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RESEARCH AND ADDITIONAL RESOURCES

www.milespartnership.com/us-road-trips





Are We There Yet? 
Road Trips Reinvented!
Fresh research & insights on marketing to 
US Road Trips Travelers



Longwoods International 

o Established in 1978 as 
consultancy-focused 
research company

o Tourism since 1985
o Travel USA ® since 

1990



TRAVEL SENTIMENT STUDY 
WAVE 61

Fielded May 11, 2022
U.S. National Sample of 1,000 adults 18+

COVID-19



IMPACT ON TRAVEL PLANS

First Trip Travelers Will Take in 2022
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Travel by car to see friends and relatives within 200 miles in the U.S.

Travel by car to see friends and relatives more than 200 miles in the U.S.

Travel by plane to see friends and relatives within the U.S.

Travel by car for a vacation/getaway within 200 miles (not to see friends or relatives) in the U.S.

Travel by car for a vacation/getaway more than 200 miles (not to see friends or relatives) in the U.S.

Travel by plane for a vacation/getaway (not to see friends or relatives) in the U.S.

I don't currently have any travel plans for 2022

Trip to another international destination

I will vacation at home first (i.e., staycation)

International trip to Canada or Mexico

Travel Sentiment Study Wave 53



IMPACT ON TRAVEL PLANS

Activities Travelers Planning to Do on Next Leisure Trip

Travel Sentiment Study Wave 57
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Visit friends and family

Take a road trip

Go to a beach/waterfront

Go shopping

Explore a city

Visit a national park, state park, or monument

Visit an amusement park or theme park

Visit a museum, art gallery, or other arts/cultural institution

Explore a rural area

Go on a hike or bicycle ride

Go to a winery, brewery, or distillery

Attend a festival or other non-sports special event

Attend an amateur or professional sporting event
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IMPACT ON TRAVEL PLANS

Travel Sentiment Study Wave 58

95%

Percent of Travelers with a Road Trip Planned for the Next Year



IMPACT ON TRAVEL PLANS

Travel Sentiment Study Wave 61
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Impact of Rising Gas Prices on Decisions to Travel in Next Six Months



IMPACT ON TRAVEL PLANS

Travel Sentiment Study Wave 61

Indicated that Rising Gas Prices Would Greatly Impact their Decision to 
Travel in the Next Six Months
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IMPACT ON TRAVEL PLANS

Travel Sentiment Study Wave 61

Impact of Rising Gas Prices on Travel Plans
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I’m choosing destinations closer to home

I’m reducing the number of trips I’m taking

I’m reducing the amount I spend on retail purchases

I’m reducing the amount I spend on entertainment and recreation

I’m reducing the amount I spend on food and beverage

I’m reducing the amount I spend on lodging

I'm choosing to drive instead of fly

I’m canceling trips

I am choosing not to travel at all

Rising gas prices are not impacting my travel plans
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www.MilesPartnership.com/blog/gas-prices-war-risks-recovery-travel

http://www.milespartnership.com/blog/gas-prices-war-risks-recovery-travel


Methodology (short version):

Travel USA®

• Largest ongoing study of American 
travelers

• Quarterly random samples of U.S. adult 
population

• Consumer online panel

• Profiles of representative sample of 
250,000+ overnight and day trips each year

• Overview survey, then a custom follow-up



Road Trip vs. Leisure
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Past Visitation to Destination
Base: Overnight Person-Trips
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Trip Planning Information Sources
Base: Overnight Person-Trips
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Length of Trip Planning
Base: Overnight Person-Trips
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Method of Booking
Base: Overnight Person-Trips
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Accommodations
Base: Overnight Person-Trips
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Activity Groupings
Base: Overnight Person-Trips
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Activities and Experiences
Base: Overnight Person-Trips
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Activities of Special Interest
Base: Overnight Person-Trips
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Dining Activities
Base: Overnight Person-Trips
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Shopping Activities
Base: Overnight Person-Trips
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Road Trip 5+ vs. Road Trip



Regional Destination of Trip
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Travel Party Composition
Base: Overnight Person-Trips
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Trip Planning Information Sources
Base: Overnight Person-Trips
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Trip Planning Information Sources (Cont’d)
Base: Overnight Person-Trips
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Length of Trip Planning
Base: Overnight Person-Trips
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Activity Groupings
Base: Overnight Person-Trips
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Activities and Experiences
Base: Overnight Person-Trips
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Road Trip - RV vs. Road Trip



Regional Destination of Trip
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Past Visitation to Destination
Base: Overnight Person-Trips
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Travel Party Composition
Base: Overnight Person-Trips
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Length of Trip Planning
Base: Overnight Person-Trips
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Method of Booking
Base: Overnight Person-Trips
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Activity Groupings
Base: Overnight Person-Trips
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Dining Activities
Base: Overnight Person-Trips
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Shopping Activities
Base: Overnight Person-Trips
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Gender and Age
Base: Overnight Person-Trips
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IMPACT ON TRAVEL PLANS

Factors Important in Deciding Where to Visit on Road Trips

Travel Sentiment Study Wave 58

62%

40%

35%

34%

32%

28%

26%

24%

24%

22%

21%

20%

19%

Places with family/friends to visit

Water – includes time at the ocean, river or lake

Local food, arts and crafts – a trip that has local and unique places to eat and/or …

Transportation costs – rising gas prices

Great attractions – a specific activity or attraction (e.g., theme/water parks, golf)

Iconic places – includes famous points of interest

Other natural regions – natural areas offering great outdoor activities

‘Off the beaten path’ - getting away from busy visitor spots and/or getting off …

City experiences – includes urban/city experiences

Shopping – includes lots of interesting places to browse and shop

Health and safety concerns related to COVID-19

Events – includes a great festival, meeting or event

Other costs – affordable places to stay, things to do, etc.
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TAKEAWAYS

1. Adjust marketing and messaging to address gas price and inflation concerns
2. Important marketing partners include hotels/motels, short-term rentals and AAA
3. Drive dispersal and length of stay with touring routes, passport programs & deals
4. Short-Term Rentals offer fresh opportunities in rural/small town destinations
5. RV market is booming with new, younger RV owners & renters



MAY 24, 2022

POLL

US ROAD TRIP 
MARKETING



SPOTLIGHT SEGMENT:

RV AND MOTORHOME TRENDS 
AND OPPORTUNITIES 

Monika Geraci
Director of PR and Communications
RV Industry Association

www.gorving.com



PURE MICHIGAN ROAD TRIP 

Kelly Wolgamott
Director, Travel Marketing



Along the Way TV






Open Roads Hub Page

This page is the HQ for all road trip content, it 

gives visitors a full view of the itineraries, articles 

and partner listings to bridge inspiration to 

planning. 





Itineraries

Connecting the dots on our suggested routes 

around Michigan with large-format 

photography, maps, and business details for 

places to stay and dine along the way. 











Locating Cities
Michigan has more than 1,700 cities, 

important to make sure they’re easy to locate 

and oriented with nearby context for visitors 

to see they are never far from a must-see 

spot or hidden gem. 



Coca-Cola Partnership 



Motown Station –
Pandora





Ohio News Network



Future Road Trips



RESEARCH AND ADDITIONAL RESOURCES

www.milespartnership.com/us-road-trips



In association 
with:

An international study on how to build successful, resilient, and enduring partnerships with local residents, 
community groups and businesses

Upcoming: A survey of 400+ DMOs across North America & Europe. Summary of results to all respondents.  



Thank you!

Q&A
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