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Shaping strategies for travel brands and 
tourism leaders that capture hearts , 

minds  and market share
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capture hearts, minds, and market share .
Bringing the future of travel 

within reach
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Presentation deck and 
recording will be available on 
our website:

FuturePartners.com/
services/webinars



Methodology
Monthly tracking survey

Representative sample of adult American 

travelers in each of four U.S. regions  

Tracks traveler sentiment to generate insights 

into domestic travel trends

4,000+ fully completed surveys collected 

each wave. 

Data included in this presentation was 

collected between April 16 ς May 4, 2026

Confidence interval of +/ - 1.55%

Data is weighted to reflect the actual 

population of each region



The State of the American Traveler, March 2026







The Canada - Oriented 
U.S. Traveler

ÅTook at least one leisure trip 50+ miles 
away from home in the past 12 months

ÅAged 18 or earlier

ÅLikely to visit Canada in the next 2 years



Likely Canada visitors are 
traveling than ever more this 
year.

Took at Least 1 Leisure Overnight Trip in the Past Month

(% of Likely Canada Visitors)
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(Base: Likely Canada Visitors, ~800 completed surveys each wave in 2023 -2026)
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Mean Expected Trips % 5 or More Trips

Likely Canada Visitors - Expected Trip Frequency ς Next 12 Months

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

In fact, over the past three years, their travel 
volume been steadily marching upward.

2023
Average: 4.0 trips

5 or more trips: 32.9%

2024
Average: 4.3 trips

5 or more trips: 37.0%

2025 YTD 
Average: 4.4 trips

5 or more trips: 38.1%

2026 YTD 
Average: 4.8 trips

5 or more trips: 43.5%

(Base: Likely Canada Visitors, ~800 completed surveys each wave in 2023 -2026)



20.5%

42.4%

37.1%

12.8%

33.7%

53.6%

0% 20% 40% 60%

High Income ($200K+)

Middle Income ($100K-$199K)

Lower Income(<$100K)

Likely Canada Visitors

Not Likely Canada Visitors

In line with this high travel frequency, likely Canada visitors 
have a significantly higher average household income.

Mean

Question: 
Which best describes the combined 
annual income of all members of 
your household?

$147,955
$118,251

(Base: Likely Canada Visitors, 819 completed surveys. Not Likely Canada Visitors, 3,190 completed surveys.  Data collected April 16 -May 4, 2026.)
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% Parents to School - Aged Children

They are much more likely to be parents to young children 
compared to their counterparts.

Question: 
Are you a parent to school -aged 
children who travel with you at least 
once a year? 

(Base: Likely Canada Visitors, 819 completed surveys. Not Likely Canada Visitors, 3,190 completed surveys.  Data collected April 16 -May 4, 2026.)



11.9%

34.3%

27.1% 26.7%
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Visitors

Millennial Likely

Canada Visitors

Gen X Likely Canada

Visitors

Baby Boomer Likely

Canada Visitors

Generational  Breakouts

Unsurprisingly, given their other demographic markers, 
likely Canada Visitors are most likely to be Millennials.

Question: 
Do you consider yourself?

(Base: Likely Canada Visitors, 819 completed surveys. Data collected April 16 -May 4, 2026.)
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% Identify as LGBTQIA+

They are more almost twice as likely to identify as 
members of the LGBTQIA+ community.

Question: 
Do you consider yourself?

(Base: Likely Canada Visitors, 819 completed surveys. Not Likely Canada Visitors, 3,190 completed surveys.  Data collected April 16 -May 4, 2026.)



10.5%

35.6%

17.2%

6.4%
4.9%
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Canada Visitors

Millennial Likely

Canada Visitors

Gen X Likely

Canada Visitors

Baby Boomer

Likely Canada

Visitors

% Identify as LGBTQIA+

Gen Z represents an outsized proportion of these 
LGBTQIA+ likely Canada visitors.

Question: 
Do you consider yourself?

(Base: Likely Canada Visitors, 819 completed surveys. Data collected April 16 -May 4, 2026.)



Travel Behaviors and Motivators

The Canada -Oriented U.S. Traveler

Current Travel Sentiment

¢ƻŘŀȅΩǎ !ƎŜƴŘŀ

With Miles Partnership

Converting Interest into Visitation



Key Takeaways

Despite American economic headwinds, likely 
Canada visitors are a committed travel audience 

with outsized budgets and strong near -term intent. 
Excitement for travel remains elevated and two -

thirds have trips planned for the remainder of 2026. 
The opportunity for marketers to convert these 

audiences is real, but the window to capture it is 
now.



9.3%

31.9%

37.2%

16.4%

5.1%

7.2%

25.2%

40.9%

19.6%

7.1%

0% 20% 40% 60%

Yes - It is a very good time

Yes - It is a good time

It is neither a good time nor bad time

No - It is a bad time

No - It is a very bad time

Likely Canada Visitors

Not Likely Canada Visitors

41.3%
32.4%

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? (Select one)

21.5%
26.7%

Over four in ten say now is a good item to 
spend on travel, well ahead of other travelers.

(Base: Likely Canada Visitors, 819 completed surveys. Not Likely Canada Visitors, 3,190 completed surveys.  Data collected April 16 -May 4, 2026.)



% Good time or Very good time

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? 
(Select one)

Near - term travel spending sentiment remains elevated 
for likely Canada visitors despite financial uncertainty.

36.4%

45.2%
43.8%
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(Base: Likely Canada Visitors, ~800 completed surveys each wave in 2023 -2026)
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Likely Canada Visitors

Not Likely Canada Visitors Average Maximum Annual Travel Budget

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 I would spend on leisure travel (next 12 months): _________

Their travel budgets have consistently tracked above 
other travelers, a gap that has continued to grow.

40-Month Average = $6,602

(Base: Likely Canada Visitors, ~800 completed surveys each wave in 2023 -2026)

40-Month Average = $4,717



% Leisure Travel as a High Budget Priority

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) _________________.

This is another travel intent metric that has grown 
significantly this year for likely Canada visitors.
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Likely Canada Visitors

Not Likely Canada Visitors

(Base: Likely Canada Visitors, ~800 completed surveys each wave in 2023 -2026)
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25.9% 
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24.3% 
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Sometime

later in 2027

No trips

currently

planned

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

In fact, two - thirds have leisure trips planned in 2026, with 
the largest shares reporting summer trips in the works.

(Base: Likely Canada Visitors, ~800 completed surveys each wave in 2023 -2026)



Travel Behaviors and Motivators

The Canada -Oriented U.S. Traveler

Current Travel Sentiment

¢ƻŘŀȅΩǎ !ƎŜƴŘŀ

With Miles Partnership

Converting Interest into Visitation



Key Takeaways

Likely Canada visitors are more adventurous, more 
luxury -oriented, and more wellness -driven than the 

broader traveler population. Gen Z travelers gravitate 
most strongly towards adventure and wellness when it 

comes to motivating travel experiences, while 
Millennials prioritize luxury much more than Gen Z. 

This underscores the importance of generational 
targeting as a key lever for Canadian destinations 
looking to grow their share of American travelers.



Likely Canada visitors consider themselves more 
adventurous than other travelers.

Question: 
How adventurous do you consider 
yourself to be while traveling? 

(Base: Likely Canada Visitors, 819 completed surveys. Not Likely Canada Visitors, 3,190 completed surveys.  Data collected April 16 -May 4, 2026.)
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