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O
Follow Us for Ongoing G

Travel Insights

Insta:@destinationanalysts
FB:@destinationanalystsindustry

LI: @destinationanalystsinc
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METHODOLOGY

* Monthly tracking survey

*Representative sample of adult

American travelers in each of four U.S.

regions

* Tracks traveler sentiment to generate
insights into domestic travel trends

*Survey collected: May 17-21

* 4,000+ fully completed surveys
collected each wave

* Confidence interval of +/- 1.55%

*Data is weighted to reflect the actual
population of each region
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https://www.destinationanalysts.com/videoseries/




What ONE WORD best describes how you feel about travel right now?
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Safe
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(Base: All respondents, 4,180 completed surveys. Data collecteeRa30PB.) Destination ¢ Ana ly S8






Question:

Would you say that
you (and your
household) are better
off or worse off
financially than you
were a year ago?

Destination ¢Analysts

Much better off 8.0%

29.5%

Better off 21.6%

UNCHANGED - Neithe
better off nor worse off

35.6%

Worse off 26.8%

8.1% 34.9 %

Much worse off

(Base: All respondents, 4,180 completed surveys. Data collectee2MaX0]

UB.)



Question:Would you say that you (and your household)
are better off or worse off financially than you were a
year ago”?

o o
50% Leading into the
% Better or Much Better
st ven summer season.
40% 37.9% :
- travelers are
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Question:

Thinking only of your
household's finances,
do you feel NOW is a
good or bad time for
you to spend money on
leisure travel?

Destination ¢Ana lysts

Yes - It Is a very good time 6.9%

21.5%

Yes - It Is a good time 20.6%

It Is neither a good time
nor bad time

35.4%

No - It Is a bad time 24.0%

37.1%

13.1%

No - It Is a very bad time

(Base: All respondents, 4,180 completed surveys. Data collecteeRiax0PB.)



9% 9% Good or Very good time to spend on travel
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24.3%

Question: Strongly agree
58.8%

| expect the United
States will enter an
economic recession
sometime In the NEXT Neutral (neither agree

nor disagree)

Agree 34.5%

30.3%

SIX (6) MONTHS.

Disagree 8.1%

Strongly disagree B 2.8%

Destination ¢ Analysts (Base: All respondents, 4,180 completed surveys. Data collecteeP¥a30PB.)




80%

% EXxpecting a Recession
INn the Next 6 Months

70%
Recessionary
concerns continue

60%
to be widespread.

50%
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Much better off

Question:
LOOKING FORWARD Ctror of
Do you feel that a year
from now, you (anc_l Just about the same -
your household) will be Neither beter off nor
better off financially, or |
worse off, or just about 36
Worse off 11.5% o
the same as now?
14.0%

Much worse off 2.5%

Destination ¢Ana lysts

(Base: All respondents, 4,180 completed surveys. Data collectee2Ma30PB.)



Question:LOOKING FORWARDdo you feel that a year
from now, you (and your household) will be better off
financially, or worse off, or just about the same as now?

Traveler

60%

% Better or Much Better expectations for
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Questign: Strongly agree 26.1%
| _ 62.6%

Right now, | am being
careful with my money Agree 36.5%
because I'm concerned
about an upCOming Neutral (neither agree nor 6. 0%

: disagree) 70
recession.

Disagree 9.0%
Strongly disagree B 2.4%

Destination ¢ Ana lysts (Base: All respondents, 4,180 completed surveys. Data collecteePia30PB.)




80% % Being Cautious with Money
Due to Recessionary Concerns

More travelers

70%

are exercising

spending caution
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o
Frecessiond ry
concerns.
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Statement: High travel prices have kept me

from traveling in the past month.

Strongly agree 19.0%

27.7%

Agree

Neutral (neither agree

0
nor disagree) 21.0%

Disagree 20.8%

Strongly disagree 11.5%

0% 20% 40%

Destination ¢ Analysts

46. 7%

600/0 emAgree or Strongly agree Disagree or strongly disagree

50% 46.7%

20%

Feb. Mar. Apr. May June July Aug. Sept. Oct. Nov. Dec. Jan. Feb. Mar. Apr. May
2022 2022 2022 2022 2022 2022 2022 2022 2022 2022 2022 2023 2023 2023 2023 2023

40%

0
07 32.3%

(Base: All respondents, 4,180 completed surveys. Data collecteeRiax0PB.)



Statement: Recent inflation in consumer prices
has led me to cancel an upcoming trip.

StrOngly agree - 13.0% 32 9% 60% emAgree or Strongly agree Disagree or strongly disagree

Agree - 19.9% 50%

Neutral (neither o 43.2%
agree nor disagree) -23'9A) 40%

Disagree -26.7% 32.9%
30%

Strongly disagree - 16.6%

20%

0% 20% 40% Mar. April May June July Aug. Sept. Oct. Nov. Dec. Jan. Feb. Mar. April May
202220222022202220222022202220222022202220232023202320232023

Destination ¢ Analysts (Base: All respondents, 4,180 completed surveys. Data collecteePa30P3.)



MAXIMUM TRAVEL SPENDING: NEXT 12 MONTHS

Question:How much IN TOTAL $10,000 or more
IS the maximum you will

spend on leisure travel

(including airfare, $5,000 - $9,999
accommodations and all other
trip related spending) during
the NEXT 12 MONTHS?

10.2%

17.3%

$2,000 - $4,999 28.1%

Maximum | would spend on $1,000 - $1,999
leisure travel (next 12 months):

18.5%

$500 - $999 11.4%
Mean = $3,718\
(Base: All respondents, 4,180 completed surveys. $100 - $499 8.6%
Data collected May 171, 2023.)
Under $100 6.0%
0% 10% 20% 30% 40%
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MAXIMUM TRAVEL SPENDING: NEXT 12 MONTHS—TIME SERIES

Question:How much IN TOTAL
IS the maximum you will

spend on leisure travel
(including airfare,
accommodations and all other
trip related spending) during

$6,000

$5,000

$4,000

the NEXT 12 MONTHS? 3 000 $3,718
4
Maximum | would spend on
| P $2,000
leisure travel (next 12 months):
$1,000
$0
fin}i’\ '\qw‘b'rbombﬂqiﬂq gw\ ’rib@ Vti‘bﬂo v :5\6’\ ! o‘*‘\\’b’\?ﬂ '(}q@' ?ﬁ‘ﬂb ‘*"\Owbnqi”\ prﬂ%q'\\w’bﬂ 6w&%&%&ww&(}@&w&%w&(}@&w@&%@&%&%w&rb@&rbf»&%m&%
(Base: All respondents, 1,200+ completed surveys each \&\5\ o Q)\)%\ o’\& W \\)\~\ W\Qg CDGSDGQ\ ,(19' oS of %dx ‘@ 00°Qe° O\ «2° «® 0@5‘ \}Q{\\ “\o“\ \&‘6 \‘3\*\)@"%\6\\06:306(@00‘@0@( ooc\&oc\ o,\c‘f‘ \}Q{\\ \&y\
wave in 2021. 4,000+ completed surveys each wave in W W e® w :6@0 o¢ 6040060"’ \°°<<e‘° w

2022 and 2023)
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Question:

Which best describes
how excited you are
about LEISURE TRAVE
In the NEXT TWELVE
(12) MONTHS? (Please
answer using the 11
point scale belowy

Destination ¢Ana lysts

10 - | am extremely excited _47.7%
9
87.9%

O - | am not at all excited I2.3%

0% 20% 40%

(Base: All respondents, 4,180 completed surveys. Data collecteeRMa30PB.)



Question:Which best describes how excited you are about
LEISURE TRAViBAlthe NEXT TWELVE (12) MONTHS? (Plec
answer using the 1ipoint scale belowy
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Question:

Which best describes
how excited you are
about LEISURE TRAVEL
In the NEXT TWELVE

(12) MONTHS? (Please
answer using the 11
point scale belowy




Annual Household Income

10.0
9.5 == 5150K+ - $80-$149K == Under $S80K
Affluent
8.5 8.6

households are
:Z /\/\/\/\/\// SigniﬁCantly Mmore

excited about

6.0 -
N travel In the next
: year
[ |
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Average score: 1Jpoint scale
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Region

10.0

o ==N\lidwest e=Northeast e=South ==\ est

9.0

Across all regions,
excitement for
leisure travel

8.5

8.0

7.5

remains hign.

Average score: lipoint scale
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Generation

== Millennial or younger e=» Generation X == Boomer and above

i Older travelers

show high levels of

63 excitement for
3.5 lrrqvelo

Average score: 1Jpoint scale
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Place of Residence

©
S
-
S
(-
O
)
Jd
-
O,
O
)
O,
ad

— Rural

- Urban

= Suburban

10.0
9.5

@,
)
D
D)
-
e
-
O
O
)
M
O,
S
qv

shower lesser

degrees of travel
enthusiasm.

Average score: 1Jpoint scale
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ParentalStatus

9.5 —Parents to school-aged kids ==Not parents for school-aged kids

5o /\’\/\/\/\, Families travel

excitement remains

6.5
6.0
5.5
5.0
I A A L L A e A L A L LA R I R R
RO S P SR N P N N P NN N P SN I *
Q Q o) N ¢ N S & & N o Q Q o) N
9 N > Q O O 9 N o
FFE R YEESFLSSITFE TS
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Average score: 1Jpoint scale
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EXCITEMENT FOR TRIP TYPES

Question:Thinking carefully
about THE NEXT TWELVE (12
MONTHS.Use the 10point scal

65.8%

Family trips (your nuclear family only)

53.5%

Romantic getaways

_ Girlfriend trips _ 39.2%
where 10 = "Extremely excited'
. o Solo trips (traveling alone) _ 36.8%
and 1 = "Not at all excited" to
_ Wellness and healing trips _ 34.4%
state how generally excited yol
Multi-couple trips (no kids _33.7‘7
are to take each of these types ple trips | ) ’
trips? Multi-family trips (more than 1 nuclear family) _ 32.9%
Reunion trips (Family, military, school, etc.) _ 31.4%
Multi-generational trips (3 or more generations) _ 28.3%

(Base: All respondents, 4,180 completed
Data collected May 171, 2023.)

Guy getaways 23.2%

Top 3 Box Score
20.0% (8,9 or 10)

18.2%

Combined business and leisure trips

Workcations (Extended trips where you work remotely)

50%

Destination ¢Ana lysts



[RAVEL SENTIMENT INDIGES

A tool to better understand the big picture by bringing all these data points together.
Index values are calculated by combining key questions.

Current Travel Sentiment Index: Future Travel Sentiment Index:

e Current financial situation e Personal financial outlook (next 12 months)

e Travel spending as a future budget priority

Now as a good time to spend on travel

e Travel prices restricting travel now e Excitement to travel (next 12 months)

e Overnight trips taken in past month e Expected leisure trips (next 12 months)

Day trips taken in past month
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TRAVEL SENTIMENT INDICES:

150
«e=Cyrrent travel sentiment index esf-yture travel sentiment index
123 116.9
114.6
113.2
100 e . ——
= : : 99.2
/5

Note: These indices measure change in sentiment relative to Feb 2022.

Destination ¢ Analysts

Current travel enthusiasm
has been regressing in the
past 2 months.

Expectations for future

travel is down very
slightly this month, but
stands virtually unchanged
from one year ago.







Question:

How likely are you to
travel outside the
United States for
leisure In the NEXT
TWELVE (12)
MONTHS?

Destination ¢Ana lysts

Very likely 16.9%
28.1%
Likely 11.2%
Neutral (neither likely nor unlikely) 12.8%
Unlikely . 14.3%

Very unlikely 44.8%

0% 10% 20% 30% 40% 50%

(Base: All respondents, 4,057 completed surveys. Data collected Marc@028.)

60%



Question:How likely are you to travel outside the United
States for leisure in the NEXT TWELVE (12) MONTHS

Expectations for

Likely or Very Likely to Travel Abroad :
50% travel outside the

40% . United States

33.9%

30% have been moving

28.1%

26.8%

slowly downward

20%, 25.7%

this year.

Destination ¢ Analysts



MOST DESIRED FOREIGN DESTINATIONS IN THE NEXT 12 MONTHS (UNAIDED)

taly | 1 8.0%
Question:Which foreign United Kingdom | 1 4.0%
destinations do you most want to Mexico [ 11 .5%
visit in the NEXT TWELVE (12) raris [ 10.7%
MONTHS?(Write in up to five) france | 0.1
(Please only include destinations relond | °-'
outside the United States) Canada | o9
7
Greece _ 7.6%
London _ 7.6%
(Base: All respondents, 2,418 completed surveys. Germany _ 7.3%
Data collected May 178, 2023.) Japan _ 7.2%
Australio [ 5.9%
Jamaica _ 5.0%
Bahamas _4.1 %

10% 15% 20%

Destination ¢Analysts PAGE 36



MOST DESIRED DOMESTIC DESTINATIONS IN THE NEXT 12 MONTHS (UNAIDED)

Question:Which domestic
destinations do you most want to
visit in the NEXT TWELVE (12)
MONTHS? (Write in up to five)

(Please only include destinations
In the United States)

(Base: All respondents, 3,749 completed surveys.

Data collected May 1¥8, 2023.)

Destination ¢Ana lysts

New York
Florida

Las Vegas
California
Hawaii
Chicago
Texas

Los Angeles
Colorado
Miami
Orlando
Arizona
Seattle

New Orleans
North Carolina
Tennessee
Nashville

San Diego
Boston

W ashington, D.C.
Atlanta

W ashington
San Francisco
Maine

Denver
Oregon

South Carolina

20%
PAGE 37
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DESTINATION INSPIRATION SOURCES

Question: Please think about how
travel destinations could best reach
you with their messages right now.

Where would you generally be

MOST RECEPTIVE to learning about
new destinations to visit? (Please
select all that apply)

(Base: All respondents, 4,180 completed surveys.
Data collected May 1¥8, 2023.)

Destination ¢ Analysts

Websites found via a search engine
Facebook

Email

Online content (articles and blogs)
Instagram

Streaming video services (YouTube, Huly, etc.)
TikTok

Review websites (Yelp, TripAdyisor, etc.)
Advertisements on the Internet

Travel or lifestyle magazines (printed)
Travel podcasts

Broadcast television

Official local or state visitor guides (printed)
Text messages

Pinterest

Twitter

APPs on my mobile phone

Newspaper travel sections (printed)

Digital influencers

NONE OF THESE

0%

10%

20%

30%

40%

50%



METHOD OF ONLINE VIDEO USE FOR TRAVELS

Question: How do you generally A general sense of the
. ] ] . ° ° ] ° ° 0
use online video for helping with des"”°”'°“Vsis'£‘n;°”s'de”“9 30.5%
your travels? (Select all that
accurately complete the sentence) Inspiration on where to travel 25.8%
Inspiration on what to do while o
traveling (activities/attractions) 23.6%
(Base: All respondents, 4,180 completed surveys. Data |deas for where to eat 22.7%

collected May 118, 2023.)

19.2%

Simply for entertainment

18.1%

To find deals and discounts

NONE OF THESE 35.9%

0% 10% 20% 30% 40%

Destination ¢Ana lysts



PLANNING WINDOW FOR DOMESTIC LEISURE TRAVEL

Question:How many weeks IN ADVANCE would you typically begin planning a domestic leisure trip (of at least one week in length)

Historical dataMean 1n Weeks
25 or more weeks -7.8%
13
21-24 weeks .4.0% Mean = 12.1
10.1 Weeks 12114
17-20 weeks .6.4% 11
o 11.0
13-16 weeks - 10.6% 10.1
Q
9-12 weeks 21.5% 8
/
5-8 weeks 26.3% .
1-4 weeks 23.4% S
,Lo'LrL ,Lo'ﬂ ,}0";L ,Lo'ﬂ ,}o'ﬂ ,lo'ﬂ ,Lo'fL ,\p’fL ,Lo'ﬂ ,\vo'fL ,lo’ﬂ ,Lo'ib ,Lo'ib ,lo'fJ ,Lo'ib ,Lo'f"
o o o o o & o VQ{\\ V\\d\ SR 506& NS N S A VQ{\\ V\\d\
0% 10% 20% 30% 40% & \ W Q\e“‘ oS \;o“e’&ge"@& W N\
C..’O

Destination ¢ Analysts (Base:All respondents, 4,180 completed surveys. Data collecteelBla30P3.)



OVERNIGHT TRIPS: PLANNING WINDOW

Question:How many weeks IN 25 or more weeks 3.5%

ADVANCE did you begin planning

: : 21-24 k 0
your most recent overnight trip? weels Q177
17-20 k Mean =
- weekKs
6.3 Weeks
(Base: Respondents who took an overnight trip, 2,479 13-16 weeks
completed surveys. Data collected May812023.)
9-12 weeks 12.1%
5-8 weeks 21.9%
0-4 weeks 52.5%
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TRAVEL PLANNING IN THE PAST WEEK

Question:In the PAST WEEK, which of the following have you done? (Select all that complete the sentence)

In the PAST WEEK | have

==Day-dreamed about taking a leisure trip

Day-dreamed
<+— about taking a

50%

leisure trip
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TRAVEL PLANNING IN THE PAST WEEK

Question:In the PAST WEEK, which of the following have you done? (Select all that complete the sentence)

In the PAST WEEK | have

==Talked to a friend or relative about a future trip

==Day-dreamed about taking a leisure trip

Talked to a friend
<+— about a future trip
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TRAVEL PLANNING IN THE PAST WEEK

Question:In the PAST WEEK, which of the following have you done? (Select all that complete the sentence)

In the PAST WEEK | have

e==Researched travel ideas online

==Talked to a friend or relative about a future trip

dreamed about taking a leisure trip
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Researched Travel
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Ideas Online
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@» Made travel reservations (lodging, transportation, tickets, etc.)

e==Talked to a friend or relative about a future trip

dreamed about taking a leisure trip

a=mResearched travel ideas online

50%
40%

Question:In the PAST WEEK, which of the following have you done? (Select all that complete the sentence)

TRAVEL PLANNING IN THE PAST WEEK
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TRAVEL PLANNING IN THE PAST WEEK

printed visitor guides, etc.)

==Talked to a friend or relative about a future trip
emmResearched travel ideas offline (magazines,

===Day-dreamed about taking a leisure trip

e==Researched travel ideas online

Question:In the PAST WEEK, which of the following have you done? (Select all that complete the sentence)

In the PAST WEEK | have

etc.)

’

@» Made travel reservations (lodging, transportation, tickets
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emmResearched travel ideas offline (magazines, printed visitor guides, etc.)

==Talked to a friend or relative about a future trip
e NONE OF THESE

@» Made travel reservations (lodging, transportation, tickets, etc.)

===Day-dreamed about taking a leisure trip

e==Researched travel ideas online
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Question:In the PAST WEEK, which of the following have you done? (Select all that complete the sentence)

TRAVEL PLANNING IN THE PAST WEEK
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DETERRENTS TO TRAVELING IN THE PAST 6 MONTHS

Question:In the PAST SIX (6) Travel is too expensive right now
MONTHS, which (if any) of the Personal financial reasons
following have kept you from
traveling more than you would
have otherwise preferred? (Select
all that apply)

Gasoline was too expensive

Airfare was too expensive

I'm too busy at work

Not enough PTO /vacation time

Safety concerns - risk of contracting the COVID virus
Crowds - too many people traveling

The possibility of flight cancellations

(Base: All respondents, 4,023 completed surveys. Health/llIness

Data collected April 182, 2023.) Safety concerns (other non-COVID related)

The pandemic is not 100% over

Sold out/No reservations available

Lack of availability (at hotels, golf courses, spas, etc.)

NONE OF THESE

0% 20% 40% 60%
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DETERRENTS TO TRAVELING IN THE PAST 6 MONTHS

Question:In the PAST SIX (6) Travel is too expensive right now
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DETERRENTS TO TRAVELING IN THE PAST 6 MONTHS—TIME SERIES

Question:In the PAST SIX (6) MONTHS, which (if any) of the following h&ept you from traveling more than you would have
otherwise preferred? (Select all that apply)

e[ ravel is too expensive —=Casoline too expensive «++ Personal financial reasons
o
60% aewAirfare was too expensive = =Safety concerns - risk of contracting the COVID virus ===The possibility of flight cancellations
The pandemic is not 100% over e Safety concerns (other non-COVID related) —NONE OF THESE
40%
20%
0%
‘Y D D D D D
c¥ S SV S N S S N S S N
N N & N R o 3 o K K O
so\ v)) X (o) éo 00 N «? &0 v.Q &0

Destination ¢ Analysts  (Base: All respondents, 4,000+ completed surveys each wave. Data collected-Migy22223.)
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American Travelers’ Predictions for 2023

% SHOWN ARE THOSE THAT SAY HIGCH LIKELIHOOD/CERTAINTY

PERSONAL

2023 will be a
TRAVEL INDUSTRY  great year for me" FINANCIAL

"Price gouging will (30%) “Interest in investing in
become more common” (’;) cryp tocurre?c:es‘ Wik
(24%) ~ decrease” (23%
-~
/';\ o)
'RIPS ‘.. ! MEDIA

"TikTok will become America’s
most popular social media
channel” (18%)

“I'll take a dream trip to
somewhere exciting”
(23%)

o
\ *,
,_. -~
“More authentic, less p—— “The war between
commercial travel NG Ukraine and Russia will
y - :
experiences will grow in  F AR\ U expand into other
popularity” (16%) B N\l countries” (14%)
. '.-'""’-,," \'.L ‘:‘."' P
\ v

g
V9,
~ -



2023 OUTLOOK

Question:Let's talk about next % Certain or Extremely Likely

yealr. Thlnklng about how Wildfires will be a problem in the western USA
_ _ 2023 will be a great year for me personally
2023 will eVOIVe’ how “kely Price gouging will become more common in the travel industry

Labor shortages will be a problem for the travel industry

do you think each of the

Interest in investing in cryptocurrencies will decrease

fO”OWing will be? (Please use I'll take a dream-trip to somewhere exciting in 2023
Domestic travel will become generally more frustrating

the scale below to give us your American cities will become more dangerous and unmanageable places to visit
TikTok will become America’s most popular social media channel

best guesdor each) COVID will be largely a thing of the past

More authentic, less commercial travel experiences will grow in popularity
The war between Ukraine and Russia will expand into other countries

I'll be more proactive in reducing the impact of my travel on the environment
(Base: All respondents, 4,017 completed Travelers will sour on the use of home rental services like Airbnb, VRBO, etc.

surveys. Data collected Decemb&X4]15 Popular National Parks will be over-run with tourists
2022.) Artificial intelligence will begin to replace travel agents/advisors

The US stock market will enter a bull market (i.e., stock prices will rise strongly)
The appeal and use of social media "travel influencers" will decline

Gasoline prices will fall significantly during the year

| will purchase my first virtual reality headset

Travel agents/advisors will be used more by travelers

America will be pulled into a war in Asia

The metaverse will start replacing some real-world travel

0% 10% 20% 30% 40%
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B Third most bothersome B Second most bothersome B Most bothersome

Dirty or unclean hotel rooms | e
Unclean public restrooms || R
Flight delays or cancellations | TS
Misbehaving children | R
Travelers acting rudely to service staff || R
People talking loudly on their cell phones |
Highway /Road construction delays IS

Price gouging (hotels)

Question:

What are your travel
Price gouging (airlines)

|
B A
pet peeveS? Drunk/belligerent air travelers [ RN
Hotel rooms not being ready on arrival | IR
|
D
I
B
H

Long stretches of road without rest stops, gas stations, etc.
Price gouging (airport businesses)

Please select those Speed raps

People who cut the line to board the plane

O u fl n d m OSt Airline passengers abusing overhead compartments
y Barefoot people on flights [
When nothing in the airport is open [

bOth e rSO m e ! (CI I Ck Hotels with no or limited housekeeping service [

Passengers not using headphones [

and drag as many Snoring possengers NN

Poor signage at airports [N
aS 3) Armrest hogs on airlines [
Seatmates on airlines who talk to you [

Being solicited for credit cards in the airport IR

Rookie travelers at the TSA security line B

Not enough electric vehicle (EV) infrastructure |
0% 10% 20% 30% 40%

Destination ¢Ana lysts

(Base: All respondents, 4,057 completed surveys. Data collected Mar@028.)




COMPARED TO BEFORE THE PANDEMIC, HOW

WOULD YOU RATE EACH OF THE FOLLOWING




HOW HAS THE TRAVEL EXPERIENCE CHANGED?

Question:Compared to before the pandemic, how would you rate each of the following aspects of
traveling right now?

The Good The Bad

B Improved Much improved B Much worse Worse
My ability to rrz\\,/eelfun and enjoy 17.9% 9.9% The overall cost of traveling 25.5% 40.8%
At h ibe in th
mc;fsﬁen':ﬁ(;;:: veis;: © 18.0% 7.2% Value for the money | receive R 35.6%
Customer service in hotels 17.4% 6.8% Behavior of other travelers RVANZA 32.9%
Value for the money | receive 11.9% 6.1% Reliability of qi.r ’rro!\{el (timeliness, flight | 4.3% 30.9%
availability, etc.)
Behavior of other travelers 11.8% 5.6% Customer service in hotels . 19.6%
Reliability of air travel (timeliness, 10.6% 5.6% Atmosphere or vibe in the destinations | 5
flight availability, etc.) =0 e visit I 17.2%
The overall cost of traveling -7% My ability to have fun and enjoy travel l] 4.7%

Destination ¢ Analysts (Base: All respondents, 4,023 completed surveys. Data collected Apa0ixs. )
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Sticker Shock

is the surprise and dismay a
traveler might experience on
being informed of a product or
service's unexpectedly high
price.



Question:

Thinking of the last
time you were
planning a trip (l.e.,
prior to leaving
home), did you
experience any
sticker shock?

(Base: All respondents, 4,180 completed surveys. Data collectee2Max0P3.)

Destination ¢Ana lysts



Question:

For which of the
following did you
experience sticker
shock?

(Select all that apply)

Destination ¢Ana lysts

Hotel rates 60.2%

Airfare 50.2%

Restaurants and dining cost 46.8%
Entertainment, recreation or attractio
1 0
costs 41.9%
Automobile rental fees 31.8%

Cruise prices 14.9%

NONE OF THESE|2.1%

(BaseRespondenisho experienced sticker shock while planning their most recent trip,
1,589 completed surveys. Data collected Me&®3112023.)



Question:

Upon experiencing
this sticker shock,
which (if any) of the
following did you
do?

(Select all that apply)

Destination ¢Ana lysts

Found less expensive ways to travel
or ways to save money

Chose to visit a less expensiv 0
destination(s) . 25.8% (10%)
Cancelled my travel plans entirely. 14.8% (6%)

% of all
NONE OF THES 11.4% travelers

Increased my overall budget for th
trip

BaseRespondenisho experienced sticker shock while planning their most recent trip,
1,589 completed surveys. Data collected Me&®3112023.)






PASSION PROFILES

*  Music festivals (multi-day events) * Attending professional sports

*  Musical concerts (pop, rock, hip hop, alternative, modern, etc.) * Attending college sports

*  Musical concerts (classical, symphonies, etc.) * Asian pop culture (Anime, Manga, K-Pop, etc.)
*  Mountain biking (off road or gravel) * Video games - Video gaming

*  Motorcycle touring * Golf

* Hunting (Big game) * Fishing (Freshwater)

*  Hunting (Birds, small game) * Fishing (Saltwater or deep seq)

* Hiking (day hikes) * Enjoying theme or amusement parks

* Hiking (over-night on trail, longer haul) e Skiing or snowboarding

* Camping * Birdwatching - Birding

* Recreational vehicle travel * Crafting, DIY or creative projects

* Food and cuisine * Fitness, health and wellness

* Wine * Vegan foods & lifestyle

* Craft beers * Fashion

* Sailing or boating * International travel (taking trips outside the USA)
* Canoeing, kayaking or rafting *  Muarijuana or cannabis-related products

* Photography * Gaming or gambling

* Bars, nightclubs * Geocaching

* Theater or plays, (on or off Broadway productions) * Shopping

* Art museums * Visiting historical sites and attractions

*  Voluntourism activities (Volunteering while traveling)
* Agri-tourism



BEST PRACTICES IN TIKTOR CONTENT FOR TRAVEL
BRANDS FULL REPORT IS AVAILABLE TODAY!

SCAN
HERE TO
PURCHASE!




MORE RESEARCH WE €

* Visitor & Target Audience Profiles
* Audience Persona Identification

° Brand Performance

* Resident + Stakeholder Research

* Advertising Testing

PROVIDE
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