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It’s also the #1 reason young people come to VICE – to get a fresh 
perspective on countries, cultures and communities from all over 
the world.

But what’s driving this love of travel? 

The quest for ‘spirituality.’

A 2018 VICE study¹ highlighted that young people are moving away 
from traditional markers of identity like religion, income, sexuality 
and ethnicity, and towards a broader sense of spirituality, in 
defining who they are in the world. 

Travel has always been about seeing the 
world, and finding ourselves. 

8 in 10 7 in 10
are not religious. on the quest for 

spirituality. 
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Spirituality is no longer just about religiosity – 
it’s about finding ourselves, through meaning, 
connection and passion. 

And these are the things that young people 
hope to find, when they travel.
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However, in recent years, there’s been a 
marked shift in the type of experience that 
travel provides. 

We’ve all been there.
Heading overseas expecting one thing… but getting quite another.

Expectation. Reality.

Traffic jams on top of Mount Everest. 

Cruise ships clogging the canals in Venice.

“Chernobyl influencers” flocking to the exclusion zone for the
perfect Netflix selfie.
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These are the types of headlines we’re 
reading, and the types of experiences we 
can expect when we’re heading overseas, 
in 2019. Travel has gone from being 
something we use to find ourselves… 
to something we use to find likes on 
Instagram. 

The result? Travel is beginning to lose  
it’s soul.
 
Our reliance on technology is to blame for this, with 7 in 10 telling 
us they rely on technology for all elements of travel and travel 
planning², and Gen Z telling us that they are 1.5x as likely to 
choose a destination based on ‘Instagrammability’ compared to 
their Millennial counterparts.³

And it’s not just travel – it’s happening in every category.  We’ve 
streamlined our experiences so much - through algorithms, 
programmed recommendations, user-reviews, paying later and 
instant gratification – that they’re no longer rewarding.

So how are brands navigating this?

By helping young people  switch off.
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And brands that are helping young people 
switch off, are reaping the rewards.
 

Intrepid has found success with their ‘digital detox’ tours 
(no cameras = no Instagram!)

More locally, Qantas’ “no phone” campaign highlighted the joys of 
getting out in nature, sans screens.

Our 2018 youth research uncovered that 
more than half² of young people feel the 
need to take a break from technology, 
and that putting down their screens is an 
integral part of their overall health. 

1 in 2
“Often feel the need 
to take a break from 
technology.”

In the travel space...
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It’s even affecting the way we do travel 
content, with spiritual mountain hikes and 
screen-free waterfall walks replacing the 
endless feed of “city guides” and “best 
ramen restaurants” we’ve seen a million 
times before.

Source: VICE x Japan National Tourism Organisation, ‘Flavours of Tohoku’ 2019

‘Switching off’ ultimately allows young 
people to have a more spiritually fulfilling 
experience with their travel. 

But another part of feeling spiritually fulfilled? Finding purpose.

Purpose driven marketing is nothing new; it’s the buzz word of 
2019. Millennials and Gen Z are obsessed with finding purpose 
through their values, and choosing brands that help them make an 
impact on the world through their consumer choices.
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Values are no longer a ‘nice to have’ – they are 
a non-negotiable part of the Millennial and Gen 
Z consumer journey, entering into every part of 
it from ‘awareness’ to ‘advocacy.’
 

We know it; you know it. And young people 
know it too. Our youth study uncovered 
that young people do their research, check 
their facts, and stay loyal to brands that 
align with their values.
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Why? Because being true to our values 
helps us to achieve the spiritual fulfillment 
we all crave. 

This is a tall order for many brands - and no easy task for those 
that are stuck in the old way.

So where do you start?

Get spiritual. 

Help young people find meaning, connection and passion in their 
experiences with your brand.

MEANING 
What does my brand stand for;
What does it mean?

CONNECTION 
How does my brand help me to
connect with a cause I like?

PASSION 
What does my brand do for a 
cause I’m passionate about?
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If your brand can do this, you’re well on the way 
to ensuring that their experience of your brand 
is a positive one, that leaves your customers 
feeling spiritually fulfilled.

Want more insights like this?  
We’d love to meet you.

Sources: VICE Spirituality Study 2018, VICE Youth Census 2018, VICE Travel Study 2019


