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Upcoming Livestreams:

TTRA Webinar with Future Partners: Travel Behavior in
Action - May 20th at 2pm ET

The State of the International Traveler 2025 —
May 21st 3pm ET

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://futurepartners.zoom.us/webinar/register/WN_pG2w5m1oTL2OZ-eIaTsntw
https://futurepartners.zoom.us/webinar/register/WN_pG2w5m1oTL2OZ-eIaTsntw
https://milespartnership.zoom.us/webinar/register/3317355710705/WN_4VWV6bpWTTmB5nsdYE-hNg
https://milespartnership.zoom.us/webinar/register/3317355710705/WN_4VWV6bpWTTmB5nsdYE-hNg
https://ttra.memberclicks.net/052025futurepartners
https://ttra.memberclicks.net/052025futurepartners

Today

‘ Travel Sentiment Overview

Travel in Interesting Times:
Behavioral Shifts

‘ Panel Discussion: The State of
Business & Events

June Livestream

Registration
Future Partners  The State of the American Traveler livestream, May 2025




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

The State of the
Americap P:!'raveler

Weicome back, Future Pw




Methodology

® Monthly tracking surve
y J y United States Census Regions

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

West

Midwest
— Northeast

® Tracks traveler sentiment to generate
insights into domestic travel trends

z?

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

® Survey collected April 16-22, 2025
® Confidence interval of +/- 1.55%

@ Data is weighted to reflect the actual
population of each region

Future Partners



Presentation deck and
recording will be available on

FuturePartners.com
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The American consumer is on the ropes. Tariffs
and anxiety — could deliver the knockout blow

S Employers: Ease the Mental Health
Impacts of Economic Anxiety

My Friends and I Are Rethinking Our
Spending Because of Economic Anxiety




Three-in-ten travelers’ feel their current financial
situation Is better compared to last year

Question: Much better off . 7.0%
Would you say that you (and your 3 O 90/
. 0

household) are better off or worse off
23.9%

financially than you were a year ago? Better off

UNCHANGED - Neither

0
better off nor worse off 42.4%

Worse off 21.0%

26.6%

Much worse off 5.7%

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



Travelers’ assessment of their current financial situation
dipped this month although remains healthier than 2022

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

Inflati K 9% % Worse off or Much worse off
nflation peaks at 9%
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Future Partners Base: All respondents, approx. 4,000 completed surveys per wave



30% feel now Is a good time to spend on leisure
travel while 30% say it Is a bad time

Question:
Thinking only of your household's Yes - Itis a very good time . 6.6%
finances, do you feel NOW is a good or 30 " 1%

Yes - It is a good time _ 23.5%
Iti ith ti r
bad time
No - It is a bad time - 21.5%

No - It is a very bad time - 8.5%

bad time for you to spend money on

leisure travel?

30.0%

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



Confidence that now Is a good time to spend on
leisure travel continues to decline

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?

50 % Good time or Very good time

1 2022 2023 2024 2025

‘M 30.1%

40%

30%

20%

Inflation peaks at 9%
10%
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Future Partners

Base: All respondents, approx. 4,000 completed surveys per wave



Six-In-ten American travelers intend to make
travel a budget priority in the near-term future

Question:

Thinking carefully about how you expect to Extremely high priority _ 12.8% 6 O 5%

spend your income in the NEXT THREE

MONTHS, please use the scale below to High priority _ 20.4%
describe your spending priorities.
i jori 0
Leisure travel will be a(n) : SO el [P, _ 21.3%
Neutral - neither high nor low
i I 20.0%
priority

Somewhat low priority - 8.9%

19.5%

Low priority - 5.5%

Extremely low priority - 5.0%

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



Americans’ intent to make travel a budget
priority in the near-term future is stagnant

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.

2022 2023 2024 2025

% Top 3 Box Score
60.5%

19.5%
% Bottom 3 Box Score
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Future Partners Base: All respondents, approx. 4,000 completed surveys per wave



42% of American travelers feel they

will be better off financially next year

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, May 2025

Much better off

Better off

Just about the same -
Neither better off nor worse
off

Worse off

Much worse off

I 3.9%

0%

10%

18.7%

20% 30% 40% 50%

Base: All respondents, 4,122 completed surveys



American travelers’ sentiments about
their financial future continues to decline

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?

2022 2023 . 2024 0 BB

44.4% 9 44.5%
0 44.2% 0 47.7%  48.1%

39.2%

% Better off or Much better off
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Future Partners Base: All respondents, approx. 4,000 completed surveys per wave



Optimism about Future Finances
by Generation

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% % Better or Much Better
60% . 52.3% 52.9%
42.2% | 42.1%
A0% | 32.4%
0% !
Total Gen Z Millennial Gen X Baby
Boomer+

Future Partners Base: All respondents, 4,122 completed surveys



One-quarter of American travelers expect
to travel more for leisure Iin the next year

Question: | expect to travel about
In the NEXT 12 MONTHS, do you the same for leisure,
expect to travel more or less for 54.4%

leisure than you did in the most
recent 12-month period? (Select
one)

| expect to travel more
for leisure, 24.8%

| expect to
travel less for
leisure, 20.8%

Future Partners Base: All respondents, 4,122 completed surveys



Optimism for greater travel volume
hit another post-pandemic low

20.0% 2022 2023 2024 2025
8.0% !

35.0% 1
31.9% !
30.0% 1
o o0 1 26.2% |/
24.8% |/
20.0% ! I I f I a
expect to travel more 1or leisure
15.0% 1
10.0% 1
5.0% 1
0.0% [
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Future Partners Base: All respondents, approx. 4,000 completed surveys per wave



Areas of Exploration

 Stock Market Performance
 Tariffs and Trade Policies
* Recession Expectations

Future Partners The State of the American Traveler



The Story of the Data:

« Signs of weakening are evident. Travelers are bracing for
economic trouble, as recession fears are rising fast.

« Asignificant (and growing) proportion of travelers say they expect
to change their travel buying and behaviors as a result of these
concerns.

« America’s new trade policies and instability in its equity markets
have already lead a significant share of Americans to consider
adjusting their travel plans.

«  While uncertainty has surged, Americans remain excited to travel
and anticipated spending remains strong

Future Partners  The State of the American Traveler livestream, May 2025
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2-out-of-3 America travelers hold some form of
equity in their portfolios.

Question: 3N1;
Do you currently hold any investments in the 0
stock market (through tools such as a personal
investment portfolio, a 401(k), employer-
sponsored retirement plan, and IRA or college
savings or education funds)?
Yes
66%
| prefer not
to answer

3%

Future Partners  The State of the American Traveler livestream, May 2025 Base: All travelers. 2,067 completed surveys



Greater than 1-in-3 feel volatility in the stock market
IS decreasing the sense of financial security

36 . 6% Greatly decreased - 18.2% 558%

of all travelers

Question:

How has recent volatility in the stock market
affected your sense of personal financial well-

being? (Select one to complete the sentence) Not affected _ 33.8%

Recent volatility in the stock market has
my sense of financial security.

Somewhat increased - 8.0% 104%

Greatly increased I 2.4%

Future Partners  The State of the American Traveler livestream, May 2025 Base: All travelers with stock market investments, 2780 completed surveys
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Travelers are closely following tariffs
and trade policy news

Question:
How closely have you been following Very closely
recent news about U.S. tariffs and trade

policy changes? 73 . 3%

Somewhat closely

31.1%

42.3%

A little 20.1%

Not at all 6.6%

Future Partners  The State of the American Traveler livestream, May 2025 Base: All travelers. 2,067 completed surveys



Travelers seem convinced that trade policy
changes will impact their cost of living

Question:

Do you feel that the new tariffs
will increase your cost of living
in the coming year?

No
14.2%

Yes

71.3%
Not sure

14.5%

Future Partners  The State of the American Traveler livestream, May 2025 Base: All travelers. 2,067 completed surveys



Life stage and iIncome worsen tariff impact
expectations

| ' oY

80%  71.3% 72.2% 73.6% 70.6% /8.6%
- 60.8% |
60% I I
; ;
20% | :
o ! !

Total Gen Z Millennial Gen X Baby $200,000+
Boomer+ HHI

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



More than one-in-ten have already made travel plan
changes due to tariff concerns and over one-third are

considering it

No, my plans

Question: haven’t
Have concerns about tariffs (or changed
trade disputes/tensions) made 52.5%
you reconsider your travel plans
in the next 6 months?
I’m thinking
about
adjusting my Yes, I've
travel already made
35.9% changes
11.6%

Future Partners  The State of the American Traveler livestream, May 2025 Base: All travelers. 2,067 completed surveys






57% of American travelers now expect a
recession in the next six months

Question: Strongly agree 22.8%
| expect the United States will
enter an economic recession

sometime in the NEXT SIX (6)

MONTHS. Agree

56.9%

34.1%

Neutral (neither agree

: 27.1%
nor disagree)

4.5%

Disagree 11.5%

16.0%

Strongly disagree

Future Partners  1he State of the American Traveler livestream, May 2025 Base: All respondents, 4,122 completed surveys



Expectations of an impending recession has
spiked over 20-points since the start of the year

Statement: | expect the United States will enter an economic recession sometime in the NEXT SIX (6) MONTHS.

80% 5022 2023 2024 2025
70%  65.5%
63.6

% : 56.9%
60% -

50%

40%

30% 34.4% 35.6%
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20%

Future Partners The State of the American Traveler livestream, May 2025 Base: All respondents, approx. 4,000 completed surveys per wave



Over half of travelers report being increasingly
careful with their money due to Recession fears

Question: Greatly increased

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

24% 55 4%

33.0%

Somewhat increased

Not affected 29.4%

Somewhat decreased 11.4%

Greatly decreased 3.8%

0% 10% 20% 30% 40%

Future Partners Base: All respondents, 4,122 completed surveys



Recent deterrents to travel are primarily
financial-related

Question:

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

Future Partners

Travel is too expensive right now
Personal financial reasons

Airfare was too expensive

I'm too busy at work

Gasoline was too expensive

Not enough PTO/vacation time
Crowds - too many people traveling
Safety concerns (other non-COVID related)
Weather

Health/llIness

Safety concerns (COVIDrelated)

The possibility of flight cancellations
Lack of availability

Sold out/No reservations available
None of these

D 32.2%
N 30.5%
DN 25.2%
D 21.7%
N 17.9%
I 15.2%

B 10.7%

B 10.4%

B 10.2%

B 77w

B 6.5%

B 5.9%

B 3.4%

B 3.3%

N 23.5%

0% 20% 40%

Base: All respondents, 4,122 completed surveys

60%



Financial reasons are not yet
deterring travel at 2022 rates

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

==Personal financial reasons

50%

===Travel is too expensive right
40% now

sm=(Gasoline was too expensive

3656
25.2%
21.7%

30%

Airfare was too expensive

20% 0°000,°%ce®%e, 0 I'm too bus
see y at work
rd 17.9%
- - ' 4 . i
- S e o o\ ==Safety concerns - risk of contracting the
10% J \- J ‘ - & - - 107% COVID virus
. /8 ==Crowds - too many people traveling
0%
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Future Partners The State of the American Traveler livestream, May 2025 Base: All respondents, approx. 4,000 completed surveys per wave
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Expected travel budgets are still strong.

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

will spend on leisure travel (including

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

MONTHS?

19.2%

22.4%

$2,000 - $4,999 26.3%

$1,000 - $1,999

15.2%

$500 - $999 [N 8.2% Mean =

5,417
$100 - $499 [ 6.0% $5,
under $100 [l 2.7%
0% 10% 20% 30%

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



Expected travel budgets dipped again this
month but remain above the 3-year average

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)

2022 2023 2024 2025

$5,898 45 a5g

$5,693
$5,417

$5,735
$5,412

$4,150 | $4,082 $4,36
$3,787 $3,814

$4,454

$4,030 $3,922 $3,899 $3.719 A $3,996
3,506
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Future Partners Base: All respondents, approx. 4,000 completed surveys per wave



Expected near-term travel appears
to in line with last year’s performance

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

May 2025 [N 26.9%
June 2025 NN 31.9%

July 2025 N 33.9% O
August 2025 GGG 25 4% _ 0O
September 2025 |IIEEEGEGEGEGEEEEN 24 .5%
October 2025 [N 21.9% have eX|St|ng tnp
November 2025 [N 17.1% |
ans

December 2025 [N 17.7% p

Sometime in 2026 I 13.8%

| have no trips currently planned [ 13.9%

Future Partners  1he State of the American Traveler livestream, May 2025 Base: All respondents, 4,122 completed surveys



American travelers anticipate taking
3.7 leisure trips In the next year

10 or more M 5.9%

Question: _ _ o W 11%
IN TOTAL, how many leisure trips Mean April
(of 50 miles or more from your 8 MM 2.7%
_home) do you expect to take 7 B 2.2% 2025 =3.7
in NEXT TWELVE (12) MONTHS?

6 N 6.2%

5 N 8.4%

4 N 14.0%

3 N 16.8%

2 N 20.8%

1 N 13.2%

Zero M 3.7%
| don't know [ 4.9%

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



Travelers continue to cut back on the
number of trips they are planning

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?

Maximum Expected Annual Travel Spending (Mean)

2022 2023 2024 2025
3 . 3 6 3 8 37

mmm Expected trips (mean for next 12 months) % 5 or more trips
.6 3.6 37 "
34 3. 3334 34
3.2 3.1 3232 32 3.2
" 5930 2
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Future Partners The State of the American Traveler livestream, May 2025 Base: All respondents, approx. 4,000 completed surveys per wave






There i1s a core traveler base that feels travel iIs
essential, even in uncertain economic times like these

Statement:
Right now, | consider spending Strongly agree - 8.1% 0
34.3%

money on travel to be essential.

Agree 26.2%

Neutral (neither agree nor

0)
disagree) LT

Disagree 20.7%

32.6%

Strongly disagree 11.9%

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



Viewing Travel Spending as Essential is Impacted
by Age, Income, Residence and Family Status

% Agree or Strongly Agree that Travel Spending is Essential Right Now

60% i i
0% 3439 37.6% 38.3% 42.1% 43.0% 41.3%
i E I I I I E
i ;
Total Millennial Western U.S.  Urban Parentto $100,000+

Resident Resident School-Age HHI

Future Partners The State of the American Traveler livestream, May 2025 C h I Id



Over 53% say even In a recession they
consider travel a worthwhile investment

Question: - 0
Even in an economic recession, I'd S e HOkSue 53 . 2%

consider travel to be a worthwhile

investment.
Neutral (neither agree nor
disagree)
Disagree - 10.7%

Strongly disagree . 7.2%

17.9%

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



Enthusiasm continues: 88% of American travelers
register high excitement levels for travel

Which best describes how excited you are
about LEISURE TRAVEL in the NEXT TWELVE o I 3%

(12) MONTHS? (Please answer using the 11- 8 _ 18.0% 0
- 87./%

point scale below)

O - I am not at all excited I 1.6%

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

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



Excitement levels remain steadily elevated

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

Question

2025

2024

2023

8.3

2022

2021

&
[e¢)

8.18.18.1

63 6.4

6.3

Mean Score on 11-point Scale

G20z |udy
G20z Yyoren
G20z ged
Gz0z uer
7202 98d
202 AON
202 190
720z 1das
20z bny
¥zoz AIne
¥Z0z sung
720z fen
¥z0oz [udy
7202 Yyote
202 Aeniga4
720z Aenuer
€20z 923
€202 AON
€202 100
€20z 1dss
€20z 1snbny
gzoz Aine
€20z aung
€202 feN
€202 |udy
€202 yosen
€20z Arenuga4
ez0z Aenuer
220¢ 1aquiadag
220¢ 1sqWisnoN
2202 1900100

1aquisldes

220z 1snbny
zeoz Aine
Zzog sung
zzoz ey
220z |udy
2202 yote
220z Aeniga4
220z AMenuer
82-92 980
01-8 98d
92-¥2 AON
Z1-0T AON
62-.2 100
GI-€1100
1100-6¢ 1d8s
L1-G7 1des
€-11dss
0z-81 bny
9-1 1snbny
gz-1Z AIne
6-L AIne
Ge-gz aunr
81-97 aun(
11-6 aung

-2 aunt
82-9¢2 ey
zz-0z Ren
G1-€1 Aey
8-9 AeiN

Z ReN - o€ [udy
Gz-€2 |udy
81-97 |udy
11-6 |Udy

-2 1udy
82-92 Yyase
12-61 YoIe

Base: All respondents, approx. 4,000 completed surveys per wave

The State of the American Traveler livestream, May 2025

Future Partners






Poll: What changes are you
seeing In traveling consumer
behavior?

Fewer visitors/customers

Spending less overall

Less willingness to pay for premium
Iitems/upgrades

« Use of rewards/coupons/discounts

None of these

Future Partners



Nearly 70% of travelers report adjusting their approach
to travel to contend with economic concerns

55- 1 %(one of these)

Question:
Have concerns about the economy led Choose more affordable destinations [[[[[NGTEGGGGEEEEEEEEEE 26.5%
you to change your thinking about travel e ———
or travel plans for the NEXT SIX (6) :
MONTHS? If so, please describe how Use rewards programs to save money [ NG 26.1%
below. _ — ,

Reduce spending on activities/attractions [ NGEGEGEGEGNGEEEEEEEE 22.3%
Due specifically to concerns about the shorten the length of trips [ NG 20.1%
economy, | expect to _ )

Reduce spending on accommodations [ NG 18.5%

Choose to drive instead of fly [ NN 18.0%
Travel domestically instead of internationally _ 17.6%
Reduce spending on airfare [N 12.9%
Cancel trips altogether _ 9.5%
NONE OF THESEb-el;I]ZV?Q?nges in my travel _ 28.9%

0% 10% 20% 30% 40%

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



Nearly 70% of travelers expects to be using one of these
(In the next 6 months) to deal with economic concerns.

52-8% (one of these)

Question: Choose more affordable destinations [N 26.8%
Have concerns about the economy led
you to change your thinking about travel Travel less frequently | 26 5%
or travel plans for the NEXT S_IX (6) Use rewards programs to save money [N 26.1%
MONTHS? If so, please describe how
below. Reduce spending on activities/attractions [N 22.3%

o Shorten the length of trips [ 20.1%
Due specifically to concerns about the
economy, | expect to Reduce spending on accommodations |G 18.5%

Choose to drive instead of fly [N 18.0%
Travel domestically instead of internationally _ 17.6%
Reduce spending on airfare _ 12.9%
Cancel trips altogether _ 9.5%
NONE OF THESEb-el;I]ZV(?Q?nges in my travel _ 28.9%

0% 10% 20% 30% 40%

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



Americans will prioritize budget-friendly
behaviors during their summer travel

% Top or Moderate Priority

Question: Using rewards and loyalty programs [ NG 22.7%
How much of a priority will each of the
following factors be in your travel for Booking budget-friendly accommodation [N 40.1%

”
SUMDAIER 2022 Sticking to a strict travel budget [ INGFIEGGEEEEEEE 36.5%
(Please rate each one using the scale Driving instead of flying to save money |GGG 35.6%

below)

Opting for budget-friendly destinations |GGG 35.2%
Focusing on free or low-cost... | I 34.8%
Reducing food/restaurant costs || IINEGEGEGEGEGEGEEEEEE 32.1%
Traveling during off-peak times || NGETNNEGGEGEEEEEE 31.8%
Visiting closer-to-home destinations || NG 23.9%
Splitting costs with travel companions || GGG 21.0%

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

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



There has been a growing sentiment toward
budget-friendly travel.

Question: How much of a priority will each of the following factors be in your travel for SUMMER 2025?

One-Month Change % Top or Moderate Priority
45%
41.6% March 2025 m April 2025
40.6%
40% 38.6%
36.8%
35.5% 35.2%
0
35% 33.1% 33.0% 33.7% 33.7% SEE 32.80 o7
32.0% 31.9%
30% 29.6%
25% 24.0%
22.4% 22 1%
20.0%
20%
15%
Using rewards Booking budget-  Stickingtoa Driving instead of Opting for Focusing on free Reducing Traveling during Visiting closer-to- Splitting costs
and loyalty friendly strict travel flying to save budget-friendly or low-cost food/restaurant  off-peak times home with travel
programs accommodation budget money destinations experiences costs destinations companions

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



This month saw a growing sentiment
toward budget-friendly travel.
% Change (From Previous Month)

Splitting costs with travel companions |GG 10.5%

Question:
How much of a priority will each of the

following factors be in your travel for Reducing food/restaurant costs [|[IINIGGII 8.0%
SUMMER 2025? N |

Sticking to a strict travel budget [ NG 7.4%
(Please rate each one using the scale Visiting closer-to-home destinations [ NG 7.1%

below)
Driving instead of flying to save money |G 6.8%

3o00king budget-friendly accommodation |G 4.9%
“ocusing on free or low-cost experiences [ 4.6%
Traveling during off-peak times [ 2.6%
Using rewards and loyalty programs [ 2.5%

Opting for budget-friendly destinations | 0.0%

-10% 0% 10% 20%

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



International travel expectations have
retreated after reaching record highs

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

Very unlikely 25.8%

45.7%

Unlikely . 14.5%
Neutral (nei_ther likely nor . 14.0%
unlikely)
Likely . 14.9%
Very likely 30.8%

0% 20% 40% 60%

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

Historical data % Top-Two Box

50%

45%

40%

35%

30%

25%

20%

2025

48.2%

2022 2023 2024

45.7%

28.1%
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Worry about how Americans are perceived Is
driving some international travel hesitation

Statement Agreement:

Strongly agree 20.9%

47.6%

“I'm hesitant to travel

internationally because | worry

about how Americans may be Agree
perceived due to recent U.S.

trade and tariff policies.”

26.8%

Neutral (Neither agree

) 29.3%
nor disagree)

14.7%

Disagree

23.0%

8.3%

Strongly disagree

Future Partners The State of the American Traveler livestream, May 2025 Base: All travelers. 2,067 completed surveys






The average planning window for a 1-week
domestic vacation is 11.0 weeks In advance

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

Historical data I
25 or more weeks - 8.0% Mean in Weeks
13
21-24 weeks 5.8% Mean = 12.1 11.7
11.0 Weeks
17-20 weeks
13-16 weeks 11.2%
9-12 weeks 23.3%
5-8 weeks 23.0%
< TS S S S S D
0% 10%  20%  30%  40% S AT eSS S &S
FRYIEIFPLTIRVTIEILFLCITNYE L LSIR
<<Q\vo Oo 0® (<Q\;° v Oo QQ;OQ) (<Q\;o v Oo Q®0® <<Q\:0

Future Partners e state of the American Traveler livestream, May 2025 Base: All respondents, approx. 4,000 completed surveys per wave



Top Destination Inspiration Sources: Search, Online
Content, Email, Social Media, Streaming, Reviews

Question: Please think about Websites found via a search engine

how travel destinations could Email
best reach you with their Facebook
messages right now. Online content (articles and blogs)

Instagram

Streaming video services

Review websites

TikTok

Travel or lifestyle magazines (printed)
Travel podcasts

Broadcast television

Advertisements on the Internet
Official local or state visitor guides (printed)
X (formerly known as Twitter)
Pinterest

Text messages

Newspaper travel sections (printed)
Digital influencers or creators

APPs on my mobile phone

NONE OF THESE

Where would you generally be
MOST RECEPTIVE to learning
about new destinations to visit?
(Please select all that apply)

Future Partners

The State of the American Traveler livestream, May 2025

N 36.1%
N 30.2%
DN 29.1%
N 27.1%
N 23.1%
N 17.6%
I 16.2%
N 14.3%

N 12.3%

N 11.7%

B 0.9%

B 0.2%

B 8.9%

B s.1%

B 8.0%

B 6.9%

B 5.8%

B 4.7%

B 4.0%

B 10.4%

0% 10%

20% 30% 40% 50%

Base: All respondents, 4,122 completed surveys



Destination Inspiration Sources - by Generation

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)

60%
i, S GenZ Millennial B Gen X B Boomer or older
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Over 90% of American travelers regularly stream

Amazon Prime Video (ad-supported)

— 41.4%

Question: Netflix (ad-free) [N 39.9%
To which of these streaming services do Netflix (ad-supported) [N 30.4%
you currently subscribe or regularly watch? Hulu (ad-supported) [N 28.1%
(Select all that apply) Amazon Prime Video (ad-free) [N 23.7%
Disney+ to Disney+ (ad-free) NG 20.8%
Apple TV+ [N 20.0%

HBO Max (ad-free)
Paramount+ (ad-supported)
Hulu (ad-free)
Disney+ (ad-supported)
tubi
HBO Max (ad-supported)
ESPN+
Peacock Premium
Peacock Plus
Paramount+ (ad-free)
Pluto TV
YouTube Premium
Discovery+ (ad-supported)

Discovery+ (ad-free) l 3.5%

Sling TV Il 3.4%

FuboTV M 2.7%

NONE OF THESE M 8.3%

0% 20% 40% 60%

I 19.2%
I 18.8%
I 17.6%
I 17.4%
I 16.9%
I 14.9%
N 14.6%
N 14.4%
I 13.5%
I 12.0%
I 11.1%
BN 10.2%

B 4.4%

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



Top 10 Magazines Consumed (Printed or Online)

Which of these MAGAZINES
(PRINTED OR ONLINE) have you people Magazine [N 12.9%
read or paged through in the _ _
past TWELVE (12) MONTHS? Travel + Leisure Magazine _ 10.9%
(Select all that apply) AARP Bulletin _ 9 4%
National Geographic Magazine _ 7.9%
Southern Living Magazine _ 6.9%
Good Housekeeping Magazine _ 6.8%
Consumer Reports Magazine - 6.4%
Food Network Magazine - 5.9%
TIME Magazine - 5.7%
0% 5% 10% 15% 20% 25%

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



Top Podcast Genres.
Entertainment,
News/Politics,
Health/Fitness,
Sports, Comedy

Question: What podcast genres
do you listen to on a regular basis?
(Select all that apply)

Entertainment/Pop Culture
News/Politics
Health/Fitness
Sports

Comedy

True Crime

Travel

Film & TV

Music

Hobbies

Technology
Business

Gaming

Finance
Cooking/Recipes
History

Self-help
Fashion/Clothing
Religion/Philosophy
Science

Family/Kids
Restaurants/Cuisine
Arts/Literature
Investigative Journalism
Fiction

Real Estate
Cars/Automotive

Career Services/Development

Future Partners
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s 27.2%
R 25.2%
. 21.0%
R 20.5%
. 19.9%
N 16.9%
I 16.2%
N 16.0%
N 15.4%
N 15.0%
N 14.0%
I 13.9%
N 13.1%
I 12.3%
I 11.3%
N 10.4%
I 0.9%

I 8.6%

B 8.5%

N 8.2%

I 7.4%

B 5.8%

B 5.5%

BN 5.2%

B 3.5%

B 6.2%

0% 10% 20% 30%

Base: All respondents

e 30.8%
I 29.7%
I 28.3%

40% 50%

, 4,122 completed surveys



Nearly 17% of American Travelers Used Al Tools
to Help Plan Trips In the Past Year

No, 80.4%

Question:

In the past 12 months, have you used any
Artificial Intelligence (Al) tools specifically
to help you plan (or prepare for) your trips?

Yes, 16.8%

| don't
know,
2.9%

Base: All respondents, 4,122 completed surveys

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



Used Al Tools to Help Plan Trips
(Past 12 Months) by Generation

Question: In the past 12 months, have you used any Artificial Intelligence (Al) tools specifically to help you plan
(or prepare for) your trips?

% Yes
% 0
30% 23 30 26.3%
20% 16.8% 16.1%
0% 8.7%
0%
Total Gen Z Millennial Gen X Boomer or

older

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



Used Al Tools to Help Plan Trips
(Past 12 Months) by Income

Question: In the past 12 months, have you used any Artificial Intelligence (Al) tools specifically to help you plan
(or prepare for) your trips?

% Yes
30% 25.5%
21.5%
20% 16.8%
13.3%
10.1%
0%
Total $200,000 or $100,000 to $50,000 to Less than
more $199,999 $99,999 $49,999

Future Partners The State of the American Traveler livestream, May 2025 Base: All respondents, 4,122 completed surveys
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Business travel rates are holding constant

Business travel PAST YEAR (12 MONTHS)

50%
45%
40%
35%
30%
25%
20%
15%
10%
5%
0%

January 2022
February 2022
March 2022
April 2022
May 2022

Future Partners

% of American travelers taking business trips
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May 2024
June 2024

July 2024
August 2024
September 2024

October 2024
November 2024
December 2024

January 2025
February 2025

March 2025

April 2025

12.0%

20%
18%
16%
14%
12%
10%
8%
6%
4%
2%
0%

Annual Average

18.4%
12.7% I I l
2022 2023 2024 2025

Base: All respondents, 4,122 completed surveys



Convention, conference and group meeting
travel is also stable

Convention & group meeting travel PAST YEAR (12 MONTHS) Annual Average

0,
50% 20%
% of American travelers taking group meeting trips 0
45% 18%
0
40% 16%
0
350 14% 13.3% 13.1% 13.0%
30% 12%
25% 10%
8.4%
20% 8%
15% 6%
0,
10% 4%
0,
5% 204
0% .
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A share of employers appear to be belt
tightening around travel expenditures

No
12.4%

Question:

In the PAST THREE (3) MONTHS, has the
business/organization you work for
implemented any new travel-related cost
control measures (e.g., reduced business
travel, limiting attendance at meetings, new
expense report rules or guidance, etc.)?

| don't

know
12.1%

15.5%

Future Partners  The State of the American Traveler livestream, May 2025 Base: All travelers. 2,067 completed surveys



See, Segment, Analyze, Visualize and Learn More When You
Subscribe to The State of the American Traveler Insights Explorer

The State of the
Americar)w:!'ravele‘r

Welcoma back, Futur

Future Partners



Upcoming Livestreams:

TTRA Webinar with Future Partners: Travel Behavior in
Action - May 20th at 2pm ET

The State of the International Traveler 2025 —
May 21st 3pm ET

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://futurepartners.zoom.us/webinar/register/WN_pG2w5m1oTL2OZ-eIaTsntw
https://futurepartners.zoom.us/webinar/register/WN_pG2w5m1oTL2OZ-eIaTsntw
https://milespartnership.zoom.us/webinar/register/3317355710705/WN_4VWV6bpWTTmB5nsdYE-hNg
https://milespartnership.zoom.us/webinar/register/3317355710705/WN_4VWV6bpWTTmB5nsdYE-hNg
https://ttra.memberclicks.net/052025futurepartners
https://ttra.memberclicks.net/052025futurepartners

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

Gain Comprehensive Marketing ettt oo et Detition Mokt Oreamttion Dt o
Insight on the FO"OWing COuntrieS: 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.

« Argentina * India e u T e g
> AR * Italy e s — s
 Brazil « Japan Gt

 Canada » Mexico e

e > TNl = B | | | | I | | I | | | I ‘ |
« Colombia « South Korea = = KRR |

* France e Spain ' PP P

« Germany « United Kingdom T

For more information reach out to Jennifer@FuturePartners.com
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Let's keep the
conversation going

@ instagram.com/futurepartners.tourism/ E -|-|-I" ]:l..E

A M5
[ s sy

q Info@futurepartners.com HL -

I n Linkedin.com/company/futurepartners Livestream Calendar

Future Partners The State of the American Traveler
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