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We’re a creative insights firm shaping strategies that 
capture hearts, minds, and market share .
Bringing the future of travel 

within reach



The State of the American Traveler

● 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. 

● Surveys collected thru August  2026

● Confidence interval of +/ - 1.55%

● Data is weighted to reflect the actual 

population of each region
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Travel Sentiment
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9.1%        

25.6%        

38.7%        

19.2%        

7.4%        

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

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

34.7%
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)

(Base: All respondents, 4,002 completed surveys. Data collected July 16 -25, 2026.)

A greater proportion of Americans say now is a 
good time to spend on travel than say it’s not

26.6%
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Question:  Thinking only of your household's finances, do you feel NOW is a good or bad time for you to spend money on leisure travel? 

2022 2023 2024 2025
% Good time or Very good time

% Bad time or Very bad time

Avg. = 30.8% Avg. = 30.2% Avg. = 33.8% Avg. = 34.1%

2026

Avg. YTD= 34.6%

(Base: All respondents, 4,018 completed surveys. Data collected August 17 -23, 2026.)

A greater proportion of Americans say now is a 
good time to spend on travel than say it’s not
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11.0%        

20.6%        

24.9%        

22.4%        

9.2%        

6.9%        

4.9%        

0% 10% 20% 30% 40%

Extremely high priority

High priority

Somewhat high priority

Neutral

Somewhat low priority

Low priority

Extremely low 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.  (Select one)

Leisure travel will be a(n) 
_________________.

(Base: All respondents, 4,002 completed surveys. Data collected July 16 -25, 2026.)

56.5%

A majority say leisure travel spending will be a 
high - budget priority
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55.7%

50.8%

58.8%

56.5%

62.2%

56.5%
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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.

% Bottom 3 Box Score

% Top 3 Box Score

2022 2023 2024 2025

Avg. = 57.7% Avg. = 53.9% Avg. = 57.8% Avg. = 57.9%

2026

(Base: All respondents, 4,018 completed surveys. Data collected August 17 -23, 2026.)

Travel spending prioritization is in decline

Avg. YTD
= 59.5%
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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): _________

(Base: All respondents, 3,995 completed surveys. Data collected August 17 -23, 2026.)

20.1%        

21.0%        

23.8%        

16.1%        

8.8%        

7.2%        

3.0%        

0% 10% 20% 30% 40%

$10,000 or more

$5,000 - $9,999

$2,000 - $4,999

$1,000 - $1,999

$500 - $999

$100 - $499

Under $100

Mean = 
$5,697

The average American traveler is reporting 
$5,340 for their annual travel budget
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$6,184 
$6,630 

$5,697 
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Maximum Expected Annual 
Travel Spending (Mean)

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

NEXT 12 MONTHS?  Maximum I would spend on leisure travel (next 12 months):

56 wave average 
= $4,908

2022 2023 2024 2025 2026

(Base: All respondents, 4,018 completed surveys. Data collected August 17 -23, 2026.)

Americans’ travel budgets have improved
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6.9%        

0.8%        

2.4%        

2.8%        

7.2%        

8.9%        

13.5%        

15.2%        

20.4%        

13.4%        

3.4%        

5.1%        

0% 10% 20% 30% 40%

10 or more

9

8

7

6

5

4

3

2

1

Zero

I don't know

Question:  

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

(Base: All respondents, 3,812 completed surveys. Data collected August 17 -23, 2026.)

Trip v olume  expectations for the next 
12 months rebounded 

57.6% 
Will take 3 or 

more trips

Mean = 3.8

(3.6 last month)



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

2024 2025 20262022 2023

While down from  the start of the year, leisure trip 
volume expectations are in line with 2025 levels

(Base: All respondents, 4,000+ completed surveys each wave in 2022 -2026.)

2.7

3.2
3.4

3.7 3.8

91.4%

40%
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80%
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Mean Expected Trips (Next 12 Months) % One or More Trips (Next 12 Months)
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36.4%        

31.0%        

31.7%        

26.8%        

20.5%        

15.1%        

12.6%        

10.1%        

11.5%        

7.8%        

10.5%        

6.8%        

4.0%        

3.9%        

20.0%        

0% 20% 40% 60%

Travel is too expensive right now

Gasoline was too expensive

Personal financial reasons

Airfare was too expensive

I'm too busy at work

Not enough PTO/vacation time

Crowds - too many people traveling

Safety concerns (other non-COVID related)

Weather

The possibility of flight cancellations

Health/Illness

Safety concerns - risk of contracting the COVID virus

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

Sold out/No reservations available

NONE OF THESE

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)

(Base: All respondents, 4,018 completed surveys. Data collected August 17 -23, 2026.)

Deterrents to Traveling in the Past 6 Months



14.4%        

42.9%        

27.6%        

10.3%        

4.8%        

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

Strongly agree

Agree

Neutral (neither agree nor

disagree)

Disagree

Strongly disagree

57.3%Question:  
Even in an economic recession, 
I'd consider travel to be a 
worthwhile investment.

(Base: All respondents, 4,018 completed surveys. Data collected August 17 -23, 2026.)

A majority of Americans still feel travel is a 
worthwhile investment, even in a recession.
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55.9%

57.3%

15.1%

10%

20%

30%

40%

50%

60%

70%

% Bottom 2 Box Score

% Top 2 Box Score 

2025

Avg. = 55.9%

2026

(Base: All respondents, 4,018 completed surveys. Data collected August 17 -23, 2026.)

In fact, those saying travel spending is a 
worthwhile investment has grown in 2026. 

Avg. YTD  = 58.4%

Question:  
Even in an economic recession, 
I'd consider travel to be a 
worthwhile investment.



Key Takeaways

Financial barriers including travel costs, gas prices, or 
personal finances are the dominant force constraining 

travel behavior. 

Despite these headwinds, most Americans still consider 
travel a worthwhile investment even in a recession, 

pointing to an audience with durable travel 
commitment that is becoming more value -sensitive 

rather than simply opting out.



K - Shaped Travelers
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What Is the K -Shaped Recovery (and Why Does It Matter for Travel)?

Top 10% 
earners are U.S. travelers who 

make an annual household income 
of $200,000 or more

Lower k 
(Bottom 60%)

segment is comprised of U.S. travelers 
who earn an annual household income 

of less than $100,000

12.7%

16.4%

22.8%

11.6%

8.5%

9.1%

8.8%

7.1%

1.8%

0.5%

0.9%

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

Less than $30,000

$30,000 to $49,999

$50,000 to $79,999

$80,000 to $99,999

$100,000 to $124,999

$125,000 to $149,999

$150,000 to $199,999

$200,000 to $299,999

$300,000 to $399,999

$400,000 to $499,999

$500,000 or more

American Travelers: HHI
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The Divide at a Glance: Travel Behavior

Top 10%
Lower k 

(Bottom 60%)

4.4 
leisure trips

2.6 
leisure trips

90.0% 46.2%

64.7% 18.4%

$12,263 $3,127

20.0 
days available

12.8 
days available

# of Trips Taken

Flew 
Commercial

Traveled Abroad 
(P12M)

Maximum Travel 
Budget

Mean Days 
Available for Travel
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The Divide at a Glance: Demographic Portraits

Top 10%

80.9% 34.1%

58.8% 15.0%

80.8% 49.9%

39.4% 27.7%

Lower k 
(Bottom 60%)

Married

College Graduate

Employed 
Full - time 

Parent to school 
aged children
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Top 10% outpace bottom 60% for overnight 
leisure trips taken.

Question: How many OVERNIGHT trips of each type have you taken in the PAST MONTH?

Base: Top 10%: 348 responses; Low -Income: 2,561 responses.

69.4%

51.6%
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Top 10% Lower k (Bottom 60%)

% Taking 1 or more Overnight Leisure  Trips (Past Month)

2022 2023 2024 2025 2026

Mean delta: 
17.9pp

Mean delta: 
26 .4pp

Mean delta: 
20 .5pp

Mean delta: 
18 .0pp

Mean delta: 
16 .5pp
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48.0%

53.7%
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Top 10% Lower k (Bottom 60%)

Lower k travelers now outpace top 10% in for 
taking recent VFR trips.

Question: How many OVERNIGHT trips of each type have you taken in the PAST MONTH?

Base: Top 10%: 348 responses; Low -Income: 2,561 responses.

% Taking 1 or more Overnight VFR  Trips (Past Month)

2022 2023 2024 2025 2026

Mean delta: 
2 .8pp

Mean delta: 
10.0pp

Mean delta: 
0 .8pp

Mean delta: 
3.1pp

Mean delta: 
- 2 .3pp
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Top 10% Lower k (Bottom 60%)

Top 10% outpace Bottom 60% for overnight 
convention trips taken, but the delta is decli ning .

Question: How many OVERNIGHT trips of each type have you taken in the PAST MONTH?

Base: Top 10%: 348 responses; Low -Income: 2,561 responses.

% Taking 1 or more Overnight Conference/Convention  Trips (Past Month)

2022 2023 2024 2025 2026
Mean delta: 

7 .3 pp
Mean delta: 

20 .3 pp
Mean delta: 

11.6 pp
Mean delta: 

8 .8 pp
Mean delta: 

6 .8 pp
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Top 10% Lower k (Bottom 60%)

Both segments are taking leisure day trips at a 
similar rate in 2026.

Question: How many DAY TRIPS (i.e., no overnight stay) of each type have you taken in the PAST MONTH?

Base: Top 10%: 348 responses; Low -Income: 2,561 responses.

% Taking 1 or more Day  Leisure  Trips (Past Month)

2022 2023 2024 2025 2026

Mean delta: 
3.2pp

Mean delta: 
12. 6 pp

Mean delta: 
6 .1pp

Mean delta: 
1.6 pp

Mean delta: 
- 1.3pp
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Top 10% Lower k (Bottom 60%)

Bottom 60% increasingly is outpacing top 10% 
for taking VFR day trips.

Question: How many DAY TRIPS (i.e., no overnight stay) of each type have you taken in the PAST MONTH?

Base: Top 10%: 348 responses; Low -Income: 2,561 responses.

% Taking 1 or more Day  VFR  Trips (Past Month)

2022 2023 2024 2025 2026

Mean delta: 
- 1.5pp

Mean delta: 
4.8pp

Mean delta: 
- 3.3pp

Mean delta: 
- 6.0pp

Mean delta: 
- 7.7pp
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Top 10% Lower k (Bottom 60%)

Top 10% have taken more trips to attend 
sporting events historically.
Question: In the PAST 12 MONTHS, have you traveled specifically to attend a sporting event?  (Please include travel to professional, semi -
professional, amateur or school -related sporting events) 

Base: Top 10%: 348 responses; Low -Income: 2,561 responses.

% Traveled to Attend a Sporting Event (Past 12 Months)

2022 2023 2024 2025 2026

Mean delta: 
9 .5pp

Mean delta: 
2 4 .3pp

Mean delta: 
15.6pp

Mean delta: 
13.2pp

Mean delta: 
11.1pp
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Top 10% Lower k (Bottom 60%)

The two groups are closer to parity on past trips 
taken to attend a festival/special event.
Question: In the PAST 12 MONTHS, have you traveled (50 -miles or more from your home) specifically to attend a special event of any type 
(music festivals, other festivals, parades, charity or fundraising events, etc.)?

Base: Top 10%: 348 responses; Low -Income: 2,561 responses.

% Traveled to Attend a Festival/Special Event (Past 12 Months)

2022 2023 2024 2025 2026

Mean delta: 
1.3pp

Mean delta: 
14. 9 pp

Mean delta: 
7 .3 pp

Mean delta: 
6. 1pp

Mean delta: 
5 .7pp
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How Travel Barrier Gaps Translate to Behavior

Question:
Thinking about leisure 
travel, do you generally 
prefer to travel by air or 
automobile (i.e., road trips)?

Base: Top 10%: 348 responses; Low -Income: 2,561 responses.

33.8%

33.2%

20.8%

10.5%

1.7%

13.9%

16.7%

26.5%

24.9%

18.0%

Strongly prefer air travel

Prefer air travel

Neutral - I have no preference

Prefer road trips

Strongly prefer road trips

Prefer Air Travel vs. Road Trips

Top 10% Lower k (Bottom 60%)

67.0%

30.6%

12.2%

42.9%
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Spending, Lodging, and Planning Horizons

Question:
How often do you take 
spontaneous leisure trips (i.e., 
trips sparked by impulse 
which begin soon after the 
idea arises)?

Base: Top 10%: 336 responses; Low -Income: 1,948 responses.

74.7%

18.0%

26.7%

44.2%

1.7%

53.9%

39.2%

20.5%

13.9%

18.0%

Full-service/3-4 star hotel/resort

Budget hotel or motel

Peer-to-peer lodging

Luxury or 5-star hotel or resort

Strongly prefer road trips

Paid Lodging Used in the Past 12 Months

Top 10% Lower k (Bottom 60%)
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Spending, Lodging, and Planning Horizons

Question:
How many weeks IN ADVANCE would 
you typically begin planning a 
domestic leisure trip (of at least one 
week in length)? 12.6

9.4

Top 10% Lower k (Bottom 60%)

Average Booking Window 

(In Weeks)

Base: Top 10%: 348 responses; Low -Income: 2,561 responses.
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Top Passions by Segment

Top 10%

International travel

Food and cuisine

Visiting historical sites 
and attractions

Fitness, health & wellness

Wine

1. Food & cuisine

2. Visiting historical 
sites and attractions

3. Musical concerts

4. Shopping

5. Enjoying theme or 
amusement parks

Lower k 
(Bottom 60%)
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Reaching the Top 10% Earners

Top 10%

45.9% 35.8%

17.2% 7.0%

44.9% 24.7%

64.4% 33.2%

29.0% 19.1%

Lower k 
(Bottom 60%)

Uses online video 
for travel research 

Uses commercial 
guidebooks

AI for travel 
planning 

Credit card points 
for travel

DMO official website 
used
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Reaching Lower k Travelers

Top 10%

9.2%

26.3%

13.7%

12.2%

8.2%

13.8%

31.6%

19.6%

34.0%

19.1%

Lower k 
(Bottom 60%)

Free printed 
guidebooks 

Facebook

TikTok

Free Streaming 
services

Free Streaming 
services
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Key Takeaways for the K - Shaped Travelers

American travelers who are budget constrained still view leisure trips as a 
necessity. They are making conscious decisions on how to spend their tightening 
travel budgets, so they still get that worthwhile trip without breaking the bank.

The Lower k segment is largely a drive - market audience. Proximity marketing, 
and gas/cost - reduction messaging have outsized relevance for this segment.

Lower k travelers are more active on Facebook and TikTok than the Top 10%, who 
over- index on premium research channels (commercial guidebooks, travel agents, 
AI). 

Food and historical attractions appeal to both audiences, but concerts, 
shopping, and theme parks are big passions for the Lower k segment.

1

2

3

4



The AI - Assisted Traveler
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Who counts as an AI -Assisted Traveler?

31.9 %  
of U.S. travelers say they 

have used  an artificial 
intelligence tool to plan a 

trip in the past year



The State of the American Traveler, September 2026

Yes , 31.9%        

No , 65.0%        

I don't know , 3.0%        

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

(Base: All respondents, 4,018 completed surveys. Data collected August 17 -23, 2026.)

AI adoption for travel planning continues to grow

17.0%

22.6%

31.9%
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% Used AI Tools for Trip Planning 

(Past 12 Months)
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Demographic Snapshot: Younger, Wealthier, 
Educated, and Urban

46  Years Old

-4.8 Years 
Younger than the 

Average U.S. Traveler

54.2%
40.3%

AI-Assisted

Traveler

Average U.S.

Traveler

Gen Z or Millennial

$122,800 
Household Income

+20.5% Higher than the 
Average U.S. Traveler

40.9%  

Urban Residents

+10.2pp Higher than the 
Average U.S. Traveler

51.4%  

Parents

+19.4pp Higher than the 
Average U.S. Traveler

37.6%
26.2%

AI-Assisted

Traveler

Average U.S.

Traveler

Hold a Graduate Degree

71.1%
56.6%

AI-Assisted

Traveler

Average U.S.

Traveler

Employed Full - Time



The State of the American Traveler

Free AI Tools dominate as Americans’ travel 
planning assistants.

Base: AI -Assisted Travelers, 334  completed surveys

Question:
Do you currently use a PAID Artificial 
Intelligence (AI) service for travel 
planning? (This could include a paid 
or premium version of ChatGPT, 
Gemini, Claude, Perplexity or another 
AI service as listed in the last 
question.)

5.5%

54.7%

8.9%

30.9%

0% 20% 40% 60%

I do not know whether the AI

services I use are paid

No — I only use free AI services

Yes —someone else, such as 

my employer, provides access 

to a paid AI service

Yes — I personally pay for an AI 

service

39.8%



ChatGPT leads as the AI tool of choice for 
travel planning.

4.2%

2.2%

2.4%

5.0%

8.8%

12.3%

22.2%

26.6%

57.2%

77.2%

0% 20% 40% 60% 80% 100%

NONE OF THESE

GitHub Copilot

Jasper AI

DeepSeek

Perplexity AI

Anthropic Claude

Meta AI

Microsoft Copilot

Google Gemini

ChatGPT
Question:
In the PAST TWELVE (12) MONTHS, 
which of these Artificial Intelligence 
(AI) powered tools or chatbots have 
you used SPECIFICALLY TO HELP 
YOU PLAN YOUR TRAVEL? Select all 
that apply.



The State of the American Traveler

They expect to take more trips in the next 12 
months compared to the average.

Base: AI -Assisted Travelers, 1,267 completed surveys

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?

4.1

3.6

AI-Assisted Travelers Average U.S. Traveler

Average Number of Expected Leisure 

Trips in the Next 12 Months



The State of the American Traveler

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? 

They spend more and budget is not their 
primary travel constraint.

Base: AI -Assisted Travelers, 1,284 completed surveys

$7,184 

$5,340 

AI-Assisted Travelers Average U.S. Traveler

Average Maximum Annual Leisure 

Travel Budget in the Next 12 Months



The State of the American Traveler

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? 

They spend more and budget is not their 
primary travel constraint.

Base: AI -Assisted Travelers, 1,284 completed surveys

27.5%

23.2%

24.6%

10.3%

7.1%

6.0%

1.4%

18.5%        

19.3%        

25.9%        

14.7%        

10.4%        

7.9%        

3.3%        

$10,000 or more

$5,000 - $9,999

$2,000 - $4,999

$1,000 - $1,999

$500 - $999

$100 - $499

Under $100

Maximum Annual Leisure Travel Budget in the 

Next 12 Months

AI-Assisted Travelers

Average U.S. Traveler



The State of the American Traveler

Question: 
How much do you agree or 
disagree with this 
statement? Having luxury 
travel experiences is 
usually an important part 
of my leisure trips.

Luxury experiences are a key component of 
their leisure trips.

Base: AI -Assisted Travelers, 1,298 completed surveys

64.0%

46.3%

AI-Assisted Travelers Average U.S. Traveler

% Agree or Strongly Agree



The State of the American Traveler

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)

They stay in upscale hotels, but are open to 
alternatives.

Base: AI -Assisted Travelers who used paid lodging in the past year, 1,193 completed surveys

67.2%

32.1%

33.9%

31.3%

20.1%

62.2%        

33.7%        

24.3%        

20.9%        

13.3%        

Full-service/3 or 4 star

hotel/resort

Budget hotel/motel

Peer-to-peer lodging

Luxury/5-star hotel/resort

Vacation home rental

Top 5 Paid Lodging Used in the Past 12 Months

AI-Assisted Travelers

Average U.S. Traveler



The State of the American Traveler

Question: 
In the past 12 months, have 
you used the opinions of 
a DIGITAL INFLUENCER to 
help plan any travel?

Digital influence is real for the AI - assisted 
traveler, who generally trusts digital voices.

Base: AI -Assisted Travelers, 1,298 completed surveys

41.8%

21.1%

AI-Assisted Travelers Average U.S. Traveler

% Used a Digital Influencer to Plan 

Travel in the Past Year



The State of the American Traveler

Question: 
Do you listen to any 
podcasts on a regular 
basis?

Digital influence is real for the AI - assisted 
traveler, who generally trusts digital voices.

Base: AI -Assisted Travelers, 1,298 completed surveys

58.5%

39.8%        

AI-Assisted Travelers Average U.S. Traveler

% Listening to a podcast 

on a regular basis



The State of the American Traveler

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

Fitness, sports, pop culture, politics, and travel 
lead as the top podcast genres they tune into.

Base: AI -Assisted Travelers, 1,298 completed surveys

24.0%

24.6%

25.1%

26.9%

27.2%

29.3%

33.3%

33.7%

34.3%

35.0%

37.0%

39.2%

45.2%

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

True Crime

Finance

Music

Film & TV

Gaming

Business

Comedy

Technology

Travel

News/Politics

Entertainment/Pop Culture

Sports

Health/Fitness

Top 13 Podcast Genres for AI - Assisted Travelers



The State of the American Traveler

Question: 
In the PAST 12 MONTHS, 
which of these resources 
have you used to help plan 
your travel? 

Their social media footprint is everywhere and 
they are more active online than average.

Base: AI -Assisted Travelers, 1,298 completed surveys

AI Assisted Total Index

55% 35% 157

82.1%

57.1%

AI-Assisted Travelers Average U.S. Traveler

% Used Any Social Media to Plan 

Travel in the Past Year



Audience Poll:

What percent of AI -Assisted 
Travelers have used DMO 
website content to plan a 
trip in the past 12 months?

o 18%
o 26%
o 32%
o 41%

The State of the American Traveler



The State of the American Traveler

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? 

If so, which resources did you use?

AI - Assisted Travelers use DMO resources at 
higher rates than the national average.

Base: AI -Assisted Travelers, 1,298 completed surveys

AI Assisted Total Index

55% 35% 157

23.6%        

15.2%        
10.8%        

40.8%

27.1%

17.7%

0%

10%

20%

30%

40%

50%

Official destination

website

Official visitor guide

(online version)

Official visitor guide

(printed version)

Average U.S. Traveler AI Assisted Traveler

%Using DMO Resource for Travel Planning (P12M)



The State of the American Traveler

Question: Which would you feel more confident about getting local travel advice and opinions from (a person or an 
AI tool)? (Select one) 

Despite AI adoption, AI - assisted travelers still 
largely put more trust in human travel advice.

Base: AI -Assisted Travelers, 1,298 completed surveys

AI Assisted Total Index

55% 35% 157

48.5%

65.0%        

0%

10%

20%

30%

40%

50%

60%

70%

AI-Assisted Travelers Average U.S. Traveler

% Definitely or Probably a Person

21.7%

9.4%

0%

10%

20%

30%

40%

50%

60%

70%

AI-Assisted Travelers Average U.S. Traveler

% Definitely or Probably AI



The State of the American Traveler

25.9%
+8.0% Higher than the 
Average U.S. Traveler

39.2%
+15.0% Higher than the 
Average U.S. Traveler

How to Reach Them: Top Preferred Marketing Channels

46  Years Old

-4.8 Years 
Younger than the 

Average U.S. Traveler

31.3%
+9.1% Higher than the 
Average U.S. Traveler

46  Years Old

-4.8 Years 
Younger than the 

Average U.S. Traveler

$122,800 
Household Income

+20.5% Higher than the 
Average U.S. Traveler

40.3%
+9.5% Higher than the 
Average U.S. Traveler

54.7%
+19.8% Higher than the 
Average U.S. Traveler

40.8%
+17.2% Higher than the 
Average U.S. Traveler

Facebook Instagram

Online Content/Blogs

YouTube

TikTok DMO Website





The State of the American Traveler

Key Takeaways for the AI - Assisted Traveler

This is a high -value, high - frequency segment that travels more, spends 

more so they are worth prioritizing.

Influencer and video investment pays off here, with digital influencers highly 
over - indexing; YouTube, Instagram, and TikTok are all dominant. 

AI - users are largely turning to these tools to create the contours of their 
trips and to surface little known, must do activities. Content to push them 
down to booking is still lacking.

Your DMO website absolutely matters. This resource over - indexes among these 
travelers. Keeping your website up - to - date in content and user experience will 
be a key function of ensuring you retain these travelers in the funnel.

1

2

3

4



Website 
Relevancy 
Co - op

Understanding the Role of 
Travel Websites in the Age of AI



2026 Visitor Guide 
Readership & 
Conversion Research 



The Dispersal Traveler



The State of the American Traveler

How are we defining the Dispersal Traveler?

26.1 %  
of U.S. travelers say they have 

gone out of their way to explore 
less - known  destinations  on trips 

taken in the past 2 years

39.5 %  
of U.S. travelers say they prefer to 

travel during off - seasons for 
leisure

3.0%
Of the total 

Traveling 
Population



The State of the American Traveler

Demographic Snapshot: Older, Better - Off but 
Not Ultra - Wealthy

51  Years Old

+0.5  Years 
Older than the 

Average U.S. Traveler

37.0% 40.3%

Dispersal Traveler Average U.S.

Traveler

Gen Z or Millennial

$114,176 
Household Income

+12.1% Higher than the 
Average U.S. Traveler

10.2%  

LGBTQ

+3.5pp Higher than the 
Average U.S. Traveler

45.0 %  

iPhone Users

-6.5 pp Lower than the 
Average U.S. Traveler

52.5% 49.1%

Disperal Traveler Average U.S.

Traveler

Female Travelers

64.6%

56.6%

Dispersal Traveler Average U.S.

Traveler

Employed Full - Time



The State of the American Traveler

The Dispersal Traveler is a Free - Spirited Explorer

Base: Dispersal Travelers, 105 completed surveys

Question:
How often do you take spontaneous 
leisure trips (i.e., trips sparked by 
impulse which begin soon after the 
idea arises)? 41.5%

20.1%

Dispersal Travelers Average U.S. Traveler

% Very Frequently or Frequently Take 

Spontaneous Leisure Trips



The State of the American Traveler

The Dispersal Traveler is a Free - Spirited Explorer

Base: Dispersal Travelers, 105 completed surveys

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

52.4%

35.2%

Dispersal Travelers Average U.S. Traveler

% Extremely or Very Adventurous



The State of the American Traveler

The Dispersal Traveler is Wellness - Driven

Base: Dispersal Travelers, 105 completed surveys

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?

80.3%

66.1%

Dispersal Travelers Average U.S. Traveler

% Leisure Travel is Important to their 

Well - Being



The State of the American Traveler

The Dispersal Traveler is Committed to 
Sustainability

Base: Dispersal Travelers, 105 completed surveys

Question:
In the NEXT TWELVE (12) MONTHS, I'll 
be more proactive in reducing the 
impact of my travel on the 
environment. 46.6%

29.1%

Dispersal Travelers Average U.S. Traveler

% Strongly Agree or Agree



The State of the American Traveler

The Dispersal Traveler Tend to Be Solo Travelers

Base: Dispersal Travelers, 105 completed surveys

Question:
Solo leisure travel is when someone 
goes on a leisure trip by themselves, 
without friends or companions. In the 
PAST 12 MONTHS, have you taken a 
solo leisure trip?

46.7%

33.1%

Dispersal Travelers Average U.S. Traveler

% Yes



The State of the American Traveler

They are Active, Committed Travelers

Question:
Realistically, how many days will you 
have available for leisure travel in the 
NEXT TWELVE (12) MONTHS?

Base: Dispersal Travelers, 105 completed surveys

16.7
14.7

Dispersal Travelers Average U.S. Traveler

Average Number of Days Available for 

Leisure Travel in the Next 12 Months



The State of the American Traveler

They are Active, Committed Travelers

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?

Base: Dispersal Travelers, 105 completed surveys

$6,970 

$5,340 

Dispersal Travelers Average U.S. Traveler

Average Maximum Annual Leisure 

Travel Budget in the Next 12 Months



The State of the American Traveler

Their Most Differentiating Travel Barriers are 
Logistical and Health - Related

Base: Dispersal Travelers, 105 completed surveys

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?

27.6%

18.6%

17.8%

12.1%        

10.5%

8.2%

Crowds - too many people traveling

Health/Illness

The possibility of flight cancellations

Differentiating Travel Deterrents

Dispersal Travelers Average U.S. Traveler



The State of the American Traveler

They’re Seeking Fewer Crowds, Authenticity, 
and the Chance to Connect with Nature

Question:
Which were important to why you 
decided to visit this out of the way or 
lesser -known destination?

Base: Dispersal Travelers, 105 completed surveys

51.3%        

46.3%        

40.8%        

36.0%        

32.4%        

30.6%        

30.0%        

23.5%        

21.5%        

15.9%        

12.1%        

10.9%        

Fewer crowds

An authentic local experience

Nature, scenery, or outdoor recreation

Novelty or discovery

Local culture and everyday life

Uniqueness or distinctiveness

Adventure

Affordability

Limited commercialization

Support for local businesses and communities

Interesting stories or experiences to share

Festival or special event

Factors Driving Their Decision to 

Visit a Lesser - Known Destination



The State of the American Traveler

They Over - Index on Culture, History, and 
Sensory Experiences

Question:
Tell us about your hobbies and 
passions.  Please use the scale below 
to describe your interest in each.

Base: Dispersal Travelers, 105 completed surveys

63.7%

45.9%

44.7%

44.5%

39.4%

34.7%

34.7%

33.4%

31.2%

30.0%

47.9%

31.1%

27.0%

28.0%

28.7%

22.4%

20.0%

22.0%

19.5%

17.5%

Visiting historical sites and attractions

Classical music concerts/symphonies

Wine

Art museums

Music festivals (multi-day events)

Crafting, DIY or creative projects

Agri-tourism

Photography

Fishing (Saltwater or deep sea)

Craft beers

Top Differentiating Hobbies

Dispersal Travelers Average U.S. Traveler



The State of the American Traveler

Distinct from AI - Assisted Travelers, They  are 
More Traditional, Curated, and Trust - Based

Question:
In the PAST 12 MONTHS, which of 
these resources have you used to help 
plan your travel?

Base: Dispersal Travelers, 105 completed surveys

24.7%

25.3%

24.3%

23.0%

12.3%

9.5%

8.0%

6.3%

15.6%

13.9%

15.1%

10.5%

14.2%

7.0%

5.3%

4.5%

Print travel/lifestyle magazines

Free printed destination guidebooks

TV programming (broadcast or streaming)

Commercial guidebooks

Travel agent

Print newspaper travel sections

Travel-related radio program

Direct mail piece

% Used in the Past 12 Months

Dispersal Travelers Average U.S. Traveler



The State of the American Traveler

They Seek Editorial Content Through More 
Analog Channels Than Other Segments

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? 

Base: Dispersal Travelers, 105 completed surveys

44.8%

38.0%

35.2%

32.9%

27.8%

23.8%

30.7%

32.7%

30.8%

24.2%

22.2%

12.7%

Email

Online search

Facebook

Instagram

Online blogs/articles

Print travel/lifestyle magazines

Top Marketing Channels

Dispersal Travelers Average U.S. Traveler



The State of the American Traveler

They Seek Editorial Content Through More 
Analog Channels Than Other Segments

Question:
 In the PAST 12 MONTHS, have you 
used any of the following social media 
platforms TO PREPARE FOR OR PLAN 
YOUR TRAVELS? 

Base: Dispersal Travelers, 105 completed surveys

42.2%

36.2%

33.9%

26.8%

18.7%

17.6%

20.8%

32.7%

54.7%

48.1%

48.4%

33.5%

21.4%

19.8%

21.9%

17.9%

Youtube

Facebook

Instagram

TikTok

Reddit

Pinterest

X (formerly Twitter)

None of these

Social Media Usage

Dispersal Travelers

AI-Assisted Travelers





The State of the American Traveler

Key Takeaways for the Dispersal Traveler

Official guides and email are your most powerful tools. Content strategy here 
favors editorial depth so reaching this audience with messaging means leading 
with a compelling story rather than visual spectacles.

Pitch depth, not size. Historical sites, art, wine, culinary culture, agri - tourism, 
and photography are their top interests

They want cities and places with earned character, not tourist gloss. 
Secondary markets should consider this their highest - potential segment.

Their over - index on spontaneous travel means last - minute packages, flexible 
booking, and "plan your trip in 24 hours" content styles can work well for this 
audience.

1

2

3

4



The Future of DMO 
Email Marketing



You can now explore these insights using Future Partners AI which was 
purpose built to give you sharper answers, smarter strategy, and faster decisions.

Future Partners AI: 
The Travel 
Industry’s
Insights Agent

For more information & to sign up for your trial visit: 
FuturePartners.com/services/FPAI

https://futurepartners.com/services/fpai/


Thank You!

Info@futurepartners.com

Linkedin.com/company/ futurepartners

instagram.com/ futurepartners.tourism /

Myha Gallagher
Myha@FuturePartners.com
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