


Methodology

e Monthly tracking survey

® Representative sample of adult American United States Census Regions
travelers in each of four U.S. regions West _
Midwest
® Tracks traveler sentiment to generate insights o ; = ortheast
iInto domestic travel trends - A"f"‘“ T
@ 4,000+ fully completed surveys collected eac “w itk ]
wave. N

® Survey collected July 16-28
® Confidence interval of +/- 1.55%

e® Data is weighted to reflect the actual populat
of each region

e All data (including historic) is available on-

demand with subscription to the Insights Explorer
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Resilient by Design: Turning Crises
INto Strategic Momentum
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Presentation deck and
recording will be avallable on
our web3|te .

FuturePartners COm



Wellness is critical to many American travelers,
and an important reason they travel

Question: _

Think about what motivates you to SIS el _ ERTe

travel. In general, how important is it to 6 /. 8%
you that your leisure trips support your _

physical, mental, or spiritual well-being? Very important _ 34.8%

Moderately important 23.0%

Slightly important . 5.6%

9.2%

Not at all important . 3.5%

Future Partners he state of the American Traveler livestream, August 2025 Base: All respondents, 4,005 completed surveys



More than 45% of American travelers often or always
plan their trip specifically to support their wellness

Question:
How often do you plan leisure trips Always - 16.4%
specifically to support your physical, 45 6%
mental, or spiritual well-being? :
Rarely - 13.3%

Never - 7.0%

20.3%

Future Partners he state of the American Traveler livestream, August 2025 Base: All respondents, 4,005 completed surveys



Wellness Is most motivational to Millennial and
GenX travelers

Question: Think about what motivates you to travel. In general, how important is it to you that your leisure trips support your physical, mental, or spiritual
well-being? (Select one)

% Very Important or Extremely Important

80%
12.2% 71.8%
0 0
70% 67.8% 65,804
61.5%
N .
50%
Total Gen Z Millennial Gen X Baby Boomer+

Future Partners (Base: All respondents, 4,005 completed surveys. Data collected July 16-23, 2025.)



The importance of wellness to travel
INcreases with income

Question: Think about what motivates you to travel. In general, how important is it to you that your leisure trips support your physical, mental, or spiritual
well-being? (Select one)

%Very or extremely Important

80% 75.2% 712.5%
0% 67.8%
60%
50%
40%

65.5% 61.4%

30%
20%
10%

0%
Total $200,000 or more $100,000 to $50,000 to Less than $49,999
$199,999 $99,999

Future Partners (Base: All respondents, 4,005 completed surveys. Data collected July 16-23, 2025.)



More than 75% of parents to school-age children
consider wellness important to their travel

Question: Think about what motivates you to travel. In general, how important is it to you that your leisure trips support your physical, mental, or
spiritual well-being? (Select one)

% Very Important or Extremely Important

80% 75.7%
0 67.8%
0 64.2%
. -
50%
Total Parent to School-Aged Not a Parent to School

Children Aged Children

Future Partners (Base: All respondents, 4,005 completed surveys. Data collected July 16-23, 2025.)



Millennial and GenX-age travelers most
frequently plan trips to support wellness

Question: How often do you plan leisure trips specifically to support your physical, mental, or spiritual well-being?

% Often or Always

o0% 52.9% .
50% 45.6% 45.3% 48.2%
40% 37.7%
30%
20%
10%
0%

Total Gen Z Millennial Gen X Baby Boomer+

Future Partners (Base: All respondents, 4,005 completed surveys. Data collected July 16-23, 2025.)



More than half of travelers with HHI >$100K often
or always plan trips to support their wellness

Question: How often do you plan leisure trips specifically to support your physical, mental, or spiritual well-being?

% Often or Always

60% 55.0%
50% 45.6%
40%
30%
20%
10%

0%

50.7%

43.1%
38.1%

Total $200,000 or $100,000 to $50,000 to Less than
more $199,999 $99,999 $49,999

Future Partners (Base: All respondents, 4,005 completed surveys. Data collected July 16-23, 2025.)



More than one-third of American travelers
say they often or always feel elevated
levels of stress in their daily lives

Question: 0
How often do you feel elevated levels of stress in your Always 10.9% 3 5 . 7 %

day-to-day life?
Often - 24.8%
Sometimes _ 38.1%
Rarely - 22.8%
Never I 3.4%

0% 20% 40%

Future Partners (Base: All respondents, 4,005 completed surveys. Data collected July 16-23, 2025.)



Younger travelers are likely to frequently
feel stress In their day-to-day lives

Question: How often do you feel elevated levels of stress in your day-to-day life?

% Often or Always

oo 51.0% 49.2%
50%
oo 19.2%
20%
_
0%
Total Gen Z Millennial Gen X Baby
Boomer+

Future Partners (Base: All respondents, 4,005 completed surveys. Data collected July 16-23, 2025.)



Stress is much higher in the <$50K HHI
traveler segment

Question: How often do you feel elevated levels of stress in your day-to-day life?

% Often or Always

50% 42.9%
40% 35.7% 33.9% 33.2% 33.2%
30%

20%
10%
0%

Total $200,000 or $100,000to $50,000to Less than
more $199,999 $99,999 $49. 999

Future Partners (Base: All respondents, 4,005 completed surveys. Data collected July 16-23, 2025.)



The majority of American travelers feel
satisfied with their life right now

isfi 0
Question: Very Satisfied 27.0% 71 . 8%
How satisfied are you with your life right now?
Neutral 17.8%
Dissatisfied . 7.8%

Very Dissatisfied I 2.6%

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

Future Partners (Base: All respondents, 4,005 completed surveys. Data collected July 16-23, 2025.)



Boomer-aged travelers, followed by Millennials
are the most satisfied with their lives

Question: How satisfied are you with your life right now?

% Satisfied or Very Satisfied

100%
0
80% 71.8% 70.2% 68.1% [7.9%
60% 57.9%

40%
20%
0%

Total Gen Z Millennial Gen X Baby

Boomer+

Future Partners (Base: All respondents, 4,005 completed surveys. Data collected July 16-23, 2025.)



Money may not buy happiness...but it looks to
buy personal satisfaction

Question: How satisfied are you with your life right now?

% Satisfied or Very Satisfied
100% 91.1%

80% 71.8%
60%
40%
20%
0%

82.5%
69.3%

52.6%

Total $200,000 or $100,000 to $50,000 to Less than
more $199,999 $99,999 $49,999

Future Partners (Base: All respondents, 4,005 completed surveys. Data collected July 16-23, 2025.)
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What the Data Tells Us about the
American Travel Consumer

«  American traveler are feeling some improvements in their current financial
sentiment

. Excitement to travel for leisure remained at near-record levels

. However, several sentiment tracking metrics softened slightly this month,
including their financial outlook (next 12 months), confidence that “now is a good
time to spend” on leisure travel and the prioritization of travel in family budgets.

«  While expectations that the US economy will fall into a recession this year
decreased slightly from the previous month. 2-in-3 American travelers expect to
change their behaviors due to economic conditions.

« Fall travel appears to be on course to match last year’s performance.

Future Partnérstteuidmssmencas Aravsieatvasiiensn lifeawehadBugust 2025



Over 35% of American travelers feel their current
financial situation iIs better than it was a year prior

Question: Much better off - 10.0%

Would you say that you (and your
household) are better off or worse off

financially than you were a year ago?
UNCHANGED - Neither
0

Much worse off . 4.6%

35.9%

22.7%

Future Partners he state of the American Traveler livestream, August 2025 Base: All respondents, 4,005 completed surveys



American travelers’ feelings about their current
financial situation improved again this month and is
up year-over-year

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

2022 2023 2024 2025
% Better off or Much better off

13.2%

Difference

Difference

22.7%
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Nearly half of American travelers feel they will be
financially better off next year compared to now

Question: Much better off - 15.6%
48.6%

LOOKING FORWARD - Do you feel that a

year from now, you (and your household) will
be better off financially, or worse off, or just Better off 33.0%
about the same as now?
Just about the same -
Neither better off nor worse _ 38.3%
off
Worse off - 10.7%

Much worse off I 2.4%

13.1%

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

Future Partners The State of the American Traveler livestream, August 2025 Base: All respondents, 4,005 completed surveys



Travelers again reported 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?

2022 2023 2024 2025

49.7%

51.5%
48.6%

% Better off or Much better off
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PERSONAL FINANCE

Credit card debt reaches $1.21 trillion
— in line with last year’s all-time high,

NY Fed finds
Jessica Dickler . - - . .
@ e “I think most people are generally doing OK, but it wouldn’t take

much for them to not be OK,” said Matt Schulz, chief credit
analyst at LendingTree. “So many Americans are a job loss,

income reduction or medical emergency away from real

financial trouble.”

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



36% of American travelers feel that now iIs a good
time to spend on leisure travel

Question: Yes - Itis a very good time - 10.0%

Thinking only of your household's 36 . O%
finances, do you feel NOW is a good _ _

or bad time for you to spend money Yes - Itis a good time _ 26.1%

on leisure travel?

It is neither a good time nor

0}

pad time . E=
No - It is a bad time _ 18.1%

No - It is a very bad time - 8.5%

26.6%

Future Partners The State of the American Traveler livestream, August 2025 Base: All respondents, 4,005 completed surveys



Confidence that now Is a good time to spend on

leisure travel regressed by 1 point, although Is
performing above 2024

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% 2022 2023

% Good or Very good time
40% 36.0%
33.8%
- W 0
30% - IDg-ﬁZ4/°
Ifrerence
\ 4
2.8%
Difference
26.6%
20%
10%
N N N N N N N N N N N N O 0o 0 0 0 0 o 0O o0 00 o0 OO J§@ §@§ §@§ § § § §&§ 8§ 8§ 8 8 8 10O i W wun wunw wunw w
B O O - e e B T T B B T B T T B T T T T o B S e (o e
CQEa>~c3U>Q_"5'>OCQEE%CE@QB>OCQEE>\CEG’QB‘>OC.QE’C-)_>~C5
SPsc23~"28o0288¢2scfE3~2806288psf&3~28§o0288¢s<cg-a-
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Over 58% of American travelers intend to make
travel a budget priority in the near-term

Question:

Extremely high priority

Thinking carefully about how you expect to

spend your income in the NEXT THREE
MONTHS, please use the scale below to

High priority

describe your spending priorities.

Leisure travel will be a(n)

Future Partners

Somewhat high priority

Neutral - neither high nor low
priority

Somewhat low priority
Low priority

Extremely low priority

The State of the American Traveler livestream, August 2025

Base: All respondents, 4,005 completed surveys



While travel as a budget priority declined from last
month, this metric remains slightly higher than 2024

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. Leisure travel will be a(n)

2022 2023 2024 2025

% Top 3 Box Score 56.8% 58.2%

21.8%

% Bottom 3 Box Score
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Expected annual travel budgets are at an average of
$5,840

Question: $10,000 or more |GGG 2..2%
How much IN TOTAL is the maximum you
will spend on leisure travel (including $5,000 - $9,999 _ 22.0%

airfare, accommodations and all other trip

related spending) during the NEXT 12

MONTHS? $2,000 - $4,999 24,204

$1,000 - $1,999

14.0%

$500 - $999 [ &.8%
Mean =

$100 - $499 [ 6.3% $5.840

under $100 [l 3.5%

0% 10% 20% 30%

Future Partners The State of the American Traveler livestream, August 2025 Base: All respondents, 4,005 completed surveys



Expected annual travel budgets are down slightly from
last month’s record but remain strong.

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):

2022 2023 2024 2025

Maximum Expected Annual
Travel Spending (Mean)

Last Month: Record high $5,979

$5,840

43 wave average = $4,037
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Nearly 9-in-10 American travelers have strong
excitement to travel

- . 10 - | am extremely excited
Question:

Which best describes how excited you 9
are about LEISURE TRAVEL in the NEXT
TWELVE (12) MONTHS? 8

7
6

5

O - | am not at all excited I 1.5%

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

Future Partners The State of the American Traveler livestream, August 2025 Base: All respondents, 4,005 completed surveys



Excitement to travel sentiment remains elevated

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

2022 2023 2024 2025

8.3 84 8.3 8.3 8.3
8.2 a 82 8.2 8.2 _ _ 2 -~ 8.2 82 82 :

7.3 73 A 7.3

Mean Score on 11-point Scale
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Leisure and Visiting Friends/Relatives Trips Lead
a Post-Pandemic Travel Rate High

Question:
How many OVERNIGHT trips of each type have you taken in the PAST MONTH? (Select the correct number of each trip type)

emm| ejsure  =smw\/isit friends or relatives Business ~ ssss(Convention, conference or group meetings  «= @QOther

S N 54.1%
% Who Have Taken 1 or More Overnight Trips in the Past Month '

0.6%

40%

20%

Future Partners (Base: All respondents, 1,200+ completed surveys each wave in 2021. 4,000+ completed surveys each wave in 2022-2025.)



The average American traveler expects to take 3.7
leisure trips In the next year

Question: 10 or more [N 7.1%
IN TOTAL, how many leisure trips
l0.8%

(of 50 miles or more from your
home) do you expect to take M 1.9%
in NEXT TWELVE (12) MONTHS?
(12) B 2.2%
BN 6.6%

N 8.2%
N 13.9%
N 16.1%
N 21.0%
I 13.1%

Zero M 3.7%
| don't know [ 5.2%

Mean = 3.7

— N W A OO N 00 ©

Future Partners The State of the American Traveler livestream, August 2025 Base: All respondents, 4,005 completed surveys



Expected trip volume held constant this month

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?

= Trips expected % 5 or more trips

38
g 37 37
5363536

,,377*3837 3737
3 3.4 33434
32323 3232
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Nearly 86 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)?

September 2025 _ 29.7%
October 2025 _ 27.5%
November 2025 _ 23.5%
December 2025 _ 28.0%
Sometime in 2026 _ 32.5%
None of these _ 14.3%

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

85.7/%

have at least one trip
currently planned

Base: All respondents, 4,005 completed surveys



Nearly 3-in-10 American travelers plan to “travel
more” in the next year

Question: | expect to

In the NEXT 12 MONTHS, do you expect travel about the
to travel more or less for leisure than you same for
did in the most recent 12-month period? leisure, 53.9%

(Select one)
| expect to

travel less for
leisure, 17.0%

| expect to
travel more for
leisure, 29.1%

Future Par' The State of the American Traveler livestream, August 2025 Base: All respondents, 4,005 completed surveys



Plans to “travel more” in the next year improved

% | expect to travel more
40%

Question: 250
In the NEXT 12 MONTHS, do you expect 33.1%

to travel more or less for leisure than you
idi - - 29.1%

did in the most recent 12-month period? 30% 27 90 27 9% .
(Select one) 26.8%

25% 23.7%

20%

15%

10%

February March 2023 April 2024 May 2025 June 2025 July 2025
2022

Future Par' The State of the American Traveler livestream, August 2025 Base: All respondents, 4,005 completed surveys



Nearly one-third of American travelers plan to
spend more on travel in the next year

| expect to spend

ti . less on leisure

Ques on. travel, 18.2%

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)

| expect to spend
more on leisure
travel, 32.4%

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

Future Par' The State of the American Traveler livestream, August 2025 Base: All respondents, 4,005 completed surveys



Travel spending expectations follows the same
upward trajectory as travel volume

% | 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 35% 32.0% 32 4%
period? (Select one) 70 31.2% '
30% 29.3% 28.9%
25%
20%
15%
10%

Feb 2025 Mar 2025 April 2025 May 2025 June 2025 July 2025

Future Par' The State of the American Traveler livestream, August 2025 Base: All respondents, 4,005 completed surveys



International travel expectations jumped up this
month and are at a record high for the second time

this year

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

Very likely 31.7%

48.1%

Likely 16.4%
Neutral 14.2%
Unlikely 13.3%
Very unlikely - 24.4%

0% 20% 40% 60%

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

Historical data

% Top-Two Box

2022 2023 2024 2025

oo 48.2% 48.1%

28.1%
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How are Americans
adapting to the current
economic situation?

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



46.3% of American travelers expect the U.S. will
enter a recession In the next six month

| expect the United States will
enter a recession in the NEXT

SIX (6) MONTHS. Agree _ 30.0%

Neutral

Disagree - 13.1%

Strongly disagree

Future Partners The State of the American Traveler livestream, August 2025 Base: All respondents, 4,005 completed surveys



Recessionary concerns decreased slightly
this month.

% Agree or Strongly agree

80%
Statement: 2022 2023 2024 2025
. 70%
| expect the United States 6"360/
O - .00
will enter an economic
recession sometime in the 60%
NEXT SIX (6) MONTHS.
50%
46.3%
40%
30% 34.4% 35.6%
20%
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Base: All respondents, approx. 4,000 completed surveys per wave



Over 47% of American travelers report they’re
being careful with money due to economic
concerns

Question:
Right now, | am being careful with Strongly agree _ 16.7% 472%
my money because I'm concerned (48.5% last month)

about an upcoming recession.

Disagree - 15.1%

21.9%
Strongly disagree - 6.8%

Future Partners The State of the American Traveler livestream, August 2025 Base: All respondents, 4,005 completed surveys



2-1In-3 American travelers
expect to change their
behaviors due to economic
conditions.

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



More than two-thirds of travelers report adjusting
their approach to travel to contend with economic
concerns

Question: Choose more affordable destinations |GGG 28.0%
Have concerns about the

Use rewards programs to save money [ NG 26.2%
economy led you to change your
thinking about travel or travel Travel less frequently | EEEEG_—_—NNNN 24.5%
plans for the NEXT SIX (6) Reduce spending on activities/attractions [ NG 21.6%

MONTHS? If so, please describe

Shorten the length of trips || NG 18.8%
how below.

Reduce spending on accommodations || INEGEGEGEGEEEEEEEEEE 18.0%
Due specifically to concerns Travel domestically instead of internationally [ NN 17.3%

about the economy, | expect to Choose to drive instead of fly || NG 17.0%
Reduce spending on airfare || GGG 13.3%
Cancel trips altogether [ 8.0%
NONE OF THESE - No changes in my travel behavior [ NN 33.2%

0% 10% 20% 30% 40%

Future Partners the state of the American Traveler livestream, August 2025 Base: All respondents, 4,005 completed surveys



Nearly 60% feel travel is a worthwhile investment even
IN an economic downturn

Question:

Even in an economic recession, I'd Strongly agree - 14.7%

consider travel to be a worthwhile 58 . 7%
investment.

agree | 4 0%
N | ith
eutra (n_elt er agree nor _ 26.2%
disagree)
Disagree - 10.3%

Strongly disagree . 4.8%

Future Partners The State of the American Traveler livestream, August 2025 Base: All respondents, 4,005 completed surveys
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American Travelers Show Interest in Travel for
Major Upcoming Events

Question: Which of the following upcoming events are you interested in traveling to attend? (Select all that apply)

America 250 2026 FIFA World Cup
Total 13.0% Total 18.4%
West 13.4% West 19.8%
Midwest 11.7% Midwest 15.8%
Northeast 15.8% Northeast 18.5%
South 12.2% South 18.9%

Future Partners (Base: All respondents, 1,929 completed surveys. Data collected July 16-23, 2025.)






A majority of American travelers expect to take a
trip this Fall

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

[ |
ol ZELEY have at least one trip
currently planned

32.5% f
14.3% 5 6 . 5%

At the same point in 2024

Sometime in 2026

NONE OF THESE - | HAVE NO
TRIPS CURRENTLY PLANNED

Future Partners The State of the American Traveler livestream, August 2025 Base: All respondents, 4,005 completed surveys



Fall travelers are feeling good about spending on
travel right now

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? 42.4% at the same point in 2024
50% l
Yes - It is a very good time - 10.0% 36.1% 42.7%
40%
Yes - It is a good time _ 26.1%
30% 26.9%
It is neither a good time
or bad time 20%
No - It is a bad time - 18.1% Loy
No - It is a very bad time - 8.5% 0%
Fall Travelers Non-Fall Travelers

0% 10% 20% 30% 40%

Future Partners the state of the American Traveler livestream, August 2025 Base: All respondents, 4,005 completed surveys



Fall travelers feel better about the financial
aspects of travel right now

Same point in 2024

5 0,
Question: ¢
Question: In the PAST SIX (6) m Fall Travelers Non-Fall Travelers
MONT_HS, which (if any) of the A0% 38.0%
following have kept you from 35.8%
traveling more than you would 30.5% 35 60
have otherwise preferred? 30% 29.5% '
26.4% 24.0% )
22 804 24.1% o
P 19.5%
20% ’
15.1%
10%
0%
Personal financial Travel is too Airfare was too Gasoline was too
reasons expensive right now expensive expensive

Future Partners The State of the American Traveler livestream, August 2025 Base: All respondents, 4,005 completed surveys



Fall Travelers are prioritizing travel in their budgets

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.

67.9% at the same point in 2024

80% 1

Extremely high priority [N 13.9% 58.2% 20% 67.7%
High priority [N 20.6% 60%
Somewhat high priority [NEGEGEGEEN 23.6% 50%

45.1%
Neutral [ 20.1% 40%
Somewhat low priority [ 9.5% 30%
0
Low priority [ 6.9% 20%
10%
Extremely low priority [l 5.3%
0%
0% 10% 20% 30% Fall Travelers Non-Fall Travelers

Future Partners The State of the American Traveler livestream, August 2025 Base: All respondents, 4,005 completed surveys



Fall travelers have bigger budgets

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? $5,539 at the same point in 2024

$8,000 /
$7,075

$4.,163
$3,000
$500-$999 [N &.5%
$2,000
$100-$499 [ 6.3% Mean = $5,839
$1,000
under $100 [ 3.5%
$0
0% 10% 20% 30% Fall Travelers Non-Fall Travelers

Future Parh The State of the American Traveler livestream, August 2025 Base: All respondents, 4,005 completed surveys



Fall travelers have diverse travel interests

Question. Fall Travelers: % Extremely high interest or High Interest

Tell us about your hobbies and

passions. Please use the scale T
pelow to describe your interest International travel (taking trips D 5.2%
in each. outside the USA)
Ve raetone N 5-.0%
s ety I <
Shopping _ 38.2%
Enjoying theme or amusement parks _ 35.9%
T e ke NFLor ) I 35 5
S rnonen ey I 35.0%
(xerciv, spas,yoge, organis rood,.. N 3.
Theater or pL:;lr)(;sci u(g; Oor:S(;ff Broadway D 332%

Future Partners The state of the American Traveler livestream, August 2025 Base: Fall travelers, 2,291 completed surveys



Relaxation, visiting friends and family and
escaping stress are prime motivators right now.

Question: Fall Travelers: Reason for most recent trip
P BlliS ElegUE B WO Relaxation I 46.7%
TOOK THIS MOST RECENT

OVERNIGHT TRIP. Which of Visit friends and/or relatives | 43.4%
the following played a role in Escape the stress of my daily life [ INRNNIE 34.5%

your decision to take this trip?

Enjoy nature/spend time in The Great Outdoors || NG 24.0%
Exploration (desire to see or experience new places) [ INGTINGGEEEEEE 22.9%
Self-Care (Enhancing my well-being/happiness) || INGEIGIIIGGGEEEEE 21.6%
Experience the culture of a place(s) | IIEGEGGGIGG 18.7%
Romance/intimacy with my spouse or partner [ NG 15.5%
Experiences for my children [ GG 11.6%

Serendipity - Enjoy the magic of unexpected experiences || IIGG 11.1%
Education or personal growth [ 7.7%

Bragging rights [l 3.9%
NONE OF THESE [l 24.5%

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

Future Partners The State of the American Traveler livestream, August 2025 Base: Fall travelers, 2,291 completed surveys



Wellness is popular with Fall travelers

Question: Think about what motivates you to travel. In general, Question: How often do you plan leisure trips specifically
how important is it to you that your leisure trips support your to support your physical, mental, or spiritual well-being?
physical, mental, or spiritual well-being?

% Important or Very important % Always or Often

80% 72.3% 80%
% 61.7% 0%
60% 60%
50% 500 50.7%
40% 40% 38.7%
30% 30%
20% 20%
10% 10%

0% 0%

Fall Travelers Non-Fall Travelers Fall Travelers Non-Fall Travelers

Future Partners The State of the American Traveler livestream, August 2025 Base: All respondents, 4,005 completed surveys



Fall travelers are more spontaneous

Average Travel Planning Thresholds Spontaneous Travel

How many weeks IN ADVANCE would you typically begin planning a How often do you take spontaneous leisure trips (i.e., trips
domestic leisure trip (of at least one week in length)? sparked by impulse which begin soon after the idea arises)?

Average # Weeks % Frequently or Very frequentl
14 g 40% 0 q y ry ireq y
12 10.9 10.6
10 30%
25.0%

8

20%
6 15.7%
4

10%
2
0 0%

Fall Travelers Non-Fall Travelers Fall Travelers Non-Fall Travelers

Future Partners the state of the American Traveler livestream, August 2025 Base: All respondents, 4,005 completed surveys



These travelers are out there RIGHT NOW
planning their Fall excursions

Question: Fall Travelers: Activities in the past week
In the PAST WEEK, which of the

following have you done? (Select all Talkedto a;r]iﬁ?grg rtrrie;ative about _ 52.3%
that complete the sentence)
Researched travel ideas online [ 48.2%
e e 10 N 6 2
Actively Iool;(iagcfoour nttrjvel deals or _ 31 5%
Saw a plsgceiélwr:;w;it; visit on _ 29 1%
" ransportation, tickets, etcy I 27.5%
e oo I 13.3%
Requested tirr;reai)/z)from work (for - 9. 4%

NONE OF THESE [ 10.0%

In the PAST WEEK | have

Future Partners The State of the American Traveler livestream, August 2025 Base: Fall travelers, 2,291 completed surveys



Fall travelers tell us to reach them through
traditional search, email and social with

destination messaging

Websites found via a search engine

Question: Email
Please think about how travel Facebook
destinations could best reach you Instagram

with their messages right
now. Where would you generally be
MOST RECEPTIVE to learning about
new destinations to visit?

Online content (articles and blogs)
Streaming video services

TikTok

Review websites

Travel or lifestyle magazines (printed)
Travel podcasts

Pinterest

Broadcast television

Advertisements on the Internet

X (formerly known as Twitter)

Official local or state visitor guides (printed)
Text messages

Digital influencers or creators
Newspaper travel sections (printed)
APPs on my mobile phone

Future Partners

The State of the American Traveler livestream, August 2025

Fall Travelers: Receptivity and Marketing Channels

e 37T7.3%
A 34.4%
A 30.5%
——— 27 .5%
I 27.0%
I 20.2%
I 17.6%
I 17.3%

I 14.2%

. 13.7%

I 11.7%

I 10.8%

I 10.7%

I 10.1%

I 8.6%

B 8.3%

B 6.5%

B 5.6%

B 5.1%

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

Base: Fall travelers, 2,291 completed surveys



Social media—particularly YouTube, FB, IG—iIs a
prime means for reaching Fall travelers

Question: Inthe PAST 12 MONTHS, have you used any of the following social media platforms TO PREPARE FOR OR PLAN YOUR
TRAVELS? (Select all that apply) PLEASE ONLY CHECK IF USED FOR TRAVEL PLANNING, IDEAS OR INSPIRATION]

Future Partners

Youtube
Facebook
Instagram

TikTok

Pinterest

X (formerly Twitter)
Reddit

Snapchat

WeChat

Quora

NONE OF THESE

I 32.1%
I 31.5%
I 29.3%
I 19.3%
BN 13.1%

BN 12.3%

B 11.4%

B 7.2%

H1.9%

B 17%
I 40.2%

The State of the American Traveler livestream, August 2025

0%

Use social media
resources to plan trips

Base: Fall travelers, 2,291 completed surveys



Domestic Hotlist: New York, Las Vegas, Florida
and California are Fall travelers’ top destinations

Question: Fall Travelers: Most Desired Domestic Destinations

Which DOMESTIC DESTINATIONS do you
4 19.3%

most want to visit in the NEXT TWELVE (12) New York
MONTHS? (Write in up to five) Las Vegas IS 14.1%

Florida I 13.3%
California NG 9.0%
Orlando IS 7.0%
Chicago NN 6.8%
Miami I 6.7%
Los Angeles N 6.0%
Texas N 5.7%
Hawaii I 5.3%
San Diego I 4.2%
Arizona N 4.2%
Colorado N 1.1%
Boston I 3.6%
San Francisco I 3.6%

Future Partners The State of the American Traveler livestream, August 2025 Base: Fall travelers, 2,291 completed surveys



International Hotlist: Italy, the United Kingdom,
Mexico and Japan are their top picks.

Question: _ _ o
Which FOREIGN DESTINATIONS do you Fall Travelers: Most Desired Foreign Destinations
most want to visit in the NEXT TWELVE (12)
MONTHS? (Write in up to five)

Italy
United Kingdom s 13.9%
Mexico I 12.4%
Japan I 11.4%
France IS 11.3%
Canada NN 11.2%
Spain I 0 .4%
Paris N S.9%
London N S.3%
Ireland I 7.8%
Greece IS 7.0%
Germany I 6.5%
Australia N 4.8%
Bahamas I 4.1%
Jamaica I 3.6%

19.6%

Future Partners The State of the American Traveler livestream, August 2025 Base: Fall travelers, 2,291 completed surveys



Fall Travelers have higher life satisfaction and

lower stress

Question:
How satisfied are you with your life right now?

% Satisfied or Very Satisfied

80% 77.3%

70% 64.3%
60%
50%
40%
30%
20%

10%

0%
Fall Travelers Non-Fall Travelers

Future Par' The State of the American Traveler livestream, August 2025

Question:
How often do you feel elevated levels of stress in your day-to-
day life?

% Always or Often
80%
70%
60%
50%

39.3%
40%

33.1%

30%
20%
10%

0%
Fall Travelers Non-Fall Travelers

Base: All respondents, 4,005 completed surveys



Tomorrow

11:00 AM Pacific

The State of the
AMmerican Traveler
Insights Explorer

Launch Webinar

Future Partners The State of the American Traveler livestream, August 2025
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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.

+

Expects to take 3+ trips In the next year




The Future of the Meetings Industry Future Partners
2025 Co-op Enrollment Open Now!

Fuel your meetings strategy 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)

RVl

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

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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Director of Partner Engagement

Jennifer
Griswo

Jennifer@futurepartners.com

Discuss Your Research Needs
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Future Partners



Thank You!

Future Partners The State of the American Traveler
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