


Lonely Planet
Client Solutions

our passion,
your solution
“Introducing Client Solutions, your guide to Lonely Planet. Let 
our experienced team show you how to leverage our brand, 
audience and products to achieve your marketing objectives.”

Nothing fires up the imagination in 
people like travel. Everyone dreams 
of escaping the day-to-day and 
experiencing something new and 
different. 

At Lonely Planet we know this better 
than anyone else. We’re passionate 
about experiencing the world through 
travel, and we’ve been sharing this 
with our customers for more than 35 
years. 

In fact we’ve inspired more than 100 
million people to get out there and 
see the world, one experience at a 
time.

Lonely Planet’s Client Solutions team 
can bring the same passion and 
engagement to your campaigns, your 
customers and your brand.



What we
stand for

our brand sets 
lonely planet apart
“Lonely Planet inspires and enables curious people to 
experience the world and enrich their lives by helping them 
discover the heart of a place.”

We are adventurous.
• We love the unexpected.  
• We don’t always follow the crowd. 
•� �We believe that every destination 

has something to offer.

We are free-spirited.
• We are individuals. 
•� �We are down-to-earth and  

passionate. 
•� �We love sharing our travels and 

inspiring more. 

We are authentic.
• We are a trusted source. 
• �We know because we go and we’re 

not afraid to tell it like it is. 
• �We help you to have an individual 

experience.

We are pioneers.
• �We pave the way for technological 

advances in travel content, devising 
tech-savvy applications for 
travellers on the road.



Global
Reach

95,000
FACEBOOK FANS 250,000

POINTS OF INTEREST

700
DESTINATION VIDEOS
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140,000
TWITTER FOLLOWERS

300,000
IMAGES

4,000
DESTINATIONS

OVER
500 TITLES

PUBLISHED

365 AUTHORS
LIVING IN 37 COUNTRIES

800,000
COMMUNITY MEMBERS

100 MILLION
GUIDEBOOKS SOLD

55 MILLION
WEBSITE VISITORS PER YEAR

40 MILLION
WEBSITE PAGE VIEWS PER MONTH

    



Partner
Benefits

Creating more authentic 
brand experiences
“Over the last 30 years Lonely Planet has developed a massive 
global audience, established a unique range of travel content 
products, and created one of the world’s most iconic brands.”

Lonely Planet Client Solutions deliver 
integrated marketing strategies and 
business opportunities that enable 
our partners to tap into the power 
of our brand, inspirational travel 
content, and the passion of our global 
community of travellers. 

In return, your customers become 
delightfully engaged with insightful 
content that no doubt gets them 
planning their next travel adventure.

Only Lonely Planet can offer you 
access to our three core assets:

Brand
Aligning yourself with the Lonely 
Planet name and its promise of a 
trusted, authentic, and inspirational 
brand experience. 

Content
Expert travel content to educate 
and inspire your key brand targets, 
delivered through a range of print and 
digital products. 

Audience
A worldwide audience of millions 
of consumers who are passionate 
about travel and share a desire to 
experience the very best the world 
has to offer.



Consumer
Insights

more than your 
average traveller
“Our brand maintains a broad appeal by speaking to anyone 
who has a desire to experience the world on his or her own terms.” 

Lonely Planet may have first caught 
on with the backpackers of the world, 
but we’ve come a long way since 
then. 

Statistically, a typical Lonely Planet 
traveller is well educated and earns 
a higher than average income. 
They take more frequent trips, both 
domestically and internationally, than 
the average traveller. 

•�There is an even split between male 
and female travellers.

•�We have a higher than average 
representation of travellers aged 
15-44.

•26% of our audience is aged 55+.

•�The average household income is 
$84,800

•82% have a degree or diploma

•�Average 3 international trips in the 
last 2 years

•�Average 4 domestic trips in the last 
2 years

LONELY PLANET TRAVELLERS ALL TRAVELLERS

AGE

26% 18%

19%

19%

22%

14%

21%

18%

17%

9%

9% 8%15-24

25-34

35-44

45-54

55-64

65+

    * Independantly collect by market research firms Lippincott and TNS
    * Samples are nationally representative of the travel population within the US, UK and Australia
    * Survey is conducted as brand neutral (respondents were not aware Lonely Planet was the researcher)
    * �Data collected in Nov 08, Mar 09, Nov 09, Mar 10. Overall samples size across all studies is over 11,000 respondents.



Innovative 
Products

We’ve got every 
channel covered
“No matter what your marketing demands, Lonely Planet can 
help you more compellingly connect with consumers through 
print, online, mobile, and video platforms.”

Our world-renowned and constantly 
evolving product range offers you 
the most comprehensive selection 
of travel-related products and 
services. No other brand partner can 
match our coverage, content quality, 
market savvy thinking and customer 
support.
 

Our current product catalogue 
includes:

 
�Content licensing
 
Image licensing

�Print solutions

Digital solutions

Mobile solutions

Video solutions

Online advertising and 
sponsorship

LONELY PLANET 
TELEVISION

LONELY PLANET 
online

LONELY PLANET 
magazine

LONELY PLANET 
guidebooks

LONELY PLANET 
images.com

LONELY PLANET
wireless



Content
Licensing

spreading the good word
Our core business is the creation of 
inspirational content that appeals to 
the traveller inside all of us. Lonely 
Planet can provide you with travel 
information from our extensive 
guidebook range that covers every 
destination in the world. Alternatively 
we can customise content for you to 
meet your needs.

Products include:

•�Destination coverage of more than 
4000 cities

•�Reviews of over 200,000 points of 
interest

•�PDF chapters from all of our 500 
titles

•�Top picks and recommendations for 
every major travel destination in the 
world

�•�Tips and advice to get the most out 
of any travel experience

•�Regular, topical articles about the 
latest news and insights in travel 

•�Customisable itineraries and tours

•�Themed content, such as family 
travel, driving trips, cuisine 
experiences, and many more 

•�Opinions and advice from our 
800,000 community members 
online



Image
Licensing

the world is truly
an amazing place to see
From the eerily remote corners of the 
Arctic to the stunning topographies 
of Africa, and from the lush tropics of 
Asia to the rugged backdrops of Latin 
America, our planet is a patchwork of 
brilliant contrasts.

Our 400 contributing photographers 
are continually  heading out on the 
road to capture unique images in 
every continent on the planet. 

Products include:

•�Over 300,000 professional quality 
destination photographs. 

•Our image desk is staffed with 
creative experts who can assist with 
image selection to your brief. 

•Photography tips and tricks to share 
with your customers.

•Image library includes high 
resolution image files of our country 
and city maps.

•Any image is available as a framed 
or unframed print at large poster 
sizes.



Print
Solutions

sometimes nothing 
beats a good book
Books don’t need to be recharged. 
Books don’t rely on wi-fi. All you need 
to do is turn the page.  Reliable and 
effective, Lonely Planet print guides 
are recognised and trusted the world 
over.

Products include:

•�Customised mini-guides co-branded 
with your marketing message

•�City/regional/country guides

•�Travel experience guides 

•�Travel tips, advice and how-to guides 

•�Bulk purchase of Lonely Planet titles

•�Titles re-jacketed with sponsor 
branding and messaging

•�Destination collateral for event 
distribution



Digital
Solutions

Remain ahead of the curve
We also offer a full range of digital 
production services. From automated 
XML content feeds to custom 
application development, Lonely 
Planet can provide you with a digital 
solution fully up to speed with your 
fast moving marketing needs.

Products include:

•�XML feeds or API access to 
destination content

•�Custom digital applications and 
widgets

•�Interactive campaign microsites

•�Facebook and Twitter integration

•�Trip planners

•�Image slideshows from our library of 
400,000 images

•�Podcasts



Mobile
Solutions

on the road and in your pocket
Lonely Planet has always taken care 
of travellers every step of the way. 
Now, our mobile products deliver 
destination content on demand. 
Mobile phrasebooks, city guides, and 
geo-coded content supply the most 
relevant and timely information to 
help uncover the best a place has to 
offer nearby.

Products include:

•�Over 50 city guides apps

•�Over 30 language phrasebook apps

•�Over 115,000 geo-referenced points 
of interest

•�Sponsored and co-branded app 
giveaways

•�Customised destination guides

•�Customised mobile apps

•�Available on iPhone, Android or Java 
platforms



Video
Solutions

the next best thing 
to being there
Lonely Planet Television has 
produced over 50 long-form travel 
programmes sold in over 100 
countries. Original short-form 
content is syndicated online and 
custom video content can be created 
for commercial partners.

Products include:

•�Short-form video covering over 200 
destinations

•�Long-form TV episodes covering 
every continent

•�Custom video production for any 
use

•�Distribution through our existing 
partnership network



Online Advertising
& Sponsorship

where travellers click
In a fragmented advertising market 
you need to make deep connections 
with consumers to cut through. 

Lonely Planet’s online community is 
deeply engaged with our content and 
our brand online. With 120 million 
page views per month, Lonely Planet 
online is an ideal environment to 
ensure your message is seen and 
heard.

Products include:

•�Display advertising across the site

•�Content integrations

•�Homepage takeovers

•�Destination sponsorships 

•�Contests, articles and campaign 
microsites

•�Social networking integrations 

•�Booking offers integration

•�Newsletter inclusions

55 million 
Website visitors

 per year home page 
takeovers

800,000
community members

contests,
articles & campaign

microsites

display 
advertising

accross the site

content 
integrations



Content
Assets

Lonely Planet Client 
Solutions Offerings

custom publishing;
geocoded points of 
interest, content 
licensing; image 

licensing

Online campaigns; 
custom articles & 

features

sponsored apps, 
custom app 

development

custom video 
production,

video licensing

author speaking 
engagements, live 
travel webinars, 
PrIVATE FORUMS

Publishing

Online Mobile

Video/television Expert voices

lonely planet 
magazine

photo books & 
travel literature

destination 
and language 

guidebooks

Lonely Planet 
Youtube, 
twitter, 

facebook

lonelyplanet.com

lonely planet 
msite

city & language 
i-phone apps 

lp.tv & global 
programming

industry 
leaders;  

fascinating 
authors
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Engaging Travellers
at any stage
“By providing compelling customer 
touchpoints at each stage in this cycle, we 
have the ability to journey with a traveller 
from I Dream to I’m Back and then start 
over again.”



Global 
Partners

travel appeals to everyone
“Lonely Planet has successfully delivered marketing solutions 
for some of the world’s leading brands.”

Global partnerships include:



WORLDLY 
ADVENTURERS

SPONTANEOUS
EXPLORERS

SOCIAL 
ORGANISERS

ASPIRATIONAL
ADVENTURERS

DISCOVERY 
SHARERS

Seeking out brave new 
experiences through travel.

Doing it as they see it –now! Investigating the best deals 
and grabbing friends along 
for the ride.

Exploring the world inside and 
outside their comfort zone.

Older, wiser travellers who 
drink it in and share their 
experiences.

5 unique groups 
- one compelling passion

“They’re all different but they have one big thing in common – 
a love of travel and a desire to experience the world.”

Through research we’ve identified how 
Lonely Planet loyalists are made up of 
five distinct groups.  

This amounts to 55% of all travellers 
globally. These audience segments 
demonstrate the broad appeal of the 
brand across all ages and consumer 
types:

  



Worldly
Adventurers

Seeking out brave new 
experiences through travel
“They like to forge their own path. Always out for new 
experiences and rarely visit the same destination twice. 
They’re savvy, independent and love a bit of solo travel. They 
don’t sweat the itinerary, but have done the research and love 
the thrill of discovery that awaits them.” 

•�Older but less likely to be married 
or living with a partner (66% vs. 
average 71%) or have had children 
(42% have no children vs. average 
35%)

 
•�Average household income  

(£36k vs. £37k) 
 
•�Higher than average number of 

international leisure trips  
(1.3 vs. average 1.1)

 
 

•�14% less likely to go on a beach 
holiday; more likely to explore a 
region (59% vs. average 35%) and 
go sightseeing (65% vs. average 
48%) 

•�11% more likely to travel to visit 
somewhere new (50% vs. average 
38%) and explore and learn about 
new cultures (27% vs. average 16%)

•�10% more likely to travel on their 
own (21% vs. average 11%)

Fast Facts

less likely to 
be married, 
66% compared 
to 71% average

11% more likely 
travel to visit 
somewhere new



Spontaneous
Explorers

Doing it as they see it - now!
“Bang, they’re out the door. New horizons, new people, 
festivals, parties - their keen sense of adventure thrives on it 
all. Planning? That just slows them down!” 

•�Lowest average household income 
(£33.4k vs. average £37.3 k)

 
•�Most likely to be single (24% vs. 17% 

average) or divorced  
(13% vs. 9% average) 

 
•�Slightly higher than average number 

of domestic leisure trips (2.3 vs. 
average 2.1)

 
•��Slightly higher than average number 

of nights away  
(18.5 vs. average of 17.5)

•�More likely to have gone on their last 
trip to ‘have an adventure’  
(27% vs. average 22%)

 
•�Average spend per person, per night 

on last trip  
(£48 vs. average £49)

•�More likely to have travelled with 
a friend or friends on their last trip 
(21% vs. 15% average)

Fast Facts

24% more 
likely to be 
single than 
17% average.

17% more likely 
to have travelled 
with a friend or 
friends on their 
last trip.



Social
Organisers

investigating the best deals and  
taking their friends along for the ride
“They’re the glue that holds a holiday plan together. The whiz at research 
who their buddies rely on to curate the perfect trip for the group. Once they 
decide where they’re headed – they’ll get online for info and ask around 
for recommendations. When they get back, you can count on them sharing 
travel and shopping advice with friends.”

•�Younger and more female representation 
(67% vs. average 51%)

•�Above average household income  
(£40k vs. average £37k)

•�Average family status but less likely to be 
retired (11% vs. average 185) 

•�Less likely to take international trips  
(0.9 vs. average 1.1)

•�10% more likely to travel to spend time with 
friends and family (58% vs. average 48%)

•�6% more likely to travel to visit somewhere 
new (45% vs. 39%)

•�Travel in larger groups than any other 
segment (2.6 people vs. average 2.3)

•�12% more likely to travel with children (31% 
vs. average 19%)

•�6% more likely to travel with a partner (70% 
vs. average 64%)

Fast Facts

67% younger 
and more female 
representation 
than 15% average.

12% more 
likely to 
travel with 
children.



Aspirational
Adventurers

exploring the world inside and 
outside their comfort zone
“They love to grab some friends and hit the ‘next big thing’ destination. 
Especially if they’ve heard great things about it, either online or by word 
of mouth. They like to plan trips around cultural activities - everything 
from cooking courses to camel treks. They’ll come back with lots of shared 
memories (and maybe the odd bottle of olive oil).”

•�Youngest segment (37) and most male 
representation (62% vs. average 49%)

 
•�More likely to have children under 13 (33% 

vs. 18%)
 
•�Above average household income (£40k vs. 

£37k) despite younger age 
 
•�Slightly higher than average number of 

international leisure trips (1.5 vs. 1.1) 
 
•�Enjoy all types of holidays including skiing, 

theme parks, activities, sports, and gourmet 
food trips (all >12% more likely than 
average) 

•�Enjoy travelling to all types of destinations 
including Europe, USA, Canada, Australia, 
South America and Latin America  
(all >7% more likely than average)

•�Most likely to be holidaying to ‘fulfil a dream’ 
(16% vs. average 9%) and to have gone on a 
gap year or ‘big trip’ (16% vs. 5%)

 
•�Most likely to have travelled with friend/

friends on their last trip (25% vs. average 
15%)

Fast Facts

enjoy all types of 
holidays including 
skiing, theme parks, 
activities, sports and 
gourmet food trips.

most likely have 
travelled with 
friend/friends on 
their last trip.



Discovery
Sharers

Older, wiser travellers who drink 
it in and share their experiences
“They love to share their passion for travel. So they’ll talk a lot with people 
before and after they go, invariably taking friends and family with them. 
They love history and culture, preferring destinations with plenty of 
museums, galleries and good architecture. Knowing the hidden secrets of a 
town really appeals to them - those tucked-away restaurants or pensions - as 
well as a little bit of luxury thrown in for fun.”

•�More likely to be female  
(60% vs. average 52%)

•�Eldest average of all segments (53 years)

•�Most likely to be retired (35% vs. average 
18%) and Empty Nesters (43% vs. 26%)

•�Higher than average number of nights away 
for leisure (20.6 vs. average 17.5)

•�More likely to take ‘sightseeing holidays’ 
(59% vs. average 48%) and ‘cruises’  
(22% vs. 11% average)

•�More likely to travel to explore and learn new 
things (21% vs. average 16%), less likely to go 
to relax and unwind (52% vs. average 63%)

•�Higher than average spend per person per 
night (£57 vs. average £49)

Fast Facts

35% MOST LIKELY 
TO BE RETIRED VS. 
AVERAGE 18%.

HIGHER THAN 
AVERAGE SPEND 
PER PERSON PER 
NIGHT (£57 VS. 
AVERAGE £49)



Our 
Inspiration

where it all began
“A beat up old car, a few dollars in the pocket, and a sense of 
adventure.”

That’s all Tony and Maureen Wheeler 
needed for the trip of a lifetime. After 
meeting on a bench in Regent’s Park, 
they married a year later. For their 
honeymoon they crossed Europe 
and Asia overland, all the way to 
Australia and at the end of it all they 
were broke… and couldn’t have 
been happier. It was too amazing an 
experience to keep to themselves.

Urged on by their friends, they wrote, 
typed and stapled together their 
very first travel guide, Across Asia 
on the Cheap. Within a week they’d 
sold 1500 copies and Lonely Planet 
was born. One hundred million 
guidebooks later, Lonely Planet is 
now the world’s leading guidebook 
publisher with over 500 titles 
available across 15 languages.



The Journey 
So Far...

entered the  
us market

1984

1970 1980 1990 2000

Launched
LP Television
established 

2001
Online Shop

2010

Wheelers 
meet in 
London 

1970

Wheelers return 
to Australia 

Spend 6 months 
travelling overland 

through Asia 

1972

across asia 
on the cheap 

edition
1,500 copies 

printed

1973

1st india Edition 
50,000 copies 

printed

1980

desktop publishing 
pioneers 

1982

www.
lonelyplanet.com

1995

1st website launched

Thorn Tree 
community 
Launched

1996

Lonely Planet  
Images Launched

1998

Palm Pilot/City 
Sync released

1999

Relaunched country, 
city & shoestring 

Guidebooks

2004

2004
travel book 

launched

2007

Pick & Mix 
launched

LonelyPlanet.TV 
launched

Encounters 
launched 

2007

mobile 
city 

guides
mobile audio 
phrasebooks

mobile 
m-site

nokia
maps

2008-09

new website launched

www.
lonelyplanet.com

New Hotels 
& Hostels 
LAUNCHED

Lonely Planet 
YouTube 
channel 

launched

2008

social 
destinations

google android, 
compass guides

google wave trippy

100 million printed books
 discover guides launched



Contact Us

americas

150 Linden Street
Oakland, CA 94607
USA
tel: +510-250-6452
fax: +510-896-8563
lainey.franks@lonelyplanet.com

Lainey Franks
Director of Client Solutions

uk & europe

2nd Floor, 186 City Rd
London EC1V 2NT
United Kingdom
tel: (44) 20 7106 2100
fax: (44) 20 7106 2101
ushma.patel@lonelyplanet.co.uk

Ushma Patel
Director of Client Solutions

Australia & asia

90 Maribyrnong Street
Footscray, Victoria 3011
AUSTRALIA
tel: +61 (0)414-991-773
fax: +61 (0)3-8379-8111
samantha.finnegan@lonelyplanet.com.au

Samantha Finnegan
Business Development Manager 
- Client Solutions Asia/Pacific




