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This  month's  ads  were all about travel and warm climates . Image credit: Robb Report

 
By DANNY PARISI

Crystal Cruises, JetSmarter and Peninsula Hotels were among the travel brands that have positioned themselves as
major players in the new year with advertisements in January's leading luxury magazines.

In the pages of January's issues of Robb Report, Vogue, Architectural Digest and Departures, watch brands from
Switzerland to the United States pushed the latest models in a series of campaigns. Alongside horologists, the first
month of the year saw watch brands attempt to tempt customers into buying themselves a new watch as the year
begins.

Warmer climates
As the new year kicks off, the east coast in the United States has been dealing with miserable weather. Weeks of
snow and cold have left many longing for warmer climates.

Luckily, travel brands capitalized on the dreary wintry days of January by bringing a host of new advertisements into
the latest luxury magazine issues.
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Jetsmarter's ad in Departures. Image credit: Jetsmarter

Across the pages of Robb Report, Vogue and Departures, travel brands such as Crystal Cruises, Preferred Hotel &
Resorts, Seabourn Cruises, Uniworld and Wynn Las Vegas rolled out enticing campaigns focused on warm weather,
beaches and tropical destinations, all meant to tempt the bundled-up affluent customers on the U.S.' east coast.

Some of the destinations highlighted included the Cayman Islands, Jaimaica and Las Vegas, with photography
focusing on tanned travelers in swimwear to hammer home the idea.

Watch brands also brought their A-game to the table with a number of big campaigns from Audemars Piguet and
Cartier highlighting some of the slickest watches in their collections.

Likely, these watch ads appealed to the wealthy customers looking to treat themselves after spending money on
others all holiday season.

Millennial tastes
Outside of print advertising, travel brands have had a busy winter.

For example, Carnival's luxury cruise line Seabourn is marking its three-decades-long career on the seas with a plan
to revolutionize high-end cruising again, as it once did before.

Seabourn entered its first ship into service in 1988, and to celebrate its 30-year anniversary, the cruise line will be
introducing a new vessel and a series of programs it believes will change the cruising game. The cruise line was
known in the late 1990s as an innovator in luxury cruising, but with so many changes happening in this segment of
the travel and hospitality industry today, Seabourn is continuing to up its strategies in hopes to preserve its
pioneering image (see story).

However, luxury travel brands' focus on beaches and other traditional destinations is likely to resonate far more
with older consumers rather than millennials.
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Jaquet Droz's ad in Robb Report. Image credit: Jaquet Droz

Affluent millennials are pushing the envelope with constantly evolving travel trends, where visitors look to cities
rather than tropical beach destinations.

Everlasting connectedness and growing technologies such as Uber and Airbnb have pushed travelers to be more
comfortable in the new cities they travel to, feeling almost as if it were home. This notion, paired with a
simultaneous desire to experience new things and an increase in safety, is  pushing an interest in city exploration to
the forefront of travel trends (see story).

But while purchasing power remains firmly in the hands of the older generation of consumers, these sorts of
appeals to the traditional winter getaway to a tropical destination will remain a valuable tool for travel brands.
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