
RESEARCH BY ANALYSIS BY
Destination Analysts, Inc
1304 Lombard St #8,
San Francisco, CA 94109
Phone: (415) 890-6087

Miles Partnership, LLLP
6751 Professional Parkway, 
Suite 200 
Sarasota, FL, 34240
Phone: (941) 342-2300

Traveler Segments 
Edition 2022

THE STATE OF THE 
AMERICAN TRAVELER:

RESEARCH SUMMARY

Executive Summary

The State of the American Traveler, Technology Edition, examines the latest trends 
and opportunities in the use of new technologies by U.S. travelers.

TECHNOLOGY ADOPTION 
& ITS PROMISE
From the use of virtual experiences 
to the rise of TikTok, the Technology 
Edition predicts and interprets the 
technologies that are reshaping travel 
research, planning and booking. In 
this edition’s webinar, Dave Bratton 
of Destination Analysts shared the 
latest research on U.S. travelers’ 
use of new technology to plan trips 
and to travel. Hayden Pigott of 
Miles Partnership gave an updated 
look at the world of TikTok and the 
opportunities for destinations and 
businesses to become more engaged. P A G E  3 1

Technology 
Adoption & 
its Promise



EXCITEMENT FOR 
LEISURE TRAVEL IN 
THE NEXT 12 MONTHS
U.S. leisure travelers are eager to re-
enter the travel sphere, with 66% being 
open to learning about new destinations 
to visit and almost 80% indicating 
they are moderately to extremely 
excited to travel in the next 12 months. 
Upcoming technology trends will create 
opportunities to share destinations in a 
unique way to meet this excitement.

USE OF NEW 
TECHNOLOGIES
Almost 50% of travelers 
agree that they keep up 
with new technology use 
in their planning, and 56% 
agree new technology 
holds the promise to make 
their experience better. 
As Millennials and Gen Z 
continue to expand into the 
travel market, so will the use 
of technology in planning.

If a new technology comes out (hardware, software, 
and APPs, etc.) that could help you plan your leisure travel, 
how excited are you about using it? (Select one)

Q

Overall, how close 
to “normal” is the U.S. 
in terms of resuming 
leisure activities 
(dining out, travel, etc.)?

Q
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GENERATION

Boomer 
or older

14.1%

Gen X
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Millennials 
or younger

52.0%

RETURNING TO NORMAL
With this growing anticipation to get back on the road and receptivity to new destinations, 
reaching travelers is more important than ever. Websites found via a search engine, 
Facebook, review websites and online content (blogs and videos) ranked highest when 
asked where they would be most receptive to learning about a new destination.
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0 – I am not at all excited

0% 10% 20% 30% 40%

30.3%

11.3%

17.4%

13.0%

7.2%

10.0%

2.7%

2.4%

1.5%

0.6%

3.7%

Which best 
describes how 
excited you are 
about LEISURE 
TRAVEL in the 
NEXT TWELVE 
MONTHS?

WEST
63.0%

MIDWEST
63.1%

NORTHEAST
60.7%

SOUTH
62.9%

79.2%Q

(Base: All respondents, 4002 completed surveys. Data collected June 15-23, 2022.)
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SPECIFIC TYPES OF 
TRAVEL-RELATED 
APPS USED
While Google Maps, Search or Business 
Listings continue to dominate trust in 
consumer’s eyes, almost 50% of travelers 
are interested in using virtual tours and 
apps in deciding where to go. This opens 
a new window of opportunity for creating 
trust in a brand, destination and attraction 
with upcoming travelers.

THE METAVERSE
This future-forward virtual reality space allows travelers to 
interact with a computer-generated environment. Aligning 
with virtual tours, Millennials and younger generations dominate 
the interest level compared to other traveler segments.

SNOWBALL EFFECT
This rapidly growing, vertical short platform is currently 
the seventh most used social platform in the world and has 
732 million monthly active users globally. To tap into this 
audience segment, destinations and brands should spend 
time getting familiar with TikTok, plan content ahead 
(while keeping up with the latest trends) and cross-promoting 
content to other short-video platforms.

In the PAST TWELVE 
(12) MONTHS, which 
of these types of APPs 
have you used for travel 
planning? (Select all that 
you’ve used)

Q

Hotel (Company specific, Hyatt, Hilton, Marriott, etc.)

Online Travel Agency (Expedia, Hotels.com, etc.)

Weather

Airline

Recommendations (TripAdvisor, Yelp, Trippy, etc.)

Ride Share (Uber, Lyft)

Vacation Rentals (Airbnb, VBRO)

Hotel (Last minute travel deals)

Transportation (Bus, Ferry or train)

Transportation (Local transportation system)

Travel planning & management (Tripit, Wandering)

Destination-specific (State or city tourism office)

Language translation

NONE OF THESE
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of travelers say they 
had heard of the metaverse 
before taking the survey

A successful 
trend an take 
control of 
the algorithm 
for weeks, 
even months.
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Inflation and economic concerns continue to affect 
travelers’ decisions, with 50% agreeing that high travel 
prices have kept them from traveling in the past month.

Upcoming technology trends will continue to greatly 
influence Millennials and younger generations’ travel 
decisions and spending habits.

The use of and interest in travel-related apps and real time 
video is gaining popularity among U.S. leisure travelers 

Short-form video continues to rise in popularity. Users 
spend an average of 52 minutes daily on the TikTok app, 
with 83.3 billion #travel viewers everyday. However, 
TikTok has yet to be fully recognized as a top travel 
planning platform. 

Capitalizing on the power of cross-promoting your brand’s 
content across new technologies, especially as they 
continue to be revealed and adopted by U.S. travelers.

5 Key Takeaways

http://www.milespartnership.com/state-american-traveler-technology-edition-2022
http://www.milespartnership.com/blog/3-key-takeaways-starting-your-tiktok-account 
http://www.milespartnership.com/blog/3-key-takeaways-starting-your-tiktok-account 
http://www.milespartnership.com/blog/storytelling-through-social-first-content-tiktok
http://www.milespartnership.com/blog/storytelling-through-social-first-content-tiktok

