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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

• Fielded March 15-23 will be presented 
today

•4,000+ fully completed surveys collected 
each wave

•Confidence interval of +/- 1.55%

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



PROJECT 
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CONCERNS ABOUT CONSUMER PRICE INFLATION

Question: Please think about inflation in 

consumer prices:

HOW CONCERNED ARE YOU about inflation 

impacting your financial well-being?  

(Please answer using the scale below) 

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)

21.3% 

6.8% 

15.9% 

16.5% 

10.4% 

12.8% 

4.3% 

4.0% 

2.9% 

1.6% 

3.6% 

0% 10% 20% 30% 40% 50% 60%

10 - Extremely concerned

9
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1

0 - Not at all concerned

70.9%

16.4%



CONCERNS ABOUT CONSUMER PRICE INFLATION

Question: HOW CONCERNED ARE YOU about inflation impacting your financial well-being?  (Please 

answer using the scale below)  TOP 5 BOX SCORES

73.4%

70.8%
72.9%

68.3%
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50%

55%
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65%

70%
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80%

Gen Z Millennial Gen X Boomer or
older

71.6% 71.0%
69.3%

71.0%
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Generation Region

TOP 5 BOX SCORES

Ethnicity
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CONCERNS ABOUT CONSUMER PRICE INFLATION

Question: HOW CONCERNED ARE YOU about inflation impacting your financial well-being?  (Please 

answer using the scale below)  TOP 5 BOX SCORES

Place of Residence Family Status

69.6%
71.2% 72.2%

40%

45%

50%

55%

60%

65%

70%

75%

80%

Large city
(urban area)

Suburban
area

Rural area

72.5%
70.0%

40%

45%

50%

55%

60%

65%

70%

75%

80%

Parent to School-Aged
Children

Not a Parent to School
Aged Children

TOP 5 BOX SCORES

Orientation

70.8% 71.2%

40%
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50%

55%

60%

65%

70%

75%

80%

Heterosexual or
straight

LGBTQIA+



CONCERNS ABOUT CONSUMER PRICE INFLATION

Question: HOW CONCERNED ARE YOU about inflation impacting your financial well-being?  (Please 

answer using the scale below)

65.9%

76.1%

40%
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50%

55%

60%

65%

70%

75%

80%

Democratic Republican

Political Affliation

TOP 5 BOX SCORES
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70%
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80%

$200,000 or
more

$100,000 to
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$50,000 to
$99,999

Less than
$49,999

Household Income



INFLATION & TRAVEL BUDGETING

How much do you agree or disagree 

with the following statements?

Question: Recent inflation in 

consumer prices will likely cause me 

to rethink the budgets for my 

upcoming travel.

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)

20.1% 

35.7% 

25.0% 

10.2% 

9.0% 

0% 10% 20% 30% 40% 50% 60%

Strongly agree

Agree

Neutral (neither agree nor disagree)

Disagree

Strongly disagree

55.8%

19.2%



INFLATION & TRAVEL BUDGETING

Statement: Recent inflation in consumer prices will likely cause me to rethink the budgets for my 

upcoming travel.

61.3%
58.8%

61.2%

55.9%

20%

30%

40%

50%

60%

70%

80%

Gen Z Millennial Gen X Boomer or
older
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56.4% 57.6%
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80%

WEST MIDWEST NORTHEAST SOUTH

40.7%

53.1%
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65.3%
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40%
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70%

80%

$200,000 or
more

$100,000 to
$199,999

$50,000 to
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$49,999

Generation Region Household Income

% Agree or Strongly agree



GASOLINE PRICES & ROAD TRIPS

How much do you agree or disagree 

with the following statements?

Question: If gasoline prices don't 

come down, I'll be taking fewer 

road trips this spring/summer?

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)

27.8% 

31.0% 

25.3% 

10.6% 

5.3% 

0% 10% 20% 30% 40% 50% 60%

Strongly agree

Agree

Neutral (neither agree nor disagree)

Disagree

Strongly disagree

58.5%

15.9%



GASOLINE PRICES & TRAVEL DISTANCE FROM HOME

How much do you agree or disagree 

with the following statements?

Question: If gasoline prices don't 

come down, I'll be staying closer to 

home on my road trips this 

spring/summer?

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)

26.9% 

32.8% 

24.1% 

11.0% 

5.1% 

0% 10% 20% 30% 40% 50% 60%

Strongly agree

Agree

Neutral (neither agree nor disagree)

Disagree

Strongly disagree

59.8%

15.1%



20.5% 

40.9% 

29.8% 

7.2% 

1.6% 

0% 10% 20% 30% 40% 50% 60%

Strongly agree

Agree

Neutral (neither agree nor disagree)

Disagree

Strongly disagree

TRAVEL PRICES ARE TOO HIGH

How much do you agree or disagree 

with the following statements?

Question: Travel prices are 

generally too high right now.

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)

61.4%



12.0% 

19.9% 

26.8% 

24.8% 

16.5% 

0% 10% 20% 30% 40% 50% 60%

Strongly agree

Agree

Neutral (neither agree nor disagree)

Disagree

Strongly disagree

TRAVEL PRICES AS AN IMPEDIMENT TO TRAVEL

How much do you agree or disagree 

with the following statements?

Question: High travel prices have 

kept me from traveling in the past 

month.

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)

31.9%



INFLATION & TRIP CANCELLATION

How much do you agree or disagree 

with the following statements?

Question: Recent inflation in 

consumer prices has led me to 

cancel an upcoming trip.

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)

8.9% 

15.8% 

25.4% 

27.6% 

22.3% 

0% 10% 20% 30% 40% 50% 60%

Strongly agree

Agree

Neutral (neither agree nor disagree)
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Strongly disagree

24.7%

49.9%



INFLATION & TRIP CANCELLATION

STATEMENT: Recent inflation in consumer prices has led me to cancel an upcoming trip.
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% Agree or Strongly agree



INFLATION & TRIP CANCELLATION

STATEMENT: Recent inflation in consumer prices has led me to cancel an upcoming trip.

Family Status

38.5%

17.5%
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Children

Not a Parent to School
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Place of Residence
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FINANCIAL 
WELLNESS



9.9% 

24.6% 

46.5% 

15.3% 

3.7% 

0% 10% 20% 30% 40% 50% 60%

Much better off

Better off

UNCHANGED - Neither better off nor
worse off

Worse off

Much worse off

CURRENT HOUSEHOLD FINANCIAL STATUS

Question: Would you say that 

you (and your household) are 

better off or worse off 

financially than you were a 

year ago? (Select one)

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)

34.5%

19.0%



CURRENT HOUSEHOLD FINANCIAL STATUS

Question: Would you say that 

you (and your household) are 

better off or worse off 

financially than you were a 

year ago? (Select one)

30.6%

42.1%

34.0% 33.5%

40.5%

35.3%

37.9%

28.6%

34.1%
34.3%

31.5%

27.9%

32.5%

28.8%

33.2% 33.8% 33.5%
32.1%

34.5%

0%

10%

20%

30%

40%

50%

% Better or Much Better

2021 2022



10.1% 

27.7% 

38.0% 

16.5% 

7.6% 

0% 10% 20% 30% 40%

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

IS IT 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? (Select one)

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)

37.8%

24.1%



IS IT 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? (Select one)

44.6%

42.4%

34.3%

41.4%

36.5%

41.3%

33.5%

45.1%

38.9%
38.6%

33.1%
34.9%

35.5%
37.6%

39.0%

41.7%41.2%
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% Good or Very good time to spend on travel

2021 2022



15.4% 

23.9% 

22.0% 

20.3% 

6.9% 

5.7% 

5.9% 

0% 10% 20% 30% 40%

Extremely high priority

High priority

Somewhat high priority

Neutral - neither high nor low priority

Somewhat low priority

Low priority

Extremely low priority

TRAVEL AS A 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.  

(Select one)

Leisure travel will be a(n) 

_________________.

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)

61.3%

18.5%



TRAVEL AS A 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.  

(Select one)

Leisure travel will be a(n) 

_________________.

58.6%

62.2%

51.3%

54.7%

51.9%

55.0%

48.7%

59.8%

52.5% 51.9%
53.6%
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2021 2022



MAXIMUM TRAVEL SPENDING: NEXT 12 MONTHS

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, 4,007 completed surveys. 

Data collected March 15-23, 2022.)

12.5% 

18.2% 
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$10,000 or more
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$2,000 - $4,999

$1,000 - $1,999

$500 - $999

$100 - $499

Under $100

Mean = $4,080



MAXIMUM TRAVEL SPENDING: NEXT 12 MONTHS

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): 

_________

$4,080

$0

$1,000

$2,000

$3,000

$4,000

$5,000

$6,000

2021 2022
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Travel in 2022
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10 - I am extremely excited

EXCITEMENT FOR LEISURE TRAVEL IN THE NEXT 12 MONTHS

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)

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)

81.0%

9.6%
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EXCITEMENT FOR LEISURE TRAVEL IN THE NEXT 12 MONTHS

Mean Score (0 - 10-point scale)

Less

Excitement

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)

(Pandemic record high)



21.4%        

24.3%        

26.7%        

32.2%        

32.7%        

33.2%        

34.1%        

34.9%        

35.6%        

39.7%        

51.0%        

67.7%        

0% 20% 40% 60% 80%

Workcations (Extended trips where you work remotely)

Combined business and leisure trips

Guy getaways

Multi-generational trips (3 or more generations)

Wellness and healing trips

Reunion trips (Family, military, school, etc.)

Multi-couple trips (no kids)

Multi-family trips (more than 1 nuclear family)

Solo trips (traveling alone)

Girlfriend trips

Romantic getaways

Family trips (your nuclear family only)

EXCITEMENT FOR TRIP TYPES

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)

TOP 3 BOX SCORE: 10-8

21.4%        

24.3%        

26.7%        

32.2%        

32.7%        

33.2%        

34.1%        

34.9%        

35.6%        

39.7%        

51.0%        

67.7%        

0% 20% 40% 60% 80%

Workcations (Extended trips where you work remotely)

Combined business and leisure trips

Guy getaways

Multi-generational trips (3 or more generations)

Wellness and healing trips

Reunion trips (Family, military, school, etc.)

Multi-couple trips (no kids)

Multi-family trips (more than 1 nuclear family)

Solo trips (traveling alone)

Girlfriend trips

Romantic getaways

Family trips (your nuclear family only)
Question: Thinking carefully about THE 

NEXT TWELVE (12) MONTHS. Use the 10-

point scale to state how generally excited 

you are to take each of these types of 

trips?]



TRAVEL EXPERIENCES PRIORITIZED I

Question: Thinking about your travel during 

the NEXT TWELVE (12) MONTHS, what 

travel experiences will you 

prioritize? However you personally define 

each, use the scale provided to indicate 

how you will prioritize them.

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)

24.5%        

24.8%        

28.0%        

30.3%        

30.6%        

31.2%        

39.0%        

39.2%        

42.9%        

46.6%        

54.7%        

55.2%        

74.6%        

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

Attend sporting events

Staying close to home

Luxury travel

Visiting large cities

Visiting cultural institutions

Visiting theme parks

Bucket list travel

Budget travel

Excitement and energy

Getting away from crowds

Enjoying nature

New places I haven't visited before

Spending time with loved ones

“High priority” or “Extremely high priority”



TRAVEL EXPERIENCES PRIORITIZED II

Question: Thinking about your travel during 

the NEXT TWELVE (12) MONTHS, what 

travel experiences will you 

prioritize? However you personally define 

each, use the scale provided to indicate 

how you will prioritize them.

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)

“High priority” or “Extremely high priority”

26.3%        

28.2%        

31.1%        

39.7%        

44.1%        

47.2%        

53.7%        

65.0%        

68.0%        

73.5%        

79.1%        

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

Meeting new people

Brag-worthy experiences

Learning/education

Cultural experiences

Food/culinary experiences

Adventure

Escaping boredom

Escaping stress

Finding happiness

Relaxation

Having fun



Destinations



THE DESTINATION TYPES WE LOVE

Question: In general, how do you feel 

about leisure trips to the following types of 

travel destination? (Use the scale below to 

express your feelings about visiting these 

places)

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)

TOP 2 BOX SCORE: LOVE IT OR LIKE IT

44.1%        

46.4%        

54.8%        

55.4%        

63.6%        

69.8%        

71.1%        

74.1%        

75.1%        

81.2%        

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

Desert destinations/resorts

Cruise trips

Theme or amusement parks

Foreign countries

Cities or metropolitan areas

State, county or regional parks or recreation areas

Mountain destinations/resorts (including ski resorts)

U.S. National Parks

Small towns, villages or rural destinations/attractions

Beach destinations/resorts



DESTINATION EXCITEMENT

Question: Thinking carefully about THE 

NEXT TWELVE (12) MONTHS.

Use the 10-point scale where 10 = "Very 

excited" and 1 = "Not at all excited" to 

state how generally excited you are to visit 

each in the upcoming year?

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)

24.3%        

26.3%        

30.4%        

33.9%        

37.5%        

38.6%        

40.2%        

40.3%        

41.2%        

54.0%        

0% 20% 40% 60%

Desert destinations/resorts

Cruise trips

Foreign countries

Theme or amusement parks

State, county or regional parks or recreation areas

Cities or metropolitan areas

U.S. National Parks

Mountain destinations/resorts (including ski
resorts)

Small towns, villages or rural
destinations/attractions

Beach destinations/resorts

TOP 3 BOX SCORE: 10-8



DESTINATION EXCITEMENT

Question: Thinking carefully about THE 

NEXT TWELVE (12) MONTHS.

Use the 10-point scale where 10 = "Very 

excited" and 1 = "Not at all excited" to 

state how generally excited you are to visit 

each in the upcoming year?

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)
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DESTINATION EXCITEMENT

Question: Thinking carefully about THE 

NEXT TWELVE (12) MONTHS.

Use the 10-point scale where 10 = "Very 

excited" and 1 = "Not at all excited" to 

state how generally excited you are to visit 

each in the upcoming year?

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)
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DESTINATION EXCITEMENT

Question: Thinking carefully about THE 

NEXT TWELVE (12) MONTHS.

Use the 10-point scale where 10 = "Very 

excited" and 1 = "Not at all excited" to 

state how generally excited you are to visit 

each in the upcoming year?

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)
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Cities or metropolitan areas
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rural
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destinations/resorts

Theme or amusement parks

Desert destinations/resorts

TOP 3 BOX SCORE: 10-8

Pre-pandemic



RETURN OF CITIES

The travel booking site Skyscanner 

reports that New York City is its 
top booked domestic 
destination so far in 2022 and 
the online travel agency Expedia 
has had a 13 percent increase in 
searches for New York City.

TRAVEL OPTIMISM



DESTINATION HOT LIST: DOMESTIC

Question: Which DOMESTIC DESTINATIONS 

do you most want to visit in the NEXT 

TWELVE (12) MONTHS? (Write in up to five)

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)

1.9%        

1.9%        

1.9%        

1.9%        

1.9%        

2.1%        

2.2%        

2.3%        

2.3%        

2.3%        

2.3%        

2.4%        

2.4%        

2.6%        

2.7%        

3.0%        

3.0%        

3.3%        

3.3%        

3.4%        

4.3%        

4.7%        

5.7%        

5.9%        

6.5%        

6.7%        

9.8%        

13.1%        

13.3%        

17.0%        

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

Yellowstone

Myrtle Beach

Georgia

Michigan

Atlanta

Denver

Montana

Washington, D.C.

Oregon

Tennessee

New Orleans

Boston

North Carolina

San Francisco

Washington

San Diego

Seattle

Alaska

Arizona

Colorado

Miami

Chicago

Los Angeles

Orlando

Texas

Hawaii

California

Las Vegas

Florida

New York



REASONS FOR DESTINATION SELECTION

Question: On the last page you said you 

would like to visit ___________ in the next 

twelve months. 

Which of the following are reasons you want 

to visit ____________ in the next twelve 

months?

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)

5.4%        

3.7%        

5.2%        

6.8%        

7.5%        

8.5%        

9.5%        

10.4%        

11.0%        

11.5%        

12.1%        

13.0%        

17.2%        

18.7%        

19.0%        

21.8%        

24.0%        

27.3%        

30.0%        

30.6%        

0% 5% 10% 15% 20% 25% 30% 35%

NONE OF THESE

Winter fun (skiing, snowboarding etc.)

It's mysterious or exotic

Word of mouth

Music scene

Special event, sporting event or festival

Bucket list destination

Romance

Nightlife

Arts & culture

History

Theme or amusement park

Shopping

Connecting with nature

Adventure

Beaches or water sports

Food & cuisine

General atmosphere

Visited before and want to return

Friends or family are there



REASONS FOR DESTINATION SELECTION

“High priority” or “Extremely high priority”

Visited Before & Wants to ReturnFriends or Relatives are There Adventure

23.9%
25.9%

28.4%

39.3%

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

Gen Z Millennial Gen X Boomer or
older

20.8%
23.7%

29.1%

39.9%
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35%

40%

45%

Gen Z Millennial Gen X Boomer or
older

29.1%

22.7%

18.1%

12.9%

0%

5%

10%

15%

20%

25%

30%

35%

40%

45%

Gen Z Millennial Gen X Boomer or
older



Think about yourself now 

compared to how you 

were two years ago (right 

before the COVID-19 

pandemic).

In the questions below 

please tell us how (if at 

all) you have changed.



CHANGE IN DESIRE TO TRAVEL

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)

11.3%

15.5%

20.1%

36.0%

9.8%

4.0%

3.3%

0% 20% 40% 60% 80%

Much more

More

Slightly more

Unchanged

Slightly less

Less

Much less

Question: How strong is your desire 

to travel now? 

Compared to before the pandemic, I 

am __________ motivated to travel.

46.9%

17.1%



CHANGE IN LENGTH OF TRIP

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)

2.7%

4.8%

9.5%

59.8%

13.0%

6.6%

3.6%

0% 20% 40% 60% 80%

Much longer

Longer

Slightly longer

Unchanged

Slightly shorter

Shorter

Much shorter

Question: Have you (or will you) 

changed the length of your trips? 

Compared to before the pandemic, 

the length of the trips I’m likely to 

take now will be _____________ .

17.0%

23.2%



CHANGE IN DISTANCE OF TRIP

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)

5.1%

12.1%

14.8%

54.4%

5.5%

5.7%

2.4%

0% 20% 40% 60% 80%

Much closer to home

Closer to home

Slightly closer to home

Unchanged

Slightly further from home

Further from home

Much further from home

Question: How far from home are 

you likely to be traveling? 

Compared to before the pandemic, 

the trips I’m likely to take now will 

be____________ .

32.0%

13.7%



CHANGE IN TRIP PLANNING CAUTION

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)

13.6%

21.7%

21.2%

40.4%

2.0%

0.8%

0.3%

0% 20% 40% 60% 80%

Much more carefully

More carefully

A little more carefully

Unchanged

A little less carefully

Less carefully

Much less carefully

Question: How carefully will you be 

planning your travels? Compared to 

before the pandemic, I will 

be _________ planning the details 

of my trips.

56.5%

3.1%



CHANGE IN INTEREST IN URBAN TRAVEL

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)

5.7%

7.9%

10.6%

55.8%

10.6%

5.2%

4.1%

0% 20% 40% 60% 80%

Much more

More

Slightly more

Unchanged

Slightly less

Less

Much less

Question: Has your interest in 

visiting cities or urban areas 

changed?

Compared to before the pandemic, I 

am ________ interested in visiting 

cities or urban areas.

24.2%

20.0%



CHANGE IN INTEREST IN OUTDOOR-ORIENTED DESTINATIONS

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)

10.4%

15.1%

16.6%

51.6%

4.2%

1.0%

1.1%

0% 20% 40% 60% 80%

Much more

More

Slightly more

Unchanged

Slightly less

Less

Much less

Question: Has your interest in 

visiting outdoor-oriented 

destinations (e.g., rural areas, 

mountain towns, beach destinations, 

State or National Parks, etc.) 

changed? 

Compared to before the pandemic, I 

am ________ interested in visiting 

outdoor-oriented destinations.

42.2%

6.3%



International 
Intentions



AMERICAN’S TOP 10 PASSIONS

Question: Tell us about your hobbies and 

passions. Please use the scale below to 

describe your interest in each.

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)

“High interest” or “Extremely high interest - I'm passionate about this”

32.4%        

33.2%        

33.3%        

34.0%        

36.0%        

40.1%        

42.7%        

43.6%        

51.6%        

52.5%        

0% 10% 20% 30% 40% 50% 60%

Wine

Attending professional sports (large-venue, like
NFL or MLB)

Fitness, health and wellness (exercise, spas, yoga,
organic foods, etc.)

Hiking (day hikes)

Musical concerts (pop, rock, hip hop, alternative,
modern, etc.)

Enjoying theme or amusement parks

International travel  (taking trips outside the USA)

Shopping

Visiting historical sites and attractions

Food and cuisine



(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)

Historical data
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Agree or Strongly agree Disagree or Strongly disagree

Strongly 
agree, 26.5% 

Agree, 25.5% Neutral (neither 
agree nor 

disagree), 24.1% 

Disagree, 

12.6% 

Strongly disagree, 

11.3% 

AVOIDING INTERNATIONAL TRAVEL

How much do you agree with the following statement?

Statement: I will be unlikely to travel outside the United States until the coronavirus situation is resolved.

52.0%



INTERNATIONAL TRAVEL: LIKELIHOOD IN NEXT 12 MONTHS

Question: How likely are you to travel 

outside the United States for leisure in the 

NEXT TWELVE (12) MONTHS? 

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)

% Likely or Very Likely

44.9%        

11.4%        

14.0%        

14.1%        

15.5%        

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

Very unlikely

Unlikely

Neutral (neither likely nor unlikely)

Likely

Very likely

29.6%



INTERNATIONAL REGIONS LIKELY TO VISIT IN NEXT 3 YEARS

Question: Which regions are you likely to 

visit in the NEXT THREE (3) YEARS?

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)

40.4%        

2.9%        

4.8%        

6.8%        

7.4%        

8.2%        

13.5%        

15.3%        

22.8%        

31.5%        

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

NONE OF THESE. I will not travel abroad

Africa

South America

Central America

Australia, New Zealand & the Pacific Islands

Asia and the Middle East

Mexico

The Islands of Caribbean

Canada

Europe



DESTINATION HOT LIST: INTERNATIONAL

Question: Which FOREIGN DESTINATIONS do 

you most want to visit in the NEXT TWELVE 

(12) MONTHS? (Write in up to five)

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)

1.4%        

1.5%        

1.5%        

1.6%        

1.9%        

1.9%        

2.0%        

2.1%        

2.2%        

2.3%        

2.4%        

3.0%        

3.3%        

3.3%        

3.6%        

4.0%        

4.7%        

5.1%        

5.2%        

5.4%        

6.3%        

6.4%        

7.1%        

7.5%        

8.2%        

9.7%        

9.8%        

10.0%        

17.0%        

17.5%        

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

Switzerland

Africa

Portugal

Brazil

China

South Korea

Thailand

Rome

Dubai

New Zealand

Jamaica

Iceland

Scotland

Caribbean Islands

Bahamas

Greece

Europe

United Kingdom

England

Australia

London

Spain

Germany

Ireland

Japan

Mexico

Paris

France

Italy

Canada



The Travel 
Planning 
Landscape



RESOURCES USED FOR TRAVEL PLANNING: OFFLINE

Question: In the PAST 12 MONTHS, which of 

these resources have you used to help plan 

your travel?

PLEASE ONLY CHECK IF USED FOR TRAVEL 

PLANNING, IDEAS OR INSPIRATION

(Base: All respondents, 2,005 completed surveys. 

Data collected March 15-23, 2022.)

59.9%        

3.6%        

6.3%        

7.5%        

8.3%        

8.8%        

11.9%        

12.6%        

14.7%        

0% 20% 40% 60% 80%

NONE OF THESE

Direct mail piece

Travel-related radio program

Newspaper travel section (printed)

Commercial guidebook (i.e. Fodor's, Lonely
Planet, etc.)

Travel agent

Free printed destination guide books or
pamphlets

Television programming (broadcast or
streaming)

Travel or lifestyle magazines (printed)

40.1%
Used one of these offline
resources for travel planning

32.1%
Used any of 
these print resources



RESOURCES USED FOR TRAVEL PLANNING: ONLINE

Question: In the PAST 12 MONTHS, 

which of these resources have you used 

to help plan your travel? 

PLEASE ONLY CHECK IF USED FOR TRAVEL 

PLANNING, IDEAS OR INSPIRATION

(Base: All respondents, 2,005 completed surveys. 

Data collected March 15-23, 2022.)

38.6%        

2.6%        

4.2%        

5.5%        

7.0%        

7.1%        

7.3%        

13.0%        

18.8%        

20.2%        

20.7%        

24.5%        

25.2%        

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

NONE OF THESE

Newspaper travel section websites

Podcasts or other audio file

Travel-related e-mail newsletter(s)

Live-streaming video (e.g., Facebook Live or live
streams on Tiktok, etc.)

Travel-related app on a mobile device or tablet

Travel or lifestyle magazine websites

Video online (e.g., Youtube.com or Google Video)

Review websites (Yelp, TripAdvisor, etc.)

Mapping site (Google Maps, Mapquest.com. Bing
Maps, etc.)

Online content (travel business and attractions
websites)

Online Travel Agency (Expedia, Travelocity,
AirBnB.com, etc.)

Online content (articles and blogs)

61.4%
Used one of these online
Resources for travel planning



RESOURCES USED FOR TRAVEL PLANNING: SOCIAL MEDIA

Question: In the 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

(Base: All respondents, 2,005 completed surveys. 

Data collected March 15-23, 2022.)

58.5%        

1.1%        

2.5%        

3.4%        

5.4%        

6.2%        

8.6%        

10.6%        

19.7%        

22.9%        

25.5%        

0% 20% 40% 60% 80%

NONE OF THESE

Quora

WeChat

Reddit

Snapchat

Pinterest

TikTok

Twitter

Instagram

Youtube

Facebook

41.5%
Used one of these social media
channels for travel planning



DMO RESOURCES USED FOR TRAVEL PLANNING

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? (Select all 

that apply)

(Base: All respondents, 2,005 completed surveys. 

Data collected March 15-23, 2022.)

62.1%        

4.6%        

7.7%        

10.6%        

14.5%        

21.1%        

0% 20% 40% 60% 80%

NONE OF THESE

Official destination APP on a mobile
phone or tablet

Official visitor information center

Official visitor guide (printed version)

Official visitor guide (online version)

Official destination website

37.9%
Used one of these 

DMO-provided resources



MAGAZINES READ (ONLINE OR OFFLINE)

Question: Which of these MAGAZINES 

(PRINTED OR ONLINE) have you read or 

paged through in the past TWELVE (12) 

MONTHS? (Select all that apply)

(Base: All respondents, 2,005 completed surveys. 

Data collected March 15-23, 2022.)

43.0%        
1.6%        

1.9%        

2.1%        

2.2%        

2.4%        

2.4%        

2.6%        

2.8%        

2.8%        

3.0%        

3.1%        

3.2%        

3.3%        

3.3%        

3.3%        

3.3%        

3.4%        

3.5%        

3.5%        

4.0%        

4.2%        

4.2%        

4.3%        

4.3%        

4.3%        

4.3%        

4.4%        

4.4%        

4.5%        

4.6%        

4.6%        

4.7%        

5.1%        

6.7%        

7.2%        

7.3%        

7.5%        

8.9%        

9.0%        

10.4%        

11.3%        

16.2%        

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

NONE OF THESE

Essence Magazine

Guideposts Magazine

Popular Mechanics Magazine

Wired Magazine

Golf Digest

The American Legion Magazine

Allure Magazine

Elle Magazine

Golf Magazine

Women's Health Magazine

GQ Magazine

InStyle Magazine

Consumer Reports Magazine

Taste of Home Magazine

Country Living Magazine

Car and Driver Magazine

TV Guide Magazine

Smithsonian Magazine

Vanity Fair Magazine

Cosmopolitan Magazine

Bon Appetit Magazine

Men's Health Magazine

Real Simple Magazine

Vogue Magazine

Game Informer Magazine

Men's Journal

Us Weekly Magazine

Sports Illustrated Magazine

Southern Living Magazine

Reader's Digest

Woman's Day Magazine

Entertainment Weekly Magazine

The New Yorker Magazine

TIME Magazine

Food Network Magazine

Good Housekeeping Magazine

Food & Wine Magazine

National Geographic Magazine

AARP Bulletin

People Magazine

Travel + Leisure Magazine

AARP The Magazine

57%
Read or Paged-through 
one of these magazines



MAGAZINES READ (ONLINE OR OFFLINE)

Question: Which of these MAGAZINES (PRINTED OR ONLINE) have you read or paged through in the past TWELVE (12) MONTHS? 

1.1%

4.6% 4.3%

20.3%

0%

5%

10%

15%

20%

25%

Gen Z Millennial Gen X Boomer or
older

6.3%
8.4%

3.4%

0.2%
0%

5%

10%

15%

20%

25%

Gen Z Millennial Gen X Boomer or
older

AARP Bulletin Game Informer



MAGAZINES READ (ONLINE OR OFFLINE)

Question: Which of these MAGAZINES (PRINTED OR ONLINE) have you read or paged through in the past TWELVE (12) MONTHS? 

People Travel + Leisure Magazine

7.1%

10.1%

14.6%

22.5%

0%

5%

10%

15%

20%

25%

Less than
$49,999

$50,000 to
$99,999

$100,000 to
$199,999

$200,000 or
more

10.2%         10.8%         10.5%        
8.4%        

0%

5%

10%

15%

20%

25%

Less than
$49,999

$50,000 to
$99,999

$100,000 to
$199,999

$200,000 or
more



DESTINATION INSPIRATION, 2022

Question: Please think specifically about 

how you get your inspiration for the 

destinations you want to visit domestically. 

Which would you typically use to find 

destination ideas and inspiration? (Select all 

that apply)

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)

9.7%        

16.5%        

17.6%        

25.1%        

35.7%        

52.5%        

0% 10% 20% 30% 40% 50% 60%

Movies

Offline Media—TV, printed newspapers, 
magazines, etc.

Online VIDEO travel content (Video only)

Opinions of friends and relatives — via 
social media websites

Online Media— Travel content found on 
the Internet (includes articles, reviews, 

business websites, blogs, podcasts, 
video, etc.)

Opinions of friends and relatives — in-
person and/or through direct contact 

(email, text, etc)



DESTINATION INSPIRATION

Question: Please think specifically about 

how you get your inspiration for the 

destinations you want to visit domestically. 

Which would you typically use to find 

destination ideas and inspiration? (Select all 

that apply)

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)

9.2%

19.7%

13.5%

21.9%

40.3%

65.5%

9.7%        

16.5%        

17.6%        

25.1%        

35.7%        

52.5%        

0% 20% 40% 60% 80%

Movies

Offline Media—TV, printed newspapers, 
magazines, etc.

Online VIDEO travel content (Video only)

Opinions of friends and relatives — via 
social media websites

Online Media— Travel content found on 
the Internet (includes articles, reviews, 

business websites, blogs, podcasts, 
video, etc.)

Opinions of friends and relatives — in-
person and/or through direct contact 

(email, text, etc)

2022 2019
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MOST RECEPTIVE LOCATIONS 

Question: Please think about how travel 

destinations could best reach you with their 

messages right now.

Where would you generally be MOST 

RECEPTIVE to learning about new 

destinations to visit? (Please select all that 

apply)

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)

20.6%        

5.5%        

5.6%        

6.2%        

6.9%        

7.2%        

7.5%        

7.9%        

9.2%        

10.4%        

12.1%        

13.4%        

13.9%        

15.7%        

18.0%        

18.2%        

20.0%        

21.0%        

27.8%        

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

NONE OF THESE

Text messages

Digital influencers

Pinterest

APPs on my mobile phone

Travel podcasts

Twitter

TikTok

Newspaper travel sections (printed)

Broadcast television

Advertisements on the Internet

Travel or lifestyle magazines (printed)

Instagram

Official local or state visitor guides (printed)

Streaming video services (YouTube, Hulu, etc.)

Email

Facebook

Online content (articles and blogs)

Websites found via a search engine



MOST RECEPTIVE LOCATIONS 

18.9%

19.7%

19.7%

21.8%

25.0%

0% 5% 10% 15% 20% 25% 30% 35%

TikTok

Facebook

Online content (articles and blogs)

Instagram

Streaming video services (YouTube,
Hulu, etc.)

23.8%

24.5%

25.6%

26.1%

31.5%

0% 5% 10% 15% 20% 25% 30% 35%

Instagram

Online content (articles and blogs)

Streaming video services (YouTube,
Hulu, etc.)

Websites found via a search engine

Facebook

16.1%

18.0%

18.2%

22.7%

31.5%

0% 5% 10% 15% 20% 25% 30% 35%

Official local or state visitor guides
(printed)

Email

Facebook

Online content (articles and blogs)

Websites found via a search engine

16.3%

17.3%

22.1%

24.8%

30.6%

0% 5% 10% 15% 20% 25% 30% 35%

Online content (articles and blogs)

Travel or lifestyle magazines (printed)

Email

Official local or state visitor guides
(printed)

Websites found via a search engine

Generation Z

Millennials

Generation X

Baby Boomers



HYPER INFORMED TRAVELER: www.MilesPartnership.com/Research



Questions?



CONTENT THAT 
INSPIRES TRAVEL
Presenter: Lauren Fox, Miles Partnership



family

experiences

Destination Fort Walton Beach



family

experiences

Destination Fort Walton Beach











o Chania





NEW DESTINATIONS & NEW EXPERIENCES

VSPC / Atlas Obscura





NEW DESTINATIONS & NEW EXPERIENCES

Get Local NYC









enjoying 

nature

TRAVEL MANITOBA

















Additional Resources



THE STATE OF THE AMERICAN TRAVELER: DESTINATIONS EDITION

Research, slides and other resources 
will be available at

www.milespartnership.com/SAT

www.destinationanalysts.com

http://www.milespartnership.com/SAT
http://www.destinationanalysts.com/


On the Miles Blog – www.MilesPartnership.com/blog

o Fundamentals of Creating Inclusive Content

o Storytelling through Social-First Content: TikTok

o Gas Prices, War & Risks for the Recovery of Travel

o Securing the Future of Bangladesh’s World Heritage Wonder



MilesPartnership.com/dma-west-tech-summit-2022









AND HOW TO SHARE YOUR BRAND 
VALUES THROUGH CONTENT

THE RISE OF VALUES-
BASED MARKETING 

WEDNESDAY, APRIL 20, 3PM ET

UPCOMING WEBINAR



Q&A


