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Methodology

® Monthly tracking survey

United States Census Regions

® Representative sample of adult
American travelers in each of four U.S. .
regions 20

West

Midwest

Northeast

® Tracks traveler sentiment to generate : ,,,
insights into domestic travel trends o« e

® 4,000+ fully completed surveys ! ‘o
collected each wave.

® Survey collected May 16-27
® Confidence interval of +/- 1.55%

® Data is weighted to reflect the actual
population of each region
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Today

‘ Travel Sentiment Overview

‘ The Recession-proof Traveler

‘ America 250 Panel
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= Traveler
s Sentiment t\



The Data Narrative in Brief:

 Traveler financial sentiment remains mostly stable, as do travel
budgets.

« Americans still report being excited to get out and travel, but they’ve
reduced their travel expectations.

 Expectations for travel abroad are dropping after strong growth earlier
in the year.

 Expectations that the US economy will fall into a recession this year
declined last month, but still remains quite high.

« We are seeing strong signs travelers are changing travel and spending
behaviors in response.

Future Partners The State of the American Traveler livestream, June 2025



No Change This Month in How Travelers See Their
Current Financial Situation.

Question: Much better off . 7.0%

Would you say that you (and your 30 6%
|

household) are better off or worse off
23.6%

financially than you were a year ago? Better off

UNCHANGED - Neither

(o)
better off nor worse off 42.7%

Worse off 21.4%

26.7%

Much worse off 5.4%

Future Partners The State of the American Traveler livestream, June 2025 Base: All respondents, 4,003 completed surveys



No Change This Month in How Travelers See Their
Current Financial Situation.

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

% Better off or Much better off

30.6%
J \A Sg {

26.7%

% Worse off or Much worse off
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Confidence that now is a good time to spend on
leisure travel rebounded slightly.

Question: : , . o

Thinking only of your household's Yes - It is a very good time 6.8% o
finances, do you feel NOW is a good or 31 _3 A)
bad time for you to spend money on

leisure travel? Yes - It is a good time _ 24.5%

It is neither a good time nor

(o)
bad time 59.4%

No - It is a bad time 20.2%

29.4%

No - It is a very bad time - 9.2%

Future Partners The State of the American Traveler livestream, June 2025 Base: All respondents, 4,122 completed surveys



Confidence that now is a good time to spend on
leisure travel rebounded slightly.

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?

504 7 Good time or Very good time

40%
) M 1.3%
7 N
30%
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Americans’ intent to make travel a budget priority in the
near-term future dipped.

Question: Extremely high priority _ 11.7% 57 1%

Thinking carefully about how you expect to spend your -
income in the NEXT THREE MONTHS, please use the

scale below to describe your spending priorities. High priority _ 19.2%
Leisure travel will be a(n) .
Somewhat high priority | NG 26.2%
Neutral - neither high nor low
e I 21.7%
priority
Somewhat low priority - 8.9%

Low priority - 6.8%

Extremely low priority - 5.5%

Future Partners The State of the American Traveler livestream, June 2025 Base: All respondents, 4,122 completed surveys



Americans’ intent to make travel a budget priority in
the near-term future dipped.

Question: Thinking carefully about how you expect to spend your income in the NEXT THREE MONTHS, please use the scale below to describe
your spending priorities.

% Top 3 Box Score
57.1%

% Bottom 3 Box Score
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Traveler Excitement Remains High: 87% Report
Elevated Interest in Travel.

Question: 10 - | am extremely excited _ 40.1%

Which best describes how excited you are
about LEISURE TRAVEL in the NEXT TWELVE o I +4%
(12) MONTHS? (Please answer using the 11-

point scale below) 8 -76-4% 87.1%

7 [ r0.3%
6 N 5.9%
5 [ 6.9%
1 | 1.5%
3 || 1.2
2 | 3%
1 | o.7%

0-1am notat all excited || 1.4%

0% 10% 20% 30% 40% 50%
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87% Report

Question: Which best describes how excited you are about LEISURE TRAVEL in the NEXT TWELVE (12) MONTHS?

Traveler Excitement Remains High

Elevated Interest in Travel.
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Mean Score on 11-point Scale

Base: All respondents, approx. 4,000 completed surveys per wave
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Projected Travel Budgets Remain Strong with Modest
Growth in May.

$10,000 or more

19.2%
Question:

How much IN TOTAL is the

$5,000 - $9,999

22.1%

26.6%

maximum you will spend on $2,000 - $4,999

leisure travel (including airfare, $1.000 - $1.999 14.1%

accommodations and all other trip

$500 - $999 8.8%
related spending) during the NEXT - Mean = $5,507
12 MONTHS? $100- $499 [ 6.3%

Under $100 [l 2.8%

0% 10% 20% 30%

Future Partners The State of the American Traveler livestream , June 2025 Base: All respondents, 4,047 completed surveys



Projected Travel Budgets Remain Strong with Modest
Growth in May.

Question: How much IN TOTAL is the maximum you will spend on leisure travel (including airfare, accommodations and all other trip related

spending) during the NEXT 12 MONTHS? Maximum | would spend on leisure travel (next 12 months):

Maximum Expected Annual
Travel Spending (Mean)

$5,507

41 wave average = $4,509
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Travelers Report Improved Confidence in Their

Financial Future.

Question:

LOOKING FORWARD - Do 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?

Future Partners The State of the American Traveler livestream , June 2025

Much better off

Better off

Just about the same -
Neither better off nor worse
off

Worse off

Much worse off

13.0%
__ 45.3%
I 3.2%

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

16.2%

Base: All respondents, 4,122 completed surveys



Travelers Report Improved Confidence in Their
Financial Future.

Question: LOOKING FORWARD - Do 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?

51.8%;1_1%.6% 51.9% 51.5%

45.3%
47.7% 48.1%

42.2%

% Better off or Much better off
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Momentum Stalls: Growth in International Travel
Expectations Slows Again.

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

Historical data

% Top-Two Box

48.2%
o
Very likely - 26.7% o0%
41.6%
- ]
Likely - 14.9%
40% 41.6%
Neutral (neither likely nor o
. 15.3%
unlikely) 35%
Unlikely - 14.8% 30%
) 25% 28.1%
Very unlikely - 28.3% ’
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Nearly 87 percent of travelers have at least one
trip on the books right now.

Question: In which months do you currently have any leisure trips planned (even if only tentatively)?

sune 2025 | 30.2%

suly 2025 | 34.3%

August 2025 |GG 30.3% o
September 2025 |GG 24.7% ] o
october 2025 |GGG 23.5%
November 2025 || I 19.0%
pecember 2025 [ I 27.0%
Sometime in 2026 || GG 17.9%

NONE OF THESE - | HAVE NO TRIPS _ 13.5%
CURRENTLY PLANNED 070

have at least one trip
currently planned

Future Partners The State of the American Traveler livestream, June 2025 Base: All respondents, 4,122 completed surveys



Expected Trip Volume Declines: Travelers Scale Back

Their Planned Travel

Question:

IN TOTAL, how many leisure trips (of
50 miles or more from your home) do
you expect to take in NEXT TWELVE
(12) MONTHS?

Future Partners The State of the American Traveler livestream, June 2025

10 or more
9
8
7
6
5
4
3
2

1
Zero

| don't know

BN 5.5%

 0.8%

B 2.5% Mean May 2025 = 3.5
M 2.0%

I 6.4%

BN 8.4%
N 12.7%
I, 17.6%
N 20.8%
N 14.5%

B 4.0%

B 4.8%

Base: All respondents, 4,122 completed surveys



Expected Trip Volume Declines: Travelers Scale Back
Their Planned Travel.

Question: IN TOTAL, how many leisure trips (of 50 miles or more from your home) do you expect to take in NEXT TWELVE (12) MONTHS?

mm Expected trips (mean for next 12 months) % 5 or more trips

3.9 4.
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Plans to Travel More? Not So Much Right Now.

Question:

In the NEXT 12 MONTHS, do you expect | expect to
to travel more or less for leisure than you travel about the
did in the most recent 12-month period? same for
(Select one) leisure, 55.5%

| expect to
travel less for
leisure, 20.8%

| expect to
travel more for
leisure, 23.7%

Future Partners The State of the American Traveler livestream, June 2025

Base: All respondents, 4,003 completed surveys



Plans to Travel More? Not So Much Right Now.

Question:

In the NEXT 12 MONTHS, do you expect

to travel more or less for leisure than you
did in the most recent 12-month period?

(Select one)

Future Partners The State of the American Traveler livestream , June 2025

40%

35%

30%

25%

20%

15%

10%

33.1%

May 2022

% | expect to travel more

27.9%

May 2023

27.9%

23.7%

May 2024 May 2025

Base: All respondents, 4,003 completed surveys



Travel Spending Expectations Drop Alongside

Trip Plans.

Question:

In the NEXT 12 MONTHS, do you expect
to spend more or less for leisure travel
than you did in the most recent 12-month
period? (Select one)

Future Partners The State of the American Traveler livestream, June 2025

| expect to spend
less on leisure
travel, 21.8%

.

| expect to spend
more on leisure
travel, 28.9%

| expect to spend
about the same on
leisure travel,
49.3%

Base: All respondents, 4,003 completed surveys



Travel Spending Expectations Drop Alongside
Trip Plans.

% | expect to spend more on travel

Question: 40%

In the NEXT 12 MONTHS, do you expect 36.2%
to spend more or less for leisure travel
than you did in the most recent 12-month
period? (Select one)

35%

32.0%

29.3% 28.9%

30%

25%

20%

15%

10%
May 2022 May 2023 May 2024 May 2025

Future Partners The State of the American Traveler livestream, June 2025 Base: All respondents, 4,003 completed surveys



Recession Concerns Ease: Fewer Than Half of
Travelers Now Expect a Downturn.

Strongly agree - 17.8%
O
Question: 47'9 A)
| expect the United States will enter an
economic recession sometime in the NEXT Agree 30.1%

SIX (6) MONTHS.

Neutral (neither agree

nor disagree) 31.2%

Disagree 14.3%

20.9%

6.6%

Strongly disagree

Future Partners The State of the American Traveler livestream , June 2025 Base: All respondents, 4,122 completed surveys



Recession Concerns Ease: Fewer Than Half of
Travelers Now Expect a Downturn.

80%
Statement: % Agree or Strongly agree
. " [o)
| expect the United States will enter 70%
an economic recession sometime in 63.6%
the NEXT SIX (6) MONTHS., 50%
50%
40%
30% 34.4% 35.6%
20%
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How are Americans
adapting to the current
economic situation?

rrrrrrrrrrrrrr



Half of American travelers say they’re being
careful with money due to economic concerns.

Question:

Right now, | am being careful with
my money because I'm concerned
about an upcoming recession.

Monthly Improvement
70%
60% 55.4%
50.7%
50%
40%

30%

20%
April 2025 May 2025

Strongly agree

Agree

Neutral (neither agree
nor disagree)

Disagree

Strongly disagree

Future Partners The State of the American Traveler livestream, June 2025

6.1%

18.6%
50.7%
32.1%

30.2%

13.0%

19.2%

Base: All respondents, 4,122 completed surveys



2-in-3 American travelers
expect to change their
behaviors due to economic
conditions.

rrrrrrrrrrrrrr



71% of travelers expects to be using one of these

(in the next 6 months) to deal with economic concerns.
54.4%

(one of these)

Choose more affordable destinations [N 258.5%
Travel less frequently _ 25.6%
o Use rewards programs to save money [N 24.7%
you to change your thinking about travel
Reduce spending on activities/attractions [N 23.4%
or travel plans for the NEXT SIX (6)

Question:

Have concerns about the economy led

MONTHS? If so, please describe how Choose to drive instead of fly [N 19.2%
Shorten the length of trips [N 79.0%
Reduce spending on accommodations _ 19.0%
Travel domestically instead of internationally _ 18.4%
Reduce spending on airfare _ 14.2%
Cancel trips altogether _ 8.7%

O O TS - Tl g i Iy o N - >
behavior

0% 10% 20% 30% 40%

below.

Due specifically to concerns about the

economy, | expect to

Future Partners The State of the American Traveler livestream , June 2025 Base: All respondents, 4,003 completed surveys



71% of travelers expects to be using one of these
(in the next 6 months) to deal with economic concerns.

50.1%

(one of these)

Choose more affordable destinations [N 258.5%
Travel less frequently _ 25.6%
o Use rewards programs to save money [N 24.7%
you to change your thinking about travel
Reduce spending on activities/attractions | 23.4%
or travel plans for the NEXT SIX (6)

Question:

Have concerns about the economy led

MONTHS? If so, please describe how Choose to drive instead of fly [N 19.2%
Shorten the length of trips [ 79.0%
Reduce spending on accommodations _ 19.0%
Travel domestically instead of internationally _ 18.4%
Reduce spending on airfare _ 14.2%
Cancel trips altogether _ 8.7%

O O TS - Tl g i Iy o N - >
behavior

0% 10% 20% 30% 40%

below.

Due specifically to concerns about the

economy, | expect to

Future Partners The State of the American Traveler livestream , June 2025 Base: All respondents, 4,003 completed surveys



Nearly 70% of Travelers Plan to Use Cost-Saving
Strategies Amid Economic Concerns.

% Top or Moderate Priority

Using rewards and loyalty programs |G 41.8%
Question: Booking budget-friendly accommodation [ NGNNRNGEGNGNENEEEEEEEEEEEEE 40.0%
How much of a priority will each of the Driving instead of flying to save money |G 35.8%
following factors be in your travel for Sticking to a strict travel budget |GG 35.7%
SUMMER 2025? _ . L

Opting for budget-friendly destinations || NG 35.2%
Focusing on free or low-cost experiences [ IEGTNNGNGNGEGEGEGEEEEEEEEEEE 35.1%

Traveling during off-peak times || NEGEENNEGEIGNGEGEEGGEGGEEEEEEE 32.8%

Reducing food/restaurant costs [ NG 37.2%

(Please rate each one using the scale

below)

Visiting closer-to-home destinations [ NGEIEGEGEE 24.6%

Splitting costs with travel companions | NNIEGGNGGI 21.0%

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

Future Partners The State of the American Traveler livestream , June 2025 Base: All respondents, 4,003 completed surveys






More than half feel travel is a worthwhile investment
even in an economic downturn.

Question: Strongly agree - 10.5% 51 _8%

Even in an economic recession, I'd
consider travel to be a worthwhile

pliar Sl agree [ 5%
vestel e | I 25+
disagree)
Disagree - 12.2%

Strongly disagree - 7.5%

19.7%

Future Partners The State of the American Traveler livestream, June 2025 Base: All respondents, 4,122 completed surveys
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The Recession-
proof Traveler
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Future Partners
Recession-Proof Traveler

Agrees that even in an economic recession, they’d
consider travel to be a worthwhile investment.

wf

Expects to take 3+ trips in the next year




Recession-
proof travelers
account for
about 1/3 of the
traveling
population.

Future Partners The State of the American Traveler livestream, June 2025

Statement: Even in an economic
recession, they’d consider travel to be a
worthwhile investment.

Recession-immune
Travelers, 7.6%

0 (Strongly
Agree)

Non-recession- 3 5 m 0%

proof Travelers, ]
65.0% Recession-proof

Recession-proof
Travlers, 27.4%

!

(Agree)

Base: All respondents, 4,003 completed surveys



Recession-proof travelers expect to increase
their travels in the next twelve months.

Expect to Travel More

Question:
In the NEXT 12 MONTHS,_ dc? you expect 60% B o
to travel more than you did in the most 37.2 A) .
recent 12-month period? (Select one) 52.2%

50%

40%

33.0%

30%

20% 16.5%

10%

0%
Non-Recession-proof  Recession-proof Recession-immune
Travelers Travelers Travelers

Future Partners The State of the American Traveler livestream, June 2025 Base: All respondents, 4,003 completed surveys



Recession-proof travelers expect to increase
their travel spending in the next twelve months.

Expect to Spend More on Travel

Question:
In the NEXT 12 MONTHS, do you expect 0%
to travel more than you did in the most 60% F (o) 5
recent 12-month period? (Select one) 43 -7 A) Saklio

50%

40.4%
40%
30%
21.0%
20%
10%
0%
Non-Recession-proof = Recession-proof Recession-immune
Travelers Travelers Travelers

Future Partners The State of the American Traveler livestream, June 2025 Base: All respondents, 4,003 completed surveys



Recession-proof travelers are feeling good
financially and expect the good times to roll.

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

Better off financially than one year ago

80%
70%
60%
50%
40%
30% 25.3%
20%
10%
0%

Non-Recession-proof
Travelers

Future Partners The State of the American Traveler livestream, June 2025

37.6%

41.6%

Recession-proof
Travelers

51.4%

Recession-immune
Travelers

Question: LOOKING FORWARD—do 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?

80%

70%

60%

50%

40%

30%

20%

10%

0%

Expect to be better off financially in a year

51.1%
59.6%
48.8%
42.2%
Non-Recession-proof Recession-proof Recession-immune
Travelers Travelers Travelers

Base: All respondents, 4,003 completed surveys



Across all sentiment
tracking metrics,
recession-proof travelers
perform far better than
other travelers.

rrrrrrrrrrrrrr



They’re ready to travel and
spend money, despite
economic uncertainty.

What else do we know
about them?

rrrrrrrrrrrrrr



No interesting age differences appear.

Average age

Question: 60 — 50.8 Years old ——

In what year were you born? 55

51.1

49.7
50 49.2

45
40
35
30

25

20

Non-Recession-proof Recession-proof Recession-immune
Travelers Travelers Travelers
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Recession-proof travelers skew slightly male.

% Female

Question: 60% 47.6%
What is your gender? 53.8%

50%

49.1%

42.1%

40%

30%

20%

10%

0%
Non-Recession-proof = Recession-proof Recession-immune
Travelers Travelers Travelers
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Recession-proof Travelers more likely to be
urbanites and suburbanites.

Percent Suburban

60%

50%

40%

30%

20%

10%

0%

51.9%
53.5%
s 45.9%
Non-Recession-proof Recession-proof Recession-immune
Travelers Travelers Travelers

Future Partners The State of the American Traveler livestream, June 2025

Percent Large City (Urban)

60%

50%

40%

30%

20%

10%

0%

26.7% 27.1%
Non-Recession-proof Recession-proof
Travelers Travelers

29.2%

36.9%

Recession-immune

Travelers

Base: All respondents, 4,003 completed surveys



They Have Similar Employment Statuses

_ % Employed Full-time
Question:

Which best describes your current 80% 62.6%
employment status?

70% .
59.5% 02.8% el

60%
50%
40%
30%
20%

10%

0%

Non-Recession-proof = Recession-proof Recession-immune
Travelers Travelers Travelers

Future Partners The State of the American Traveler livestream, June 2025 Base: All respondents, 4,003 completed surveys



They’re Slightly More Likely to Have Kids.

% Parents with children
Question:
Are you a parent to school-aged children 50% 32.3%
who travel with you at least once a year? 459

40%

34.7%

35% 31.7%
30% 27.9%

25%
20%
15%
10%
5%
0%

Non-Recession-proof = Recession-proof Recession-immune
Travelers Travelers Travelers

Future Partners The State of the American Traveler livestream, June 2025 Base: All respondents, 4,003 completed surveys



Recession-proof travelers have far greater
incomes to spend on travel

Question: Average annual household income
Which best describes the combined
annual income of all members of your $200,000
household? $137,799
$160,000 $153,873
$133,331
$120,000
$98,382
$80,000
$40,000
$0
Non-Recession-proof Recession-proof Recession-immune
Travelers Travelers Travelers

Future Partners The State of the American Traveler livestream, June 2025 Base: All respondents, 4,003 completed surveys



Demographically speaking
recession-proof travelers
not wildly different, except
when it comes to income.

rrrrrrrrrrrrrr



The State of the American Traveler Insights Explorer:
On-Demand Insights into Your Audiences and Brand Performance

The State of the American Trav... &

P Traveler Snapshot

P The State of the American Traveler

B

P Destination Snapshot
P The State of the American Traveler+

Account Settings

5 2

@

The State of the
American Traveler

Welcome back, Future Partners!




Our New Targeting Solution:

Recession-proof Traveler

Destination-orientation

i.e., Recent visitors or likely visitors (nhext 12 months)




Future Partners

Your
Visitors

& Likely
Visitors

Recession

-Proof
Travelers




Available Soon with Insights

Explorer Subscriptions:

50 States
68 major cities

o Wine country regions

o Lake destinations

o Beach-coastal destinations
79 Foreign countries

Future Partners



Recession-proof Traveler Budgets, by State

(Avg. maximum travel budget of recession-proof travelers
visiting the state in past year or likely to visit in the next year)

Top 5 States Bottom 5 States
California $9,428.32 Mississippi _ $7,470.70
Hawaii _ $9,272.35 Missouri _ $7,449.94
Alaska _ $8,968.89 lowa _ $7,315.37
Texas _ $8,958.16 [;S; I:g?a $7,042.54
$2,500 $5,000 $7,500 $10,000 $2,500 $5,000 $7,500 $10,000

Question: How much IN TOTAL is the maximum you will spend on leisure travel (including airfare,
Future Partners The State of the American Traveler livestream, June 2025 accommodations and all other trip related spending) during the NEXT 12 MONTHS?



Foodie Recession-proof Travelers, by State

(Recession-proof travelers visiting in past year or likely to visit in the next year + Passionate about food)

Bottom 5 States

Oregon 30.6% Montana 24.8%
Hawaii 30.1% South Dakota 24.8%
Rhode 30.0% Tennessee 24.4%
Island
Alaska 29.7% Ohio 24.1%
New York 29.2% Wyoming 24.1%
0% 10% 20% 30% 40% 50% 0% 10% 20% 30% 40% 50%

Question: Tell us about your hobbies and passions. Please use the

Future Partners The State of the American Traveler livestream , June 2025 scale below to describe your interest in each.



DMO-using Recession-proof Travelers, by State

(Recession-proof travelers visiting in past year or likely
to visit in the next year + Used DMOs for travel planning in past year)

Top 5 States

North

Dakota e
=
Arkansas _ 64.2%
0% 20% 40% 60% 80%

Future Partners The State of the American Traveler livestream, June 2025

Bottom 5 States

Sl 50.4%
Carolina
California 50.2%
North o
Carolina aelihe
Nevada 49.6%
Florida 45.2%

0% 20% 40% 60% 80%

Question: In the PAST TWELVE (12) MONTHS, have you used a destination's official
local Visitors or Convention Bureau (or Chamber of Commerce), or state or national
government tourism office to help plan any travel?



NPR Viewing/Listening Recession-proof Travelers, by State

(Travelers visiting in past year or likely to visit
in the next year + regularly watches/listens to NPR)

Bottom 5 States

District of
C’S, e b‘.’ 13.5%
olumbia Arkansas 7.1%
Oregon 13.4%
Oklahoma - 7.1%
California 13.3%
Montana - 7.1%
New York 12.9%
North Dakota 6.8%
P |
ennsyiva 12.3%
nia South Dakota 6.3%
0% 5% 10% 15% 20%
0% 5% 10% 15% 20%

Future Partners The State of the American Traveler livestream , June 2025 Question: Which of these news sources do you use on a regular basis? (Select all they apply)



Fox News Viewing Recession-proof Travelers, by State

(Travelers visiting in past year or likely to visit
in the next year + regularly watches FOX News)

Top 5 States Bottom 5 States
Alabama _47-4% California _30.8%
Kansas _40'9% New York _30.6%
Mississippi _39.7% DiSffiCt?f _30'5%
Columbia
Kentucky _39.4% Oregon 30.0%
E)S::;?a _39'3% Washington 29.2%
0% 0% 20% 30%  40%  50% 0% 10% 20% 30% 40%  50%

Future Partners The State of the American Traveler livestream , June 2025 Question: Which of these news sources do you use on a regular basis? (Select all they apply)



Maybe Colorado wants to know what hotel chains

these travelers use?

Hilton
Question: Marriott
In the PAST 12 MONTHS, in which of Courtyard by Marriott
these hotel brands have you stayed? Hampton Inn
Hyatt

Comfort Inn

Hilton Garden Inn

Best Western

Holiday Inn

Embassy Suites

Holiday Inn Express
Wyndham Hotels & Resorts
DoubleTree

Sheraton

Days Inn

Walt Disney Parks and Resorts

Future Partners The State of the American Traveler livestream, June 2025

Top Chains, % of those using paid lodging

I— 43.6%
I— 10.1%
I 08.2%
I 03.2%
I 20.6%
I 19.1%

I 718.9%

I 16.6%

I 15.5%

N 15.1%

N 74.9%

I 74.2%

N 71.4%

BN 0.8%

BN 0.1%

B 6.3%

Base: Recession-proof state audiences, 706 completed surveys



Maybe New Mexico wants to khnow what airports these
travelers pass through?

Top Chains, % of those using paid lodging

Dallas/Fort Worth International 32.4%
Question: Los Angeles International NN 006.92%
In the PAST 12 MONTHS, which of New York City - John F. Kennedy... I 21.6%
these airports have you used? Atlanta - Hartsfield-Jackson International IEE———— 19.1%
Denver International I 18.3%
Chicago - O'Hare International I 16.6%
Las Vegas - Harry Reid International I 16.1%
Miami International I 14.8%
Phoenix Sky Harbor International I 14.0%
New York - LaGuardia s 13.4%
San Francisco International i 11.2%
Chicago - Midway International = 9.6%
Dallas - Love Field mmmmmm 9. 3%
Philadelphia International = 9.2%
Washington - Reagan International i 9.2%
Charlotte Douglas International I 8.7%
Houston - George Bush Intercontinental il 8.4%
Orlando International i 8.3%
Boston - Logan International i 8.2%
Newark Liberty International i 8.2%

(Select any airport you originated in,
traveled through or into)

Future Partners The State of the American Traveler livestream, June 2025 Base: Recession-proof state audiences, 332 completed surveys



A new perspective on your:

 Top feeder markets
 Detailed media consumption profiles
* Travel interests and behaviors

 Demographics

Future Partners The State of the American Traveler livestream, June 2025



Upcoming Livestreams:

Future Partners & Miles Partnership: The
State of the American Traveler Tech Edition -
June 24 at 3pm ET

Uncover the latest trends in the
resources travelers rely on for travel
decisions and behaviors

Future Partners The State of the American Traveler


https://milespartnership.zoom.us/webinar/register/3317355710705/WN_4VWV6bpWTTmB5nsdYE-hNg
https://milespartnership.zoom.us/webinar/register/3317355710705/WN_4VWV6bpWTTmB5nsdYE-hNg
https://milespartnership.zoom.us/webinar/register/3317355710705/WN_4VWV6bpWTTmB5nsdYE-hNg

|
The Future of the Meetings Industry Future Partners

2025 Co-op Enroliment Open Now!

Fuel your meetings strvategy with fresh
insights from a study of meeting planners

Meeting planner profile (industries serviced, size of meetings, convention center
sourcing, age, meeting planner type, etc.)

Trends (what is likely to increase/decrease over the next several years, what new
trends do you see emerging in the meeting space)

DMO Perceptions (familiarity with DMOs, DMO resources used, what's made for an
exceptional partnership with a destination, what do planners need from destination
partners now)

Marketing to Meeting Planners (summary of advertising best practices, what types of
imagery/information is key to include in destination ads)

Meetings Destination Ratings (rating of all co-op destinations on key attributes like

popularity with attendees, financial favorability, hotel product mix, sourced in the past 5
years, likelihood to source in the next 5 years, and more)

Reach out to Jennifer@FuturePartners.com to sign up!



mailto:Jennifer@FuturePartners.com

The State of the International Traveler:
Insights to Grow Your Share of International
Inbound Visitation

Gain Comprehensive Marketing
Insight on the Following Countries:

Marketing Considerations: Use of Destination Marketing Organization Digital Content

Over one in four international travelers would use Destination
Marketing Organization (DMO) websites to plan their trip, while
under one in five would use DMO social media content.

Digital content from official destination marketing organizations (DMO) continues to be an important resource for international travelers, with 28.0 percent of the aggregate saying they
would use a DMQO's website and 18.0 percent saying they would use a DMO's social media. A third or more of international travelers from Colombia (37.6%), Spain (37.0%), China
(36.1%), India (33.5%), and Argentina (33.0%) would use DMO websites as a planning resource. The top markets who would use DMO social media are India (26.3%), Colombia (26.0%),
China (25.4%), and Japan (23.4%).

* Argentina * India
» Australia « [taly

Use of DMO Websites Use of DMO Social Media 5 . "
(% of wha would use for planning) (% who wouid use this far planning) Use of DMO Online Content for International Travel Planning
= Colombia 6% ™0 26.3% m DMO Website DMO Social Media
e Brazil « Japan e
[China 36.1% China 25.4%
. india 335% apan 23.4%
o Ca na da MeXICO IArgentina 33.0% largentina 20.8%
apan 31.1% Brazil 20.8%
. lAustralia 29.9% Spain 19.9%
« China The Netherlands
Canada 28.6% Canada 16.4%
Germany 26.6% France 14.6%
L italy 24.6% italy 14.3%
« Colombia South Korea
UK. 21.3% [Australia 13.6%
" Brazil 19.8% South Korea 12.9% b ‘\‘a @‘ @"Q 6‘6\ \va \\'a 'aQ ®+ \m QP & %Q ¢}
) Fra n Ce S a In Netherlands 19.1% UK. 12.5% o\° Ao & & &
South Korea 16.5% Netherlands B.4% éé- G_)DQ E—Qb
S
Future Partners  The State of the International Traveler 2024 29

 (Germany

Future Partners

United Kingdom

For more information reach out to Jennifer@FuturePartners.com




Let's keep the
conversation going

@ instagram.com/futurepartners.tourism/

q Info@futurepartners.com

I n Linkedin.com/company/futurepartners Livestream Calendar

Future Partners The State of the American Traveler



Future Partners

Opportunity
powered by insight.
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