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Shaping strategies for travel brands and
tourism leaders that capture hearts,
minds and market share
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Methodology

® Monthly tracking survey

_ _ United States Census Regions
® Representative sample of adult American

travelers in each of four U.S. regions West Midwest

Northeast

® Tracks traveler sentiment to generate insights !

into domestic travel trends —f =
® Survey collected: September 15 - 22 -

® 4,000+ fully completed surveys collected each
wave

® Confidence interval of +/- 1.65%

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

Future Partners The State of the American Traveler, October 2026
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Financial Snapshot

Better off than a year Expect to be better off
ago in a year

31.7% 43.3%

Down from 32.8% last Down from 45.0% last
month and 34.8% in month, below 45.7% a
September 2025 year ago

Better off than a year ago, by segment

Gen 2 I <o
Parents, school-age kids _ 47.8%
Gen X 25.8%

Baby Boomers 20.5%

Future Partners The State of the American Traveler, October 2026

Expect a recession
within 6 months

48.5%

Up from 46.6% last
month and 46.8% a
year ago

Being careful with
money

53.5%

Up from 52.3% last
month and 46.2% a
year ago

Watching spending on recession concerns,

by income

Under $50K
All travelers

$200K or more

34.2%



Top earners are twice as likely as the lowest
earners to feel better off

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

% Better or Much Better

60%
47 1%
39.4%
40%
31.7%
29.2%
22.2%

) .
0%

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

(Base: All respondents, 4,003 completed
Future Partners The State of the American Traveler, October 2026 surveys. Data collected September 15-22, 2026.)



Gen Z is more than twice as likely as Boomers to
feel better off

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

% Better or Much Better

60%
49.4%
43.0%
40%
31.7%
25.8%
20.5%
20%
0%
Total Gen Z Millennial Gen X Baby Boomer+

(Base: All respondents, 4,003 completed
Future Partners The State of the American Traveler, October 2026 surveys. Data collected September 15-22, 2026.)



Fewer travelers expect to be better

off a year from now

% Better or Much Better

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?
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each wave in 2022-2026.)

(Base: All respondents, 1,200+ completed surveys each wave in 2021. 4,000+ completed surveys
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% Agree or Strongly Agree

80%

Recession expectations rose for a second

straight month

Question
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| expect the United States will enter
an economic recession sometime in

the NEXT SIX (6) MONTHS.

surveys each wave in 2022-2026.)

(Base: All respondents, 4,000+ completed
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About half of every generation expects a
recession, Boomers slightly fewer

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

% Agree or Strongly Agree

80%
60%
48.5% 49.9% 50.5% 50.4%
44.4%
40%
20%
0%

Total Gen Z Millennial Gen X Baby Boomer+

(Base: All respondents, 4,003 completed
Future Partners The State of the American Traveler, October 2026 surveys. Data collected September 15-22, 2026.)



Overnight leisure travel is holding well above
last year

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

% Who Have Taken 1 or More Overnight Trips in the Past Month

2022 2023 2024 2025 2026

60% e=ms| eisure eamm\/isit friends or relatives Business e==mConvention, conference or group meetings e
2 /0
51.0%
40%
20% 20.1%
15.8%
0%
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(Base: All respondents, 4,000+ completed
Future Partners The State of the American Traveler, October 2026

surveys each wave in 2022-2026.)



Younger Travelers and Families Are Carrying Overnight Travel

Question: How many OVERNIGHT trips of each type have you taken in the PAST MONTH? (% taking one or more overnight

leisure trip)
BY GENERATION BY PARENT STATUS
80%
70.1%
67.8%
. 64.7%
60% 57.3%
- - —_— e e e —— - - — - Allt I 57.3%
51.5% ravelers b
47.0%
40%
20%
0% . .
GenZ Millennials Gen X Boomers+ Parent, Not a parent of

school-aged kids school-aged kids

Parents of school-aged children are 18.6 points more likely than non-parents to have taken an overnight leisure trip
in the past month.

Future Partners (Base: All respondents, 4,003 completed surveys, September 2026. Gen Z n=275.)



Top earners lead on leisure trips, lower earners
visit family and friends more

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

% 1 or more

M Leisure ®mVFR Business Convention
80%

70% 66.9%

63.6%

60% 57.3%
51.0%

56.6%
° 53.5%

51.2%

50%

40% 34.9%

30%
20.1% 21.3%

17.3% 17.6% 15 79,

20% 15.8%

12.5% 12.7%
10%

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

(Base: All respondents, 4,003 completed
Future Partners The State of the American Traveler, October 2026 surveys. Data collected September 15-22, 2026.)



Lower-Income Travelers Don't Travel Less — They Travel Closer to Home

Question: How many OVERNIGHT trips / DAY TRIPS of each type have you taken in the PAST MONTH? (% taking one or more)

66.9%

B $200,000 or more

60% 53.8% 53.5% Under $49,000
51.9%
49.0%
45.3%
40%
20%
0%
Overnight Day trip Overnight trip to visit
leisure trip (leisure) friends or relatives
Gap: +17.9 pts +1.9 pts -8.2 pts

The 18-point income gap on overnight leisure travel nearly disappears on day trips — and reverses on trips to see

family. Budget-constrained travelers are still moving; they are moving shorter distances.

Future Partners (Base: All respondents, 4,003 completed surveys, September 2026.)



Day trips eased slightly, remain above last year

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

% Who Have Taken 1 or More Day Trips in the Past Month

2022 2023 2024 2025 2026

60%

emm| cisure emmm\/isit friends or relatives e Business Convention, conference or group meetings
56.8%
40%
20%
17.9%
13.1%
0%
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(Base: All respondents, 4,000+ completed
Future Partners The State of the American Traveler, October 2026

surveys each wave in 2022-2026.)



One in three travelers says now is a good
time to spend on travel

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 2026

% Good time or Very good time

40%

33.3%
-
30% 30.0%
20%
— O, — (o) — (o) — (o) —
Avg. = 30.9% Avg. = 30.2% Avg. = 33.8% Avg. = 34.0% Avg. YTD= 34.5%
% Bad time or Very bad time
10%
§ Iy SR8 888 0838333333333 IIIS88988858555288888888¢8
B EEI5325554538553 55855588285 2553858832285335854538858853355
Future Partners

(Base: All respondents, 4,003 completed
The State of the American Traveler, October 2026

surveys. Data collected September 15-22, 2026.)



Travel slipped as a spending 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.

. 2022 2023 2024 2025 2026

% Top 3 Box Score
60%

56.6%
50%

o Avg. = 57.7% Avg. = 53.9% Avg. = 57.8% Avg. = 57.9% Avg. = 59.1%

30%
21.6%
20%
% Bottom 3 Box Score
10%
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(Base: All respondents, 4,003 completed
Future Partners The State of the American Traveler, October 2026

surveys. Data collected September 15-22, 2026.)



Travel's Recession-Proof Status Slipped to Its Lowest Point Since December

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

agree)
65%
60.8%
60%
55% 53.2%
54.7%
50%
N Q% Q% P 2 Q% Rk R 0% Qs Qs R R Q% Q% R R P
?\Q é{b\\ \\}{\ N ?\)% (‘Q‘ZJQ 00 Y\O QQ»O \'b(\ <<‘50 é@‘ ?_Q @'5\ \\}Q \\) \)% CDQ)Q

Down from 57.3% in August and 60.8% at the March peak. Parents of school-aged children remain the most committed at
61.3%; Gen Z the least, at 49.6%.

Future Partners (Base: All respondents, 4,003 completed surveys, September 2026. 4,000+ completed surveys each wave.)



Travelers plan to spend up to $5,687 on average
over the next 12 months

Question: $10,000 or more 20.3%
How much IN TOTAL is the maximum

you will spend on leisure travel

(including airfare, accommodations $5,000 - $9,999 20.0%

and all other trip related spending)
during the NEXT 12 MONTHS?

$2,000 - $4,999 24.6%
Maximum | would spend on leisure
travel (next 12 months):
$1,000 - $1,999 15.5%
$500 - $999 8.9%
$100 - $499 7.3% Mean = $5,687
Under $100 3.4%
0% 5% 10% 16% 20% 25% 30% 35% 40%

(Base: All respondents, 3,979 completed surveys.
Future Partners The State of the American Traveler, October 2026 Data collected September 15-22, 2026.)



Gen Z Ranks Travel Highest as a Spending Priority — and Budgets the Least For It

Question:  Leisure travel will be a(n) ___ spending priority in the next three months | How much IN TOTAL is the maximum you
will spend on leisure travel during the NEXT 12 MONTHS?

TRAVEL IS A HIGH SPENDING PRIORITY MEAN MAXIMUM TRAVEL BUDGET
Top-3 box, next three months Next 12 months
$8K
oo 61.0% 60.7% $6,813
% 55.5% o
92.3% $6K e $5,590
40%
$4K $3,613
20% $2K
0% - : $0 . :
GenZ Millennials Gen X Boomers+ GenZ Millennials Gen X Boomers+

Gen Z mean household income $78,000 vs $103,000 for American travelers overall.

The appetite is there and the money is not. Gen Z ranks travel a higher priority than any other generation while

budgeting 47% less than Boomers.

Future Pal‘tners (Base: 4,003 completed surveys for priority; 3,979 for budget. September 2026. Gen Z n=275.)



Top earners plan to spend almost 7x as much on
travel as the lowest earners

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 Travel Budget
$16,000

$14.000 $13,600
$12,000

$10,000

$8,615

$8,000

$5,687

$6,000

$4,389

$4,000
$2,008

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

$2,000

$0

(Base: All respondents, 3,979 completed surveys.
Future Partners The State of the American Traveler, October 2026 Data collected September 15-22, 2026.)



Top earners are nearly three times as likely to say
now is a good time to spend

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? | 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)

Good Time to Spend vs. Travel as a Budget Priority
90%

80% 76.3%

70.2%

70%
60% 56.6%

53.9%

50.2%
50%

40.3%

40%
30%
20%
10%

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

(Base: All respondents, 3,979 completed surveys.
Future Partners The State of the American Traveler, October 2026 Data collected September 15-22, 2026.)



Cost is the main
traveling more

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)

reason travelers aren't

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

Weather

Health/llIness

Safety concerns (other non-COVID related)

The possibility of flight cancellations

Safety concerns - risk of contracting the COVID virus
Sold out/No reservations available

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

NONE OF THESE

Future Partners The State of the American Traveler, October 2026

B o6%

0%

36.8%
32.7%
31.0%
27.8%

20.5%

14.1%
11.7%

10.7%

10.0%

20.3%

20% 40% 60%

(Base: All respondents, 4,003 completed
surveys. Data collected September 15-22, 2026.)



Time Is the Working-Age Constraint; Boomers Report the Fewest Barriers of Any Kind

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?

30% B "I'm too busy at work"
27.0% 26.7% 28.0%

23.6% "None of these"
(no deterrent at all)
18.3%
171%
11.4%
° 9.8%

GenZ Millennials Gen X Boomers+

20%

10%

0%

Gen Z and Millennials are nearly three times as likely as Boomers to say work is what stopped them traveling — while

Boomers are the most likely of any generation to report no barrier at all.

Future Pal‘tners (Base: All respondents, 4,003 completed surveys, September 2026. Gen Z n=275.)



Gas prices are holding back twice as many
travelers as a year ago

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)

50% . .
\/ e Gasoline was too expensive
40%
Travel is too expensive right now
36.8% P g
h '32.7%
30% = 31.0%
27.8% Airfare was too expensive
[ J (o)
20% . o0 ,0 0 0% 0%, o® o e®® 20.5%
o Ge e The possibility of flight cancellations
10%
0 . .
8.0% Personal financial reasons
0%
VYOV DD D000 00000 % mhm B rIrRIIIIOHH60000000000000000000
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(Base: All respondents, 4,000+ completed surveys each wave. Data collected July 2022 -
Future Partners The State of the American Traveler, October 2026 September 2026.)



Gen X is the generation most held back by gas
prices

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: Respondents who selected “Gasoline was too expensive.”

Gas was too expensive

50%
O,
40% 35.8%
32.7% 33.6%
— 29.6% 30.0%
o
20%
10%
0%
Total Gen Z Millennial Gen X Baby Boomer+

(Base: All respondents, 4,003 completed
Future Partners The State of the American Traveler, October 2026 surveys. Data collected September 15-22, 2026.)



Rural travelers are the most likely to be held back
by gas prices

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: Respondents who selected “Gasoline was too expensive.”

50%
40%
32.7%
30%
20%

10%

0%
Total

Future Partners

25.9%

Large city (urban area)

The State of the American Traveler, October 2026

Gas was too expensive

32.5%

Suburban area

46.4%

38.3%

Small town (not near an urban Rural area
area)

(Base: All respondents, 4,003 completed
surveys. Data collected September 15-22, 2026.)



Income, Not Age, is Deciding Who Spends and Who Sits Out

Question:  Selected travel spending and barrier measures among American travelers, by annual household income.

@ $200,000 or more @ Under $49,000
Say now is a good time to spend 18.5% @ @ 50.2%
Call travel a high spending priority 40.3% @ @ 76.3%
Cite gas prices as a deterrent 1.3% @ . 46.0%
Have no trips currently planned  7.8% @ @ 237%
0% 20% 40% 60% 80%

Top earners budget $13,600 a year for leisure travel — 6.8 times the $2,008 of the lowest income group.

Future Partners (Base: All respondents, 4,003 completed surveys, September 2026.)



Excitement for travel holds steady

Question

Which best describes how excited you are about LEISURE TRAVEL in the NEXT TWELVE (12) MONTHS? (Please answer using the 11-point scale below)

Mean Score (O - 10-point scale)

9.0

September 15-22, 2026

8.1

Sep 17-25, 2024

8.4

2023
.0

Jan 16-21,
8

8.5

2022

7.6

Feb 9-11,

Jul 7-9, 2021

8.0

7.4

May 2, 2021

Apr 30

7.5

7.0

May 15-24, 2022
7.3

Jan 1-3, 2021

6.5

Dec 8-10, 2021

6.7

Sep 29-Oct 1, 2021

o
©

6.6

5.5

5.0
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(Base: All respondents, 1,200+ completed surveys each wave in 2020-2021. 4,000+ completed
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Travelers expect to take nearly four leisure trips
in the next year

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)

Mean Expected Trips (Next 12 Months) e==% One or More Trips (Next 12 Months)
45 100%
90.9%
4.0 90%
35 3.7 37
3.4 80%
3.2
3.0
70%
2.7 °
2.5
60%
2.0
15 50%
2022 2023 2024 2025 2026
1.0 40%
N N N N N AN N AN AN AN AN ANAOOO OO O OO ONHD OO T I 7§ 9@ § 7§ 8§ F 8§ & 89 § 10 10 0 LW W LW WLW WL W O O© © © © © © O ©
AN AN &N &N &N &N &N &N &N &N &N &N &N &N &N &N &N &N &N &N &N &N &N &N &N &N &N &N &N &N &N &N &N &N &N &N &N &N AN &N DNl oY QDN DN NN DN NN DN YN YN DN
OO O O00O0O000O0O00O0O0O00O0O0O0O0OO0O0O0OO0OO0OO0O0O0BOOO0O0O0OO00O0O0O0OO0O0O0OO0O0O0OO0O0OO0O0 OO OO
(o U o B o VA o VRN © RN o U BN © U O U o © VA A A o\ A o A VA o\ [ o A o A oI o A o\ A VA o\ AR X R oV A o A N AR o AN o A o JR o\ A o\ AN o A N IR o\ AN oV A o [ X A o A o VA o N o A o\ A o U o A o A o A o o\ A o A o I o I o I o A o N o I o
CQSE>\C‘5“&DQ‘5‘>OCQEa>~c5bl)"5_"6‘>OC_Q<‘E5_>\C3'QDQ.‘5’>OCQEE_>\C5“QDQ‘6>OC_QES_>~CEMQ
fSPsS<23°380288=<3352 30288 8=s<23°23062888s<23°3240z2882s<=23°24
(Base: All respondents, 4,000+ completed
Future Partners The State of the American Traveler, October 2026

surveys each wave in 2022-2026.)



Travel plans are stretching further into 2027

Question:
In which months do you
currently have any leisure

trips planned (even if 40%
only tentatively)? 35.6%
I [l th I '
(Select all that apply) 35%
31.2%
30% o
96.7% 27.6%
25%
20% 19.1%
15.5%
15% 14.6% 14.5%
10%
5%
0%
October 2026 November 2026 December 2026 January 2027 February 2027 March 2027 Sometime laterin  NONE OF THESE - |
2027 HAVE NO TRIPS
CURRENTLY
PLANNED

(Base: All respondents, 4,003 completed
Future Partners The State of the American Traveler, October 2026 surveys. Data collected September 15-22, 2026.)
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5-8 weeks

22.0%
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(Base: All respondents, 4,003 completed
surveys. Data collected September 15-22, 2026.)
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Lower-income travelers plan closer to departure,
or not at all

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

Travel Planning Window (Weeks)
14

12

13.2
1.5
10.4 LY
| I |
0] I

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

(0¢]

(0]

N

N

(Base: All respondents, 4,003 completed
Future Partners The State of the American Traveler, October 2026 surveys. Data collected September 15-22, 2026.)
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More than a third of travelers are interested in
screen-inspired travel

Question:

In general, how interested are you in
traveling to a specific location(s)
because it has been featured in a 35 4%
movie or TV series? (Select the -
option that best describes you)

Very interested 11.0%

Interested 24.4%

Neutral (neither interested nor

O,
uninterested) 25.8%

Uninterested 14.4%

Very uninterested 24.4%

0% 20% 40%

(Base: All respondents, 1,029 completed surveys.
Future Partners The State of the American Traveler, October 2026 Data collected September 15-22, 2026.)



Screen-Inspired Travel Is a Younger, Family-Driven Opportunity

Question: In general, how interested are you in traveling to a specific location because it has been featured in a
movie or TV series?

BY GENERATION BY PARENT STATUS
60%
54.2%

50.5% 90.9%

40%
- - - - SERC X Y (S All travelers 35.4%
20.7%
20% .
0% . .
Gen Z Millennials Gen X Boomers+ Parent, Not a parent of

school-aged kids school-aged kids
Millennials and Gen Z are about 2.5x as interested as Boomers, and parents of school-aged kids lead every cut.

Fl,lture Partners (Base: Sub-sample of all respondents, 1,029 surveys, Sept 2026. % interested/very interested. Gen Z n=74 — interpret with caution.)



A third of travelers have visited a place
they saw on screen

Question: Yes - both for a movie location and a TV

Have you ever visited a destination or attraction series location
specifically because it was featured in a movie or TV
series? (Select the option that best describes you)

13.4%

Yes - for a movie location 12.9%

Yes — for a TV series location 8.2%

No 65.5%

0% 50%

(Base: All respondents, 1,029 completed surveys.
Future Partners The State of the American Traveler, October 2026 Data collected September 15-22, 2026.)



Six in ten of these travelers made a screen-
inspired trip in the past two years

Question: In the past TWO (2) YEARS,
how many times have you traveled 50 miles
or more away from home specifically to visit
a location featured in a movie or TV series?

Future Partners The State of the American Traveler, October 2026

5 or more

5.1%

4 3.7% Mean = 1.2 trips

6.2%

w

16.3%

N

30.4%

Zero 38.3%

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

(Base: All respondents, 353 completed surveys.

Data collected September 15-22, 2026.)



More than one in four travelers are likely to visit
a filming location

Question: _
In the next TWO (2) YEARS, how likely are Very likely
you to travel 50 miles or more away from

home specifically to visit a location featured 27 7%
in a movie or TV series? (Select the option -
that best describes you)

11.2%

Likely 16.4%

Neutral (neither likely nor unlikely) 23.1%

Unlikely 16.9%

Very unlikely 32.4%

0% 10% 20% 30% 40%

(Base: All respondents, 1,029 completed surveys.

Future Partners The State of the American Traveler, October 2026 Data collected September 15-22, 2026.)






Search engines and word of mouth lead trip

planning

Question: Tell us the resources you

actually used planning your MOST RECENT

OVERNIGHT TRIP. Which of these did you
use? (Select all that apply)

Future Partners

The State of the American Traveler, October 2026

Online search engines (Google, etc.)

Word of mouth (friends/family
recommendations)

Social media (Instagram, Facebook,
TikTok, etc.)

YouTube or other video content

Official destination websites/visitor
guides

Online travel agencies (Expedia,
Booking.com, etc.)

Al chatbots (ChatGPT, Claude, etc.)
Travel blogs or online travel guides

Printed Guidebooks/Magazines

48.4%

47.1%

30.2%

23.8%

21.1%

19.7%

15.4%

12.2%

I 3.7%

0% 20% 40% 60%

(Base: Respondents who have taken an overnight trip, 949 completed surveys. Data collected

September 15-22, 2026.)



Gen Z turns to social media more than search to
plan trips

Question: Tell us the resources you actually used planning your MOST RECENT OVERNIGHT TRIP. Which of these did you use? (Select all that apply)

B Online search engines  ® Word of mouth Social media Al chatbots
70%
60% 56.8%
51.7% 52.5%
49.9%
50%  484%47.1% 46.0%38-3% ° 46.0%47.0%
43.5%
40% 35.2%
30.2%
27.7% 9
30% o 04.7% 27.2%
20% 15.4%
11.5% 12.0%

10% 6.3%

0%

Total Gen Z Millennials Gen X Baby Boomers+

(Base: Respondents who have taken an overnight trip, 949 completed surveys. Data collected
Future Partners The State of the American Traveler, October 2026 September 15-22, 2026.)



Word of Mouth Is the Only Planning Resource That Reaches Everyone Equally

Question:  Tell us the resources you actually used planning your MOST RECENT OVERNIGHT TRIP. Which of these did you use?

(Select all that apply)

I Online search engines Word of mouth

BY HOUSEHOLD INCOME

60%

59
54
50
44 47 46
40%
21
20% e

14

0%

$200K+ $100-199K $50-99K

50

10

Under $49K

Il Al chatbots

60%

40%

20%

BY COMMUNITY TYPE

47 48

I |

Large city

Suburban

Search use falls 18 points from the highest to the lowest income group and Al use falls by half, but word of mouth

barely moves — and peaks among rural travelers at 54.1%.

Future Partners

58
50
46
40
12 1

Small town

41

54

7

Rural

(Base: 949 respondents who took an overnight trip, September 2026. Small town n=78 and rural n=120 — interpret with caution.)



Search, word of mouth and social media open the
planning process

Question: In what approximate order

did you use these resources to plan your
MOST RECENT TRIP?

Online search engines (Google, etc.) 94.5%

Word of mouth (friends/family

(o)
recommendations) 93.9%

Social media (Instagram, Facebook,
TikTok, etc.)

Official destination websites/visitor
guides

91.5%

83.2%

YouTube or other video content

81.5%

Online travel agencies (Expedia,

(o)
Booking.com, etc.) 76.4%

Printed Guidebooks/Magazines 75.6%

Al chatbots (ChatGPT, Claude, etc.) 71.9%

Travel blogs or online travel guides 65.3%

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

(Base: Respondents who have taken an overnight trip, 949 completed surveys. Data collected

Future Partners The State of the American Traveler, October 2026 September 15-22, 2026.)



Nearly a third of travelers now use Al to plan
their trips

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, 32.2%

| don't know, 2.8%

Future Partners

No, 65.0%

The State of the American Traveler, October 2026

35%

30%

25%

20%

156%

10%

5%

0%

October 2023
November 2023

17.0%

December 2023

January 2024
February 2024

March 2024

% Used Al Tools for Trip Planning
(Past 12 Months)

April 2024
May 2024
June 2024

November 2024
December 2024

January 2025
February 2025

March 2025

April 2025

May 2025
June 2025

32.2%
23.9%
O 101010 WO ©O© O © © © © © ©
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(Base: All respondents, 4,003 completed
surveys. Data collected September 15-22, 2026.)



Millennials and Gen Z use Al for trip planning at
more than twice the rate of Boomers

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

60%

(o)
S0z 44.8%
41.8%
17.5%

40%
32.2% 31.7%
30%
20%
- -
0%

Total Gen Z Millennial Gen X Baby Boomer+

(Base: All respondents, 4,003 completed
Future Partners The State of the American Traveler, October 2026 surveys. Data collected September 15-22, 2026.)



Half of parents with school-aged kids use Al to
plan trips

Question:

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

60%
50%
40%
30%
20%
10%

0%

Future Partners

32.2%

Total

The State of the American Traveler, October 2026

% Yes

49.6%

Parent to School-Aged Children

24.1%

Not a Parent to School Aged Children

(Base: All respondents, 4,003 completed
surveys. Data collected September 15-22, 2026.)
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Two-thirds of air travelers ate at an airport
restaurant

Question:

In the PAST 12 MONTHS, have you dined in a
restaurant while in an airport?

Yes, 67.3%

No, 32.7%

Future Partners

(Base: All respondents, 2,491 completed surveys.
The State of the American Traveler, October 2026

Data collected September 15-22, 2026.)



Six in ten air travelers shopped at an airport store

Question:
In the PAST 12 MONTHS, have you shopped at
retail stores while in an airport?

Yes, 62.5%

No, 37.5%

(Base: All respondents, 2,491 completed surveys.
Future Partners The State of the American Traveler, October 2026 Data collected September 15-22, 2026.)



Snacks dominate airport purchases, bought by
88% of shoppers

Snacks, candy, or packaged food and beverages _ 88.0%
i Souvenirs or local specialty products - 40.7%
Question:
In the PAST 12 MONTHS, which
types of items have you Books, magazines, or other reading materials - 35.2%
PURCHASED FROM A RETAIL
STORE AT AN AIRPORT? (Select all Clothi | : o
that apply) othing, apparel, or accessories 26.1%
Beauty products, cosmetics, or fragrances . 17.1%
Duty-free products . 15.6%
Electronics or electronic accessories . 14.9%
Jewelry, watches, or luxury goods I 8.9%
NONE OF THESE | 1.2%
0% 50% 100%

(Base: All respondents, 1,571 completed surveys.

Future Partners The State of the American Traveler, October 2026 Data collected September 15-22, 2026.)



What Travelers Buy at the Airport Splits Sharply by Age and Income

Question:  In the PAST 12 MONTHS, which types of items have you PURCHASED FROM A RETAIL STORE AT AN AIRPORT? (Select all

that apply)

CLOTHING & ACCESSORIES

by generation

50%
45.5%

40%
34.9%
30%
20.9%
20%
10%
0%

GenZ Millennials Gen X

12.1%

Boomers+

50%

40%

30%

20%

10%

0%

DUTY-FREE PRODUCTS

by household income

25.0%

16.9%
13.3%
l 8.1%

$200K+ $100-199K $50-99K Under $49K

50%

40%

30%

20%

10%

0%

SOUVENIRS & LOCAL SPECIALTY

by household income

46.7%
43.5%

37.2%  37.3%

$200K+ $100-199K $50-99K Under $49K

Souvenirs and local specialty products are the one category lower earners buy MORE of — an opening for destination-

branded airport retail.

Future Partners

(Base: 1,571 respondents who shopped at an airport retail store in the past 12 months, September 2026. Gen Z n=113.)






Half of American Travelers Have a Holiday Trip Planned

Question: Do you have any trips (50 miles or more one-way from home) planned specifically to celebrate any of the
following holidays?

Which holiday

48.4% e
of American travelers have a trip of 50 miles New Year's Day - 12.3%
or more planned to celebrate a holiday
Up from 33.8% in 2024, and back near the 2023 level 0% 10% 20% 30% 40%

Future Pal‘tners (Base: 1,017 completed surveys, September 2026.)



Holiday trip plans are back near their 2023 level

Question: Do you have any trips (50 % With a Trip Planned to Celebrate a Winter Holiday
miles or more one-way from home) planned
specifically to celebrate any of the following

holidays? (Select all that apply) 60%
48.9%
50% o .
43.4% 48.4% Any holiday
40%

34.5% Christmas
30% \/
< 26.0% Thanksgiving

20%
10% 12.3% New Year's
0%
Oct Oct Oct Sep
2023 2024 2025 2026

(Base: All respondents. Sep 2026: 1,017 completed surveys, data collected September 15-22,

2026; 2023-2025 waves: ~4,000 completed surveys each. Dec 2023 fielded after Thanksgiving.
Future Partners The State of the American Traveler, October 2026 s 4 giving.)



Holiday Travel Skews Young and Runs Through Households with Kids

Question: Do you have any trips (50 miles or more one-way from home) planned specifically to celebrate any of the
following holidays?

BY GENERATION BY PARENT STATUS
80%
67.3%
60% 571%
- - - il T B Vet i All travelers 48.4%
40%
20%
0% , ,
Gen Z Millennials Gen X Boomers+ Parent, Not a parent of

school-aged kids school-aged kids
Gen Z and parents of school-aged children are roughly 1.5x more likely than the average traveler to have a holiday trip planned.

Fl,lture Partners (Base: Sub-sample of all respondents, 1,017 surveys, Sept 2026. Gen Z n=65 — interpret with caution.)



About a quarter of holiday travelers have a trip
that isn't a family visit

No, 59.3%
Question:
Will any of these holiday trips NOT include
visiting friends/relatives?

Yes, 23.7%

| don't know, 16.9%

(Base: All respondents, 1,017 completed surveys.
Future Partners The State of the American Traveler, October 2026 Data collected September 15-22, 2026.)



One in Three Holiday Travelers Still Hasn't Picked a Destination

Question: Have you made the decisions on where to travel to?

3 1 6 o/o Destination(s) picked 68.4%
O]

are still deciding where to go Still deciding e
A destination is still winnable for roughly a third of

holiday travelers who are not simply visiting family.

0% 20% 40% 60% 80%

Future Pal‘tnel‘s (Base: 245 travelers with a holiday trip planned that does not include visiting friends or relatives, September 2026.)



Beaches and cities top the list of holiday
destinations

Question: What type of destination(s)

: e Beach destinations/resorts 24.1%
are you interested in visiting for the
holidays? (Select all that apply)
Urban or large city destinations 23.9%
Small towns, villages or rural
g 19.3%

destinations

Road trip/multi-destination trip 16.1%

Theme or amusement parks - 14.4%
U.S. National Parks - 13.7%
Mountain destinati includi Ki
ountain destinations (including ski 13.9%
resorts)

Desert destinations/resorts 3.8%

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

(Base: All respondents, 772 completed surveys.
Future Partners The State of the American Traveler, October 2026 Data collected September 15-22, 2026.)



Key Takeaways

® Financial confidence is slipping. Just 31.7% feel better off than a year ago, and 48.5% expect a
recession, the highest since May.

® Travel is still running ahead of last year. 57.3% took an overnight leisure trip last month, up from
49.6% a year ago.

® Income prominently decides who is spending. Top earners budget $13,600 for travel against
$2,008 for the lowest earners, and 46.0% of lower earners say gas prices held them back.

® Holiday plans are back near their 2023 high. 48.4% have one planned, up from 46.0% last year.

® Al is already present in trip planning. Search and word of mouth are the strongest channels, but
15.4% have used Al to plan their latest trip.

® Screen-inspired travel is sizable and skews young. 34.5% have visited a filming location; Gen Z
leads at 52.2%.

Future Partners The State of the American Traveler, October 2026
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American International
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Canadian Qutbound Travelers
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In Partnership with:



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

16 Global Feeder Markets Studied

5 Continents
Millions of Potential Travelers

Americas:
Canada, Mexico, Argentina, Brazil, Colombia

Europe:
France, Germany, Italy, Netherlands, Spain,

United Kingdom Questions?
Asia-Pacific: & our Team
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Future Partners’ Data + Insights
Meets the Power of Al

Purpose built to give you Sharper Answers, Smarter Strategy, and Faster Decisions.

The State of th\
American Traveler

Future Partners Al:
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/
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