challenge, Gina opened the firm’s Miami 
office in 2002 and ten years later, she brought LHG to the burgeoning South. Looking West, she laid the 
groundwork for the opening of the firm’s Atlanta, Tampa and Denver locations. Gina remains active on the 
local scene, serving on boards for the Charleston Library Society, Les Dames d’Escoffier and College of 
Charleston School of Communications.

JESSICA FOREMAN  | PRESIDENT, DENVER

Jessica Foreman brings more than a dozen years of hospitality communications experience to her role as 
President of the LHG Denver office, with her first decade spent headquartered in New York City. Jess has 
led strategic campaigns for brands big and small, from Marriott International and Kimpton Hotels & 
Resorts to independent properties such as The Resort at Paws Up and Badrutt’s Palace Hotel. Her work 
placing travel and tourism clients in titles from The New York Times to Condé Nast Traveler and forging 
strategic brand partnerships has driven national narratives and consumer decisions for where to travel to 
next and what to eat and drink upon arrival. Jess launched the social media and influencer division at a 
previous New York agency and has cultivated an expertise for leading integrated communications 
campaigns that maximize every possible channel to creatively story tell, brand build and engage desired 
audiences. Jess considers career highlights to include glamping in Montana, skiing the Swiss Alps and 
opening Marriott’s 4,000th and 8,000th hotels.
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Defining a Trend + Year in Review

2025 Trends
• Travel and Tourism
• Public Relations and Media

 
How to Harness the Next Trend for 
Your Benefit

AgEnda



What’s a 
trEnd?



"PEoplE arE drawn to trEnds bEcausE thEy offEr a sEnsE of 
st r u ct u r E a n d  u n d Er st a n d in g  in  a n  in cr Ea sin g l y  co m pl Ex  
a n d  f a st -pa cEd  w o r l d . W h En  it  co m Es t o  t r a v El , t r En d s 
pr o v id E cl a r it y  a n d  a  r o a d m a p f o r  h o w  t o  En g a g E 
w it h  t h E w o r l d  a r o u n d  u s.”

JEnny Southan, CEO of GlobEtrEndEr , thE world's lEading 
travEl trEnd forEcasting agEncy. 

https://globetrender.com


Viral vs. TrEnd



Viral vs. TrEnd



What 
2024 TrEnds 
captivatEd us?





2024 TrEnd of thE yEar: LivE Tourism



2024 TrEnd of thE yEar: LivE Tourism



2024 TrEnd of thE yEar: LivE Tourism



2024 TrEnd of thE yEar: 
LivE Tourism
How brands maximizEd



2024 TrEnd: dEmurE



2024 TrEnd: dEmurE



SOCIAL FACTORS 

Economic factors

Technological factors

Consumer behavior

MArket dynamics

Influencer impact

News and events

building blocks of a 
trEnd



2025 trEnds: what’s nExt?



DETOURS & OFF THE BEATEN PATH

NOCTOURISM & THE PHENOMENA -LIST

NOSTALGIA TRAVEL

GOODS GETAWAYS

SKI TRIPS

SET JETTING

JOMO TRAVEL

PASSPORT TO LONGEVITY

2025
tourism & travEl trEnds



Maybe you feel like you’ve been there, done 
tha t. Or you’re concerned about overtourism 
and the  crowds  descending on popular vacation 
spots . Whatever the  reason, you and millions  of 
other travelers  may be looking to detour from 
the  usual spots  in 20 25 to find hidden gems  and 
vis it under-the-radar des tina tions .

*Source: USA Today

People are seeking out smaller 
towns and more local authentic 
experiences.

off thE bEatEn path
goEs mainstrEam



off thE bEatEn path goEs mainstrEam: Lean in



“Recreating memories” was the third most-cited 
reason for le isure travel in the  U.S . When 
vacationing with their kids , 58 %  of global travelers  
revis it childhood travel des tina tions . Nearly ha lf 
(4 9% ) of travelers  re turn to the  same place  year 
a fter year. 

It's  perhaps  an indica tor tha t we want a  little  respite  
from uncerta inty and are  seeking a  re treat to the  
more comfortable  world of our childhoods .

*Source: Hilton, BBC Travel

Also dubbed, “time travel,” travelers 
are chasing after the chance to relive 
childhood memories.

nostalgia travEl









With 2024’s total solar eclipse sparking 
mass  travel a long the  pa th of tota lity, 
20 25 will see  a  surge in travelers  
seeking out na tura l phenomena and 
unique experiences . From witness ing 
the  Northern Lights  to observing wildlife  
migra tions , people are  planning trips  
around these awe-inspiring events . 

*Source: Expedia

Travelers are seeking out awe -inspiring 
natural wonders and planning entire trips 
around these events.

Noctourism + PhEnomEna

https://www.expedia.com/unpack-travel-trends/


Noctourism + PhEnomEna



By 2025, seven generations will be traveling together for the 
firs t time in his tory, as  “Beta  Babies” are  born to Gen Z 
parents . This  includes  Genera tion Alpha, Millennials , Gen X, 
Boomers  and the  Matures . XZ Beta  Travel will see  young Gen 
Z parents  traveling with their children and Gen X 
grandparents , who often finance the  trips . The trend of 
Spending Kids’ Inheritance (SKI) is  se t to continue in 20 25. 
This  trend is  particularly s trong among baby boomers  (4 9% ) 
and the  s ilent genera tion (4 0 % ). Multi-gen trips  continue to 
be  on the  rise .

*Source: Booking.com

(It’s not what you think.)

Nearly half of travelers (46%) 
would prefer to spend their 
money on a trip of a lifetime 
rather than leaving an 
inheritance. 

Ski Trips



Make the trend work for 
you.

Create a special offer or 
package.

Find the human 
connection. Do you have 
a family resort buyout 
with an interesting story? 
A texas family who 
returns again and again?



More than half of American 
travelers  revealed they would pay 
for a  vacation that's  sole  purpose 
was  to extend their lifespan and 
wellbeing. Deep revita liza tion is  a  
top priority, from body vibra tion 
and red-light therapies  to 
cryotherapy and s tem-cell 
trea tment.

*Source: Forbes

Travelers are looking for 
experiences that play a 
role in living a longer, 
healthier life. 

passport to longEvity

https://www.forbes.com/sites/rebeccahughes/2024/10/22/top-5-travel-trends-for-2025-according-to-vacation-booking-experts/


"Nature itself is the 
best physician.”     
-Hippocrates



JOMO focuses on disconnecting from the hustle and 
bus tle  of everyday life  and embracing re laxation in 
priva te  vacation renta ls  or des tina tions . Travelers  a re  
seeking peaceful re treats  where  they can unwind and 
recharge without the  pressure of cons tant 
connectivity or socia l media  updates .

62%  of travelers  find tha t J OMO trips , typica lly 
involving secluded cabins  or peaceful beach houses , 
help reduce s tress  and anxiety. 
 
Source: Travel Noire 

In contrast to the fear of 
missing out (FOMO), 
2025 will see a rise in 
JOMO (Joy of Missing 
Out) travel.

jomo travEl



Popular TikTok videos have influenced travelers for 
years , but now, the  trend is  spreading even further. 

3 9%  of travelers  vis it grocery s tores  or 
supermarkets  when vacationing while  4 4 %  shop 
for loca l goods  they can’t get a t home. 

*Source: Expedia

Travelers are making extra space in 
their carry -ons, and even creating 
entire vacations around getting 
goods.

goods gEtaways

https://www.expedia.com/magazine/travel-trends-unpack-25/goods-getaways/?brandcid=BRAND.EXPEDIA-US.COMMS.PR.UNPACK25.GOODS.GENERIC




RESPONSIBLE AI AS A STRATEGIC PARTNER

AUTHENTICITY & HUMAN CONNECTION

EXPANSION OF DIGITAL CHANNELS

2025
public rElations & mEdia trEnds



The influence of artificial intelligence (AI) in PR 
workflows  is  undeniable. The P R Newswire 20 24  
S ta te  of the  P ress  Release report revealed tha t over a  
quarter (26% ) of communicators  a re  a lready us ing 
genera tive AI to crea te  press  re lease content, while  
nearly ha lf (4 2% ) are  open to adopting the  
technology in the  future.

Brands  can leverage AI to automate repetitive tasks , 
enhance efficiency, and provide ins ights  to inform 
decis ion-making, freeing up their teams  to focus  on 
crea tivity and s tra tegy while  preserving their dis tinct 
voice . 

The key is to use AI as a strategic 
partner to enhance, not replace, your 
brand's voice. 

rEsponsiblE ai

https://www.odwyerpr.com/story/public/21848/2024-09-17/more-pr-pros-using-ai-press-releases.html#:%7E:text=According%20to%20the%20survey%2C%20more,the%20technology%20in%20the%20future.


<<not>> rEsponsiblE ai



IDEAS + INSPIRATION.
AI platforms such as Writesonic  and ChatGPT can be used to brainstorm creative ideas, 
stimulate creative thinking and streamline select PR tasks.

• “Give me three options for [topic]” or “Rewrite this paragraph to match AP Style Guide.”

AI Chatbots, such as ChatGPT, Layla, and GuideGeek have the ability to scout destinations, 
plan itineraries, search for accommodations and flights, map out road trips. 

• “Give me ideas for a 3-day weekend in [destination]”

SOCIAL MEDIA AND INFLUENCER MANAGEMENT
Social media management through automation tools, such as AI-powered scheduling features.

Influencer Identification: AI can leverage social media data to pinpoint individuals with 
significant sway over specific target audiences. Captivate  and Tagger are popular.

AI will soon permanently change every company, job, and 
industry. Not experimenting can be a risk.

rEsponsiblE ai: usEs & tools







GENERAL RESEARCH.
• “Create a list of fun national holidays relevant to the travel industry” or “what are 

today’s travel trends” or “Provide more information about [topic] and explain why it’s 
important”

ADMIN & REPORTING.
AI platforms like Grammerly can support text editing & proofing.

Translation. DeepL is a preferred helper. 

Monitor, measure, and handle public sentiment toward brands, campaigns or public 
figures through AI-generated audience analytics and media analysis.

Transcription support like Otter.ai can be used for meeting notes, speech writing, 
interviews.

rEsponsiblE ai: usEs & tools



STAY UPDATED ON REGULATIONS, BEST PRACTICES. 
Until there are firm regulations and laws on AI use, the rules are that there 
are no rules. 

HAVE PROCEDURES IN PLACE FOR CHECKING ACCURACY. 
With the  sheer amount of content AI can produce, it's  never been more 
vita l to check its  factuality. 

AI IS ONLY AS GOOD AS THE DATA. 
Think about the  da ta  s tructure, how it's  s tored, and how it can be 
prepared for AI.

READ AND LEARN. 
The fie ld of AI and P R is  growing rapidly. It's  important to keep up with the  
la tes t developments . Follow the  AI gurus  on LinkedIn, read their pos ts , 
and engage with online  AI communities . 

A balance between AI 
and human input is 
crucial for maximizing 
benefits and minimizing 
risks.

rEsponsiblE ai: mitigatE thE risk



In contrast, consumers love it when brands feel real 
and authentic. For many people, a  company’s  
authenticity is  the  deciding factor when deciding 
which brands  to buy from and which to ignore . 
According to one cus tomer survey, 8 6%  of cus tomers  
say authenticity helps  them determine which brands  
to support. Radica l authenticity will drive  success .

*Source: PRSA

People are tired of brands positioning 
that they are perfect. They don’t want 
to hear the PR spin, corporate -speak, 
or false promises.

AuthEnticity & human 
connEction





Today there are a plethora of podcasts, niche creators and 
community-driven outle ts  to which consumers  
increas ingly turn. 

By embracing these pla tforms , brands  can connect with 
more niche, yet engaged audiences  while  pos itioning 
themselves  as  innovators . By embracing new and niche 
channels , you’re not only reaching more engaged 
audiences  but a lso pos itioning your brand as  willing to 
experiment and reach different groups .

*Source: Rolling Stone

Expansion of digital 
channels
Podcasts, with massive and loyal 
followings, often surpass traditional 
broadcast media in engagement.







harnEss thE nExt trEnd for 
your bEnEfit

KNOW & CREATE FOR 
YOUR AUDIENCE

PAY ATTENTION TO THE 
TRENDS

IDEATION & TACTICS

ADAPT BRAND 
POSITIONING AND 
CONTENT DEVELOPMENT

STRIKE WHILE IT’S HOT



Despite their broad popularity, many cultural 
moments  are  re la tively niche, requiring P R 
profess ionals  to unders tand their audience and 
make discerning decis ions  about content direction. 
Es tablish criteria  for evaluating the  re levance of 
potentia l trends : These movements  are  only 
beneficia l if they address  your particular ta rget 
audience.

Always  crea te  for YOUR audience. What cultural 
experiences  are  they living in their lives  now, and how 
can you join them in their life  experience?

Pop culture trends are crucial to the 
zeitgeist but don’t apply evenly to 
everyone.

know your audiEncE



• Use Google alerts
• The younger members of the team
• Attend conferences
• Sign up for newsletters across industries
• Competitive audit
• Tune in and engage with LinkedIn
• Trending hashtags on X, Instagram Stories, 

and TikTok’s ‘For You’ page 
• Search for and analyze data and statistics
• Leverage trend monitoring tools:social 

media analytics, news aggregators, and 
systems can help identify trends before 
they fully saturate the mainstream. 

• Create a trend analysis framework: 
implement a system for generating and 
evaluating weekly or monthly trend reports.

Monitor trEnds



Packages, promotions + special offers that tie an experience with the trend.

Connect the  dots  in media  messaging. 

S upport re levancy with s ta ts  +  da ta .

Three’s  a  trend: develop or identify your own trend.

Partner with content crea tors  and micro-influencers  to te ll the  s tory for you and bridge the  gap:
• Build cos t-effective assets
• Add personality +  s torytelling
• Enhanced reach to their audiences

Implement & experiment on socia l media : messaging, memes , UGC.

tactical ways to insErt your brand into 
thE narrativE



strikE whilE it’s hot



adapt brand positioning and 
contEnt dEvElopmEnt

A brand's authentic message is a truthful and consistent 
narrative that reflects the brand's values, unique selling points, 
and products . 

But a  brand doesn’t shape itse lf, it uses  its  ta rget audience’s  
culture to shape themselves . Without taking into cons ideration 
the  beliefs  and online  behaviors  of their consumers , it will be  
difficult to reach vis ibility. Branding yourself to a lign your 
va lues  with your consumers’ culture is  the  bes t way to ga in 
trus t and loyalty.

Understanding the latest trends is helpful only if 
you’re willing and able to pivot your marketing 
and PR collateral and content accordingly.







thank you!
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