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Opportunity
powered by insight.



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

® Monthly tracking survey

United States Census Regions and Divisions

® Representative sample of adult American

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

West

# East North Central

® Tracks traveler sentiment to generate
insights into domestic travel trends

S Mid-Atlantic

West North Central

® 4,000+ fully completed surveys collected South

each wave.

South Atlantic

® Survey collected August 16-28

East South Central

West South Central

® Confidence interval of +/- 1.65%

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

Future Partners



Today’s Segment Deep Dives

‘ Wellness Seekers

‘ Sports and Music Event Travelers

Future Partners The State of the American Traveler, Septe mber 2025



Gen Z
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Gen Z travelers are significantly more likely to identify as part of
the LGTQIA+ community.

Question: Do you consider yourself...

LGBTQIA+
20%
14.7%
15%
10% 8.8%
5.2% 5.0%
5%
0%
GenZ Millennial Gen X Boomer or older
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They are also much more ethnically diverse.

Question: Which best describes your ethnicity?

Non-Caucasian
50%
44.6%
40%
30% 27-8%
22.9%
20%
12.9%

10%

0%

GenZ Millennial Gen X Boomer or older
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Their annual income falls significantly below other generations.

Question: Which best describes the combined annual income of all members of your household?

Annual Household Income of $150,000 or more

$140,000

$126,880
$117,274

$120,000

$111,769

$100,000

$82,334

$80,000

$60,000

$40,000

$20,000

$0
GenZ Millennial Gen X Boomer or older
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They are also more likely to have a disability, including physical,
metal, or emotional issues.

Question: Because of a physical, mental or emotional issue do you (or anyone you regularly travel with) have difficulties or face
challenges traveling?

20%

18.1%

16.2%
14.4%

15%

12.0%

10%

5%

0%
GenZ Millennial Gen X Boomer or older
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Gen Z

Financial and travel outiook

Travel behavior and preferences

Marketing insights

Future Partners



Financial and travel
outiook
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Gen Z and Millennials Align Closely in Financial Outiook

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

Top 2 Box - Better off or much better off

50%

42.3% 42.6%

40%

29.4%

30%

23.5%

20%

10%

0%
GenZ Millennial Gen X Boomer or older
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Younger Generations Anticipate Continued Financial Improvement

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?

Top 2 Box - Better off or much better off

70%

58.9% 58.3%

60%

50%

43.4%

40%
32.5%
30%

20%

10%

0%
GenZ Millennial Gen X Boomer or older
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Gen Z are More Inclined to Be Financially Cautious in a Recession

Statement: Right now, | am being careful with my money because I'm concerned about an upcoming recession.

Top 2 Box - Agree or strongly agree

60%

54.7%

55%

52.9%

50%

48.6%
45.9%

45%

40%
GenZ Millennial Gen X Boomer or older
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Gen Z Most Likely to Have Decreased Travel in the Near Term

Statement: Have concerns about the economy led you to change your thinking about travel or travel plans for the NEXT SIX (6) MONTHS? If
so, please describe how below.

Travel Less Frequently

40%

31.9%

30%

26.9%
24.7%

21.6%

20%

10%

0%
GenZ Millennial Gen X Boomer or older
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They Are More Likely to Have Switched from Air to Car Travel

Statement: Have concerns about the economy led you to change your thinking about travel or travel plans for the NEXT SIX (6) MONTHS? If
so, please describe how below.

Choose To Drive Instead Of Fly

30%

23.2%

20% 18.9%

o
17.3% 16.0%

10%

0%
GenZ Millennial Gen X Boomer or older
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Or to Have Canceled Trips Entirely Due to Economic Concerns

Statement: Have concerns about the economy led you to change your thinking about travel or travel plans for the NEXT SIX (6) MONTHS? If
so, please describe how below.

20%

Cancel Trips Altogether

13.7%

10.0%

10%

8.3%
6.0%

5%

0%
GenZ Millennial Gen X Boomer or older
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Gen Z Falls Lag Behind Millennials on Travel Spending Sentiment

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?

Top 2 Box — A good or very good time

50%

40% 36.7% 37.5%

. 33.0%
" (o]

30%
20%

10%

0%
GenZ Millennial Gen X Boomer or older
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But Gen Z is Trending Upward, Despite a Downturn in 2025

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?

Now is a good time to spend on travel - Change Over Time

45%
mmGenZ Total

40%

35%

30.7%

29.9%
— ——y

30% 28.7%

I

Q22022 Q32022 Q42022 Q12023 Q22023 Q32023 Q42023 Q12024 Q22024 Q32024 Q42024 Q12025 Q22025 Q32025

28.0%

27.3%

24.7%

25%

22.4%

20%

15%

10%

5%

0%
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Gen Z are Least Likely to Prioritize Travel Spending

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.

Top 2 Box - Somewhat, high, or extremely high priority

70%

62.2%

58.3%
55.9% ° 56.9%

50%

40%

30%
GenZ Millennial Gen X Boomer or older
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Particularly in Q3 2025, Gen Z Underperforms on 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.

Travel as a High Budget Priority - Change Over Time
70% mmGenZ Total

60.4% 60.6% 61.2%

0O,
60% ~a = 56.4% 58.1%
53.9% 54.0%
52.7% ° 52.1% 51.9%
. 49.0%
0
45.3%
40%
30%
20%
10%
0%

Q22022 Q32022 Q42022 Q12023 Q22023 Q32023 Q42023 Q12024 Q22024 Q32024 Q42024 Q12025 Q22025 Q32025

53.0%
49.1%

Future Partners The State of the American Traveler



Their Current Travel Budgets are Notably Lower

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?

$8,000

$7,000 $6, 797
$5,891

$6,000

$5,224

$5,000

$3,876

$4,000

$3,000

$2,000

$1,000

$0
GenZ Millennial Gen X Boomer or older
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And Their Travel Budget Has Not Seen the Same Gains as Overall
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?

Maximum Annual Leisure Travel Budget - Change Over Time

$7,000
mmGenZ Total
$6,000
$5,000
$4,102 $4,064
$3,825
$4,000 3,518 $3,759 $3,640

$3,202

oo $2,930 $3,189 carer $3,267 63022 gpopg 3061
$2,000
$1,000
$0

Q22022 Q32022 Q42022 Q12023 Q22023 Q32023 Q42023 Q12024 Q22024 Q32024 Q42024 Q12025 Q22025 Q32025
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Travel behavior and
preferences
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They Anticipate Traveling More, But Lag Behind Millennials

Question: In the NEXT 12 MONTHS, do you expect to travel more or less for leisure than you did in the most recent 12-month period?

40%

30.8% 31.6%

30%

O,
23.5% 29 1%

20%

10%

0%

GenZ Millennial Gen X Boomer or older
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Their Average Number of Trips Also Falls Behind Other Generations

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?

5 Average Number of Leisure Trips Expected in the Next Year

4 3.8
3.5 3.6 L

GenZ Millennial Gen X Boomer or older
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But This Has Seen Gains Over the Past Two Years

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?

Average Number of Anticipated Leisure Trips - Change Over Time
$5

mmGenZ Total
$4
$3

3.8
3.6 e
. 33 3.2
3.1
2.6 il
2.3
$2
$1
$0

Q22022 Q32022 Q42022 Q12023 Q22023 Q32023 Q42023 Q12024 Q22024 Q32024 Q42024 Q12025 Q22025 Q32025
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Gen Z are More Likely to Factor Shopping into Trip Decisions

Statement: Which of the following specific travel activities were important in your decision to take this most recent overnight leisure trip?

Shopping
30% 28.3%

25%

23.1%
19.3%

20%

15.3%

10%

5%

0%

GenZ Millennial Gen X Boomer or older
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But Travel Costs Have Deterred Them from Traveling More

Statement: In the PAST SIX (6) MONTHS, which (if any) of the following have kept you from traveling more than you would have otherwise

preferred?
Travel Is Too Expensive Right Now
o 42.1%
36.3%
31.2%
30%
- 23.8%
20%
15%
10%
5%
0%
Gen Z Millennial Gen X Boomer or older
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High Gas Prices Have Also Been a Deterrent

Statement: 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% Gasoline Was Too Expensive
25% 24. O%
19.4%

o 17.9%

- 14.0%

10%

5%

0%

GenZ Millennial Gen X Boomer or older
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Gen Z Also Have Less Time Off to Spare for Travel

Statement: In the PAST SIX (6) MONTHS, which (if any) of the following have kept you from traveling more than you would have otherwise

preferred?
Not Enough PTO/Vacation Time
2o 23.3%
20.2%
20%
17.0%

15%

10% 8.4%

5%

0%

GenZ Millennial Gen X Boomer or older
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Their Trip Planning Window is Significantly Shorter

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

Average Trip Planning Window (Weeks)

14

= 11.4 11.6

10.1
10 9.2

GenZ Millennial Gen X Boomer or older
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Gen Z are the Least Likely to Be Satisfied with Their Life Now

Question: How satisfied are you with your life right now?

% Satisfied or Very Satisfied

100%

80.1%

80%

69.9% 69.4%

62.4%

60%

40%

20%

0%
GenZ Millennial Gen X Boomer or older
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But Most Likely to Feel Stressed On a Regular Basis

Question: How often do you feel elevated levels of stress in your day-to-day life?

% Often or Always

60%

50.3%

47.9%

50%
40%
) 35.2%
30%
20%

16.3%

10%

0%
GenZ Millennial Gen X Boomer or older
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They are Less Adventurous than Millennials

Question: How adventurous do you consider yourself to be while traveling?
% Very or Extremely Adventurous

60%

50% 48.1%
44.9%

40%

31.0%

30%

21.3%

20%

10%

0%
GenZ Millennial Gen X Boomer or older

Future Partners The State of the American Traveler



And Less Likely to Take Spontaneous Trips than Millennials

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

% Frequently or Very Frequently

30%

26.9%

24.3%

25%

20%

17.6%

15%

12.1%

10%

5%

0%

GenZ Millennial Gen X Boomer or older
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Top 5 Desired Domestic Destinations (Next 12 Months)

N =

N W

N =

AW

5.

Future Partners The State of the American Traveler

New York
Florida
California

. Las Vegas

New York
Las Vegas
Florida

. California

Hawaii

1. New York
2. Florida
3. Las Vegas
4. California
5. Miami

AWM

New York
Las Vegas
Florida

. California

Chicago



Top 5 International Destinations

N

Italy
France
Canada
Mexico

o AW

Italy

Mexico
Canada

AN

Future Partners The State of the American Trav

United Kingdom

eler

1. Italy

3. Mexico
4. Canada

5. United Kingdom

AWM

Italy
United Kingdom
Canada

. Mexico

France



Marketing insights
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Instagram and TikTok are Their Top Marketing Channels

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?

Gen Z

I o
N -

Instagram
TikTok
Facebook
Online content

Email

Gen X
Online search 39.3%
Email 31.6%
Facebook 31.3%
Online content 27.2%
Instagram 21.1%

Future Partners The State of the American Traveler

Millennials

Facebook
Instagram
Online search
Email

28.3%

Online content 28.0%

Boomers or Older

Online search
Email

Online content 23.7%
Facebook 18.9%

Review websites 17.3%

38.2%

37.3%

30.6%

42.4%

37.9%



Most Inclined to Utilize Social Media For Travel Planning

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

Gen Z Millennials
Instagram _ 49.7% Instagram 40.8%
TikTok _ 42.0% Facebook 40.4%
Youtube 38.3% Youtube 36.8%
Facebook 30.4% TikTok 26.4%
X/Twitter 19.3% X/Twitter s
Gen X Boomers or Older
Facebook 30.4% Youtube 16.9%
Youtube 28.2% Facebook 16.6%
Instagram 20.5% Instagram 6.2%
TikTok 12.3% Pinterest 3.7%
Pinterest 8.7% TikTok 2.7%

Future Partners The State of the American Traveler



The Majority of Gen Z Use Online Video in Their Travel Planning

57.5%

50.9%

35.2%

21.8%

GenZ Millennial Gen X Boomer or older
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Gen Z are Most Likely to Turn to Digital Influencers

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

45%

40% 38.4%

35%

32.3%
30%
25%
16.4%
15%
10%

6.5%

5%

0%
GenZ Millennial Gen X Boomer or older
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But They Lag Behind Millennials in Podcast Consumption

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

Yes
60%

48.7%

50%

44.0%

40%

34.4%

21.1%

20%

10%

0%
GenZ Millennial Gen X Boomer or older
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Their Podcast Consumption Has Grown

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

Gen Z Podcast Listeners - Change Over Time

50.0%

46.9%

45.1% 44.9%

44.2% 43.7%

45.0% 43.2% 43.5%
) 42.0% ’ 42.8%
40.4%
40.0%
34.9%
35.0%
30.5%

30.0%
25.0%
20.0%
15.0%
10.0%

5.0%

0.0%
Q4 2022 Q12023 Q22023 Q32023 Q4 2023 Q12024 Q22024 Q32024 Q4 2024 Q12025 Q22025 Q32025
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Most Likely to Prefer Podcasts about Pop Culture or Health/Fitness

Question: What podcast genres do you listen to on a regular basis?

Gen Z Millennials
Pop culture _ 38.7% Pop culture 36.5%
Health/Fitness _ 37.7% Health/Fitness 34.9%
Comedy 32.6% Comedy 30.8%
Gaming 27.2% Sports 29.6%
Film & TV 26.4% True Crime 24.9%
Gen X Boomers or Older
News/Politics 32.6% News/Politics 43.8%
Pop culture 29.6% Sports 24.0%
Health/Fitness 27.2% Health/Fitness 18.0%
Sports 26.1% History 17.4%
Comedy 23.9% Travel 16.4%

Future Partners The State of the American Traveler
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Fifteen Percent of American Travelers are DINKS

DINKS
15.4%

Other
Travelers
84.6%
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Over a Third are High Income Earners

Question: Which best describes the combined annual income of all members of your household?

Annual Household Income of $150,000 or more

DINKS 34.3%

Family Travelers 30.3%

0% 10% 20% 30% 40%
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Most Live in the Suburbs; DINKS are Less Likely to be Urban Dwellers

Question: Which best describes where you live?

52.7%
40.9%
Large ciey [ 22.6%
(urban area) 329.99%
® DINKS
- 13-8% Family Travelers
Rural area
9.7%
Small town
9.4%

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

Financial and travel outiook

Travel behavior and preferences

Marketing insights
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Less Likely to Cite Financial Shifts, For Better or Worse

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

Top 2 Box - Better off or Much better off

B Better off No Change Worse Off

DINKS 43.5%

33.9%

Family Travelers

0% 10% 20% 30% 40% 50% 60% 70%
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23.6%

20.0%

80% 90%

100%



The Same Holds for Their Financial Outlook

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?
Top 2 Box - Better off or Much better off

B Better off No Change Worse Off

DINKS 41.6% 14.1%

30.6% 9.5%

Family Travelers

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
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Less Likely to Be Financially Cautious in the Face of a Recession

Statement: Right now, | am being careful with my money because I'm concerned about an upcoming recession.

Top 2 Box — Agree or strongly agree

DINKS 45.7%

Family Travelers 51.7%

30% 40% 50% 60%
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More Likely to Not Change Travel Behavior Due to Concerns of a
Economic Recession

Statement: Have concerns about the economy led you to change your thinking about travel or travel plans for the NEXT SIX (6)
MONTHS? If so, please describe how below.

No changes inmy travel || 34.4%
behavior 27 99
Use rewards programs to 27.0%
save money 28.6%
Choose more affordable 26.8% ® DINKS
destinations 30.4% Family Travelers
25.0%
Travel less frequently
24.5%
Reduce spending on || 23.4%
activities/attractions 292 59,

0% 10% 20% 30% 40%
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However, They Are Less Inclined to Say 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?

Top 2 Box - It is a good time or It is a very good time

DINKS 31.9%
Family o
Travelers 44.2%
0% 10% 20% 30% 40% 50%
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And They Are Less Likely to Prioritize Travel Spending

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.

Top 3 Box - Somewhat, high, or extremely high priority

DINKS 58.1%
Family 67.9%
Travelers - 4
30% 40% 50% 60% 70% 80%
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Their Travel Budgets are Slightly Lower than Family 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?

DINKS $6,253
Family Travelers $6,345
$0 $1,000 $2,000 $3,000 $4,000 $5,000 $6,000 $7,000
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They Are Less Likely to Say They Will Travel More in the Next Year

Question: In the NEXT 12 MONTHS, do you expect to travel more or less for leisure than you did in the most recent 12-month period?

DINKS 23.2%

Family 34.4%

Travelers

0% 10% 20% 30% 40%
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And Similarly Less Inclined To Say They Will Spend More on Travel

Question: In the NEXT 12 MONTHS, do you expect to spend more or less on leisure travel than you did in the most recent 12-month period?

DINKS 27.5%
Family o
Travelers 36.8%
0% 10% 20% 30% 40%
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Their Expected Trip Volume is On Par with Family Travelers

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?

Average Number of Leisure Trips Expected in the Next Year

DINKS 3.8
Family Travelers 3.9
0.0 0.5 1.0 15 20 25 3.0 3.5 4.0 4.5
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DINKS Avoid Peak Season Travel

Statement: When do you typically prefer to travel for leisure?

No preference

35.1%

During off-seasons

34.8%
During peak seasons
30.0%
0% 10% 20% 30% 40% 50%
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® DINKS

Family Travelers



They are Less Adventurous Travelers

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

DINKS 30.2%
Family o
Travelers 49.5%
0% 10% 20% 30% 40% 50% 60%
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DINKS are Less Likely to Feel Stressed on the Day-to-Day

Statement: How often do you feel elevated levels of stress in your day-to-day life?

% Often or Always

DINKS 36.4%

Family Travelers 43.8%

0% 10% 20% 30% 40% 50%
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They Are Significantly Less Likely to Take Spontaneous Trips

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

% Frequently or Very Frequently

DINKS 16.5%

Family Travelers 30.6%

0% 10% 20% 30% 40%
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New York
Las Vegas
Florida
Hawaii
California

Italy

Mexico

United Kingdom
Canada

5. Japan
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They are More Receptive to Marketing on Online Search and Review
Sites, But Less So on Social Media

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?

e 39.0%
32.3%

(o)
Facebook NN 30.3%
(o)
Online content NN 28.5%

26.9%

I 27.0%

31.7%

I 25.6%
35.5%

N 19.3% u DINKS = Family Travelers
21.4%

(o)
Review websites TN 18.4%

14.9%

; DN 15.3%
TikTok 23.8%
DN 10.6%

16.4%

Online search

41.8%

Email
Instagram

Streaming services

Travel podcasts

. . . _ 10.4%
Travel or lifestyle magazines nted,
rav rli Y gazi (pri ) 12.29%

0% 10% 20% 30% 40% 50%
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In Fact, Nearly Half Do Not Use Social to Plan Travels

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

- 45.9%
None of these 27.6%

Facebook NI 27.9%

45.2%

Youtube M 26.8% 26,79
Instagram T———— 24.2% 21,99

TikTox TN 14.2% 8. 0%
Pinterest THINNNN 9.9% 17 104

Reddit = 6?’/’2. 5% u DINKS
X/ Twitter e 5.6% 20,69 Family Travelers
Snapchat T 4.1%

0.1

0% 10% 20% 30% 40% 50%
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DINKS are Less Likely to Use Digital Influencers to Plan Trips

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

DINKS 20.6%

Family Travelers 32.9%
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And Less Likely to Look to Online Video to Plan Travel

Question: In the past 12 months, have you used ONLINE VIDEO including visiting video sharing websites (e.g. Youtube.com, AOL Video,
TikTok or Google Video) to plan any travel?

DINKS 37.3%

Family Travelers 53.8%

0% 10% 20% 30% 40% 50% 60%
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They Also Are Less Likely to Use Travel Agents

Question: In the past12 months, have you used a TRAVEL AGENT or TRAVEL ADVISOR to help plan any travel?

DINKS 15.0%

Family Travelers 29.8%
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Over One in Three are Podcast Listeners, But This Falls Behind
Family Travelers

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

DINKS 35.5%

Family Travelers 49.1%

0% 10% 20% 30% 40% 50% 60%
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More Likely to Listen to News and True Crime Content

Question: What podcast genres do you listen to on a regular basis?

' I 29.59
Entertainment/Pop Culture 29.5%
News/Politics T 28.3%

26.2%

I 25.49
Comedy 25.4%

28.1%

PN 24.7%
21.0%
Sports T 24.0%
: I 23
Health/Fitness 23.5%
Trave; TN 17.8%
Film & Ty TN 15.3%
N 13.1%

16.0%
DN 13.0%

True Crime

33.1%

27.1%

24.1%

History

Music 24.3%
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Just under three in ten American travelers identify
as Wellness Seekers.

Question: High Tell us about your hobbies and passions. Please use the scale below to describe your interest in each. (Wellness Seekers
selected “High interest” or “Extremely high interest” in fitness, health and wellness.)

Wellness
Seekers
Other 29.6%
Travelers
48.0%
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Wellness Seekers tend to be younger; more than half
are Gen Z or Millennials.

Wellness Seekers
14.8%
GenZ Other Travelers
8.6%
38.5%
Millennials
26.4%
25.2%
Gen X
28.9%
21.6%
Boomer or older
36.1%

0% 10% 20% 30% 40% 50%
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Wellness Seekers are more likely to be urban dwellers.

Question: Which best describes where you live?

44.6%

Suburban area

49.7%

] 39.6%
Large city
(urban area)
24.2%
Wellness Seekers
7.8 % Other Travelers
Rural area
14.1%
0% 10% 20% 30% 40% 50% 60%
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Wellness Seekers skew more ethnically diverse.

Question: Which best describes your ethnicity?

Wellness Seekers

Other Travelers

0% 10%
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Non-Caucasian

20%

21.1%

29.1%

30%

40%



They are also more likely to be high income earners.

Question: Which best describes the combined annual income of all members of your household?

Annual Household Income of $150,000 or more

Wellness Seekers 28.0%

Other Travelers 20.6%

0% 10% 20% 30%
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Wellness Seekers have varied interests that take
them outside of the everyday.

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

Food and cuisine

International
travel

Historical sites
and attractions

Shopping

Concerts

0% 10% 20%
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72.7%
46.0%
64.0%
42.3%
61.4%
44.6%
56.3% Wellness Seekers
27.8% Other Travelers
54.5%
31.9%

60% 70% 80%



Wellnhess Seekers

Financial and travel outiook

Travel behavior and preferences

Marketing insights
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Better Financial Situation

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

Top 2 Box - Better off or Much better off

Wellness
o
Seekers 46.2%
Other
o
Travelers 27.3 %
0% 10% 20% 30% 40% 50%
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Higher Financial Optimism

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?

Top 2 Box - Better off or Much better off

Welln
ess

Seek 59.5%

ers

Othe
40.4%

Trave
lers
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Invest in Travel Despite a Recession

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

Top 2 Box — Agree or strongly agree

Wellness
(o)
Seekers 63.7%
Other
o
Travelers 52.4%
0% 10% 20% 30% 40% 50% 60% 70%
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Less Likely to Reduce Travel Because of Economy Concerns

Statement: Have concerns about the economy led you to change your thinking about travel or travel plans for the NEXT SIX (6)
MONTHS? If so, please describe how below.

Top 2 Box — Agree or strongly agree

Use rewards programs to 29.7%
save money 24.0%
Choose more affordable 28.9%
destinations 27.39%
23.9%
Travel less frequently Ll S L T
25.6% Other Travelers
Reduce spending on 21.4%
activities/attractions 292 89,
20.1%
Shorten the length of trips
18.8%

0% 10% 20% 30% 40%
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More Inclined to Spend on Leisure 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?

Top 2 Box — It is a good time or It is a very good time

Wellness Seekers 45.8%

Other Travelers 28.9%

0% 10% 20% 30% 40% 50% 60%
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More Likely to Prioritize Travel Spending

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.

Top 3 Box - Somewhat, high, or extremely high priority

Wellness
o
Seekers 70.5%
Other o
Travelers 53.9%
0% 10% 20% 30% 40% 50% 60% 70% 80%
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Higher Expected Travel Spending

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?

Wellness Seekers $6, 602

Other Travelers $5,421

$0 $1,000 $2,000 $3,000 $4,000 $5,000 $6,000 $7,000
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Anticipate Traveling More

Question: In the NEXT 12 MONTHS, do you expect to travel more or less for leisure than you did in the most recent 12-month period?

Wellness
o
Seekers 36.6%
Other Travelers 21.9%
0% 10% 20% 30% 40%
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Expect to Take More Trips

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?

Average Number of Leisure Trips Expected in the Next Year

Wellness Seekers 4.1

Other Travelers 3.5

0.0 0.5 1.0 15 20 25 3.0 3.5 4.0 4.5
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More Likely to be Peak Season Travelers

Statement: When do you typically prefer to travel for leisure?

37.5%

No preference
47.8%

36.8%

During off-seasons
39.9%
25.8%
During peak seasons
12.3%
0% 10% 20% 30% 40% 50% 60%
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Most Wellness Seekers Consider Themselves
Adventurous

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

Wellness Seekers B4.4%

Other Travelers 26.0%

0% 10% 20% 30% 40% 50% 60%
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Eight in Ten are Satisfied with Their Life Right Now

Statement: How satisfied are you with your life right now?

% Satisfied or Very Satisfied

Wellness Seekers 79.1%
Other Travelers 69.3%
0% 20% 40% 60% 80% 100%
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But They Are More Likely to Feel Stressed in Their Day-to-Day

Statement: How often do you feel elevated levels of stress in your day-to-day life?

% Often or Always

Wellness Seekers 37.9%
Other Travelers 33.2%
0% 10% 20% 30% 40%
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Travel Plays a Key Role in Wellness Seekers’ Well-Being

Statement: 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?

% Very or Extremely Important

Wellness Seekers 81.9%

Other Travelers 60.8%

0% 20% 40% 60% 80% 100%
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Over Three in Ten Take Spontaneous Leisure Trips

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

% Frequently or Very Frequently

Wellness Seekers 31.6%

Other Travelers 14.1%

0.0% 10.0% 20.0% 30.0% 40.0%
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Market to Wellness Seekers on Social Media and Podcasts

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?

Instagram e o 35.4%
Websites found via a search engine 3;é.9'_:/g/o
Email 304 ‘y3°4.4%
L)
Facebook 27.3% 0% Wellness Seekers
Online content 24.3%29.3 % Other Travelers
Streaming services 16.4% 21.7%
Tik Tok 13.0% 21.6%
Travel podcasts 8.7% 17.7%
Review websites 15.167‘;/’:) %
X/Twitter 5 4% 15.5%
0% 10% 20% 30% 40%

Future Partners

The State of the American Traveler



Instagram is a Key Platform, Followed Closely by Facebook

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

Instagram S 40.9%
Youtube N 39.29
Facebook T 37.39%
TikTok ITor 25 7%
X/Twitter 6.1% 18.7%
Pinterest o 16.0%
Reddit o7 12.3% Wellness Seekers ~ Other Travelers
Snapchat L7 11.4%

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

Future Partners The State of the American Traveler



More Likely to Turn to Digital Influencers

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

Wellness Seekers 31.7%

Other Travelers 15.5%

0% 10% 20% 30% 40%
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More Likely to Look to Online Video to Plan Travel

Question: In the past 12 months, have you used ONLINE VIDEO including visiting video sharing websites (e.g. Youtube.com, AOL Video,
TikTok or Google Video) to plan any travel?

Wellness Seekers 51.7%

Other Travelers 32.2%

0% 10% 20% 30% 40% 50% 60%
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Half of Wellness Seekers Are Tuned into Podcasts

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

Wellness Seekers

Other Travelers

0% 10%
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Gravitate towards Health/Fitness, Travel, Tech or Business Podcasts

Question: What podcast genres do you listen to on a regular basis?

Health/Fitness

Entertainment/Pop culture

Future Partners

Sports
News/Politics
Comedy
Travel

Music
Technology
Film & TV

Business

0%
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17.0%
35.5%
27.9%
32.5%
23.4%
29.5%
29.5%
28.3%
24.8%
26.7%
14.7%
25.2%
14.7%
24.9%
10.6%
24.3%
15.5%
23.3%
11.6%
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More Than Half of American Travelers are Sports and Music Event
Travelers

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.) and/or a sporting event?

Other Sports and
Travelers Music Event
45.3%
Travelers
B54.7%
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They Tend to Skew Younger

e
GenZ

8.9%

Millennials

25.3%

B Sports and Music Event Travelers

Other Travelers
Gen X

27.6%

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

Boomer or older

38.2%

Future Partners The State of the American Traveler



And Are More Likely to Reside in Urban Areas

Question: Which best describes where you live?

Suburban area
51.3%
orser, T 32 2%

(urban area) 24.6%

B Sports and Music Event Travelers

- 11,8 % Other Travelers

12.8%

11.2%

Rural area

Small town

0% 10% 20% 30% 40% 50% 60%
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Sporting & Music Event Travelers are also Passionate about
Shopping, Theme Parks, Fitness, Wine and Nightlife

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

. I -2.2%
Shopping

29.1%
Theme or | 1.2%
amusement
parks 25.9%
. (o)
Fltnjssy ”;ea'th _ 35'5A B Sports and Music Event Travelers
ana weiiness O,
22'3 /’ Other Travelers
I 33.0%

Wine

20.4%

N 25.49%

Bars, nightclubs
10.6%

0% 10% 20% 30% 40% 50%
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Sports and Music Event Travelers

Financial and travel outiook
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Better Financial Situation

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

Top 2 Box - Better off or Much better off

Sports and
Music Event 39.49
Travelers
Other
o
Travelers 25.1%
0% 10% 20% 30% 40% 50%
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Higher Financial Optimism

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?

Top 2 Box - Better off or Much better off

Sports and Music Event Travelers

52.0%

Other Travelers 38.8%

0% 10% 20% 30% 40% 50% 60%
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Six in Ten Feel Travel is a Worthy Investment Even in a Recession

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

Top 2 Box — Agree or strongly agree

Sports and Music Event Travelers

61.4%

Other Travelers 49.1%

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

Future Partners The State of the American Traveler



They are More Likely to Adjust How They Choose and Buy Travel
When Face with Economic Pressures

Statement: Have concerns about the economy led you to change your thinking about travel or travel plans for the
NEXT SIX (6) MONTHS? If so, please describe how below.

Top 2 Box — Agree or strongly agree

Choose more affordablc [N 30-1%

destinations 25.0%

Use rewards programs to RN 29.0%

save money 21.6%

Shorten the length of trips ports and usic Fvent fravelers

17.2% Other Travelers

Travel domestically instead _ 18.8%

of internationally 15.3%

I 15.30

11.8%

0% 10% 20% 30% 40%

Reduce spending on airfare
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More Inclined to Spend on Leisure 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?

Top 2 Box — It is a good time or It is a very good time

Sports and
Music Event 40.7%
Travelers
Other Travelers 25.8%
0% 10% 20% 30% 40% 50%
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More Likely to Prioritize Travel Spending

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.

Top 3 Box - Somewhat, high, or extremely high priority

Sports and Music Event
Travelers

66.3%

Other Travelers 49.8%

0% 10% 20% 30% 40% 50% 60% 70%
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Much Higher Expected Travel Spending

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?

Sports and Music Event
Travelers

$6,389

Other Travelers $5, 030

$0 $1,000 $2,000 $3,000 $4,000 $5,000 $6,000 $7,000
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Anticipate Traveling More

Question: In the NEXT 12 MONTHS, do you expect to travel more or less for leisure than you did in the most recent 12-month period?

Sports and Music Event Travelers

31.7%

Other Travelers 19.8%

0% 10% 20% 30% 40%
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Expect to Take Significantly More Trips

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?

Average Number of Leisure Trips Expected in the Next Year

Sports and Music Event Travelers

Other Travelers 3.0

0.0 0.5 1.0 1.5 2.0 2.5 3.0 3.5 4.0 4.5
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The Impact of the 2026 FIFA World Cup on the

Global Stage

Interest in Traveling to the U.S. for the 2026 FIFA World Cup

(Total Aggregate)

Very interested

Interested

Neutral 19.2%
Uninterested 11.9%

Future Pal‘tl‘lel‘s The State of the International Traveler 2025

23.8%

50.8%

India

Brazil

China
Argentina
Mexico
Colombia
South Korea
Italy

Japan
Spain
United Kingdom
France
Australia
Gemany
Netherlands

Canada

86.1%
75.2%
73.6%
65.7%
63.6%
62.3%
48.7%
46.4%
44.6%
44.2%
42.9%
41.9%
30.2%
29.9%
29.9%
27.4%



The Impact of the 2026 FIFA World Cup

2026 FIFA World Cup Hypothetical Trip — Number of

Days for U.S. Destinations Visited 2026 FIFA World Cup Hypothetical Trip —

Likely Travel Party Size
india | 0.4
# of Days in U.S. #of , Da;_ls P ‘f’r
Destinations Destination Colombia _ 4.9

Colombia 20.9 12.4 1.7 Mexico [ NG 2o
Argentina 17.7 5.7 3.1 Japan _ 4.0
Brazil 15.6 6.8 2.3 SotthiEeIes _ 3.9
Mexi 15.3 15.1 1.0

exteo Brazil [N 36
India 15.3 8.6 1.8 NI _
Germany 13.6 6.7 2.0 etheriands 34
Australia 13.2 5.1 2.6 United Kingdom _ 3.3
Spain 12.5 4.4 2.8 Germany [N 3.2
Netherlands 12.4 5.8 2.2 Australia [N 2.7
United Kingdom 12.4 5.2 2.4 Canada - 2.7
Italy 12.1 5.0 2.4 France - 97
France 1.4 4.5 2.5 Argentina - 97
South Korea 8.4 3.4 2.5

italy [ 2.7

China 8.3 3.3 2.6 _
Canada 8.3 3.3 2.5 Cle - 246
Japan 8.0 4.9 1.6 Spain - 2.5
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Neary Two-Thirds Have Heard of the Upcoming World Cup

Question: Prior to taking this survey, which of the following upcoming events have you heard of?

2026 FIFA World Cup

64.2%

Sports and Music Event Travelers

Other Travelers B2.7%

0% 10% 20% 30% 40% 50% 60% 70%
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Over One in Four are Interested in Traveling to a World Cup Event

Question: Which of the following upcoming events are you interested in traveling to attend?

2026 FIFA World Cup

28.3%

Sports and Music Event Travelers

Other Travelers 13.9%

0% 5% 10% 15% 20% 25% 30%
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More Likely to Consider Themselves Adventurous Travelers

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

% Extremely or Very Adventurous

Sports and Music o
Event Travelers 43.0%
Other Travelers 24.6%
0% 10% 20% 30% 40% 50%
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Much More Inclined to Take Spontaneous Leisure Trips

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

% Frequently or Very Frequently

27.2%

Sports and Music Event Travelers

Other Travelers 10.4%
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More Likely to Be Peak Season Travelers

Statement: When do you typically prefer to travel for leisure?

47.4%

_ 3 7. 8% B Sports and Music Event Travelers
Other Travelers
40.4%

12.2%

No preference

During off-seasons

During peak seasons
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Top 5 Domestic Destinations
1. New York

2. Las Vegas

. Florida

. California

. Chicago

N W

($)

Top 5 International Destinations
1. Italy

2. Canada

. United Kingdom

. Mexico

. Japan

AW

($)
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More Receptive to Marketing on Social Media and Podcasts

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?

Websites found via a search engine

Facebook

Email

Instagram

Online content

Streaming services

TikTok

Review websites

Travel podcasts

Travel or lifestyle print magazines

Future Partners The State of the American Traveler

N 36-1%
35.5%

N 34.1%

23.3%

I 33.8%

28.9%
I 28.7%

17.5%

I 27.5%
23.8%

I 19.6%
16.0%

I 19.2%

11.2%

I 16.7%
15.3%

I 14.0%
8.1%

I 13.4%
10.8%
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40%
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Other Travelers



More Likely Plan Trips Using Video-Led Social Media Platforms

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

I 36.1%

Facebook 20.5%
e o —213% 34.1%
Instagram * 32.7%
. N 21.6%
TikTok 10.6%
ror TN 14.7%
X/Twitter 4.0%
. N 13.6%
rimerest 6' 8% ® Sports and Music Event Travelers
N q 11.2% S
= (o]
Snapchat * 8.8%
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More Likely to Turn to Digital Influencers

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

27.0%

Sports and Music Event Travelers

Other Travelers 12.3%

0% 10% 20% 30%
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More Likely to Look to Online Video to Plan Travel

Question: In the past 12 months, have you used ONLINE VIDEO including visiting video sharing websites (e.g. Youtube.com, AOL Video,
TikTok or Google Video) to plan any travel?

46.9%

Sports and Music Event Travelers

Other Travelers 27.4%

0% 10% 20% 30% 40% 50%
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Over Four in Ten are Tuned into Podcasts

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

Sports and Music
Event Travelers

42.8%

Other Travelers 26.8%
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More Likely to Prefer Podcasts about Health/Fitness or Sports

Question: What podcast genres do you listen to on a regular basis?

Health/Fitness N 35.1%

20.3%

N, 34.0%

25.4%

sports I 31.8%

18.3%

News/Politics NN 28.1%

32.1%

N 27.5%

24.0%

rrave I 22.5%

14.4%

Fitm & 7y N 22.4%

13.0%

I 22.2%
13.0%

I 21.0%

23.3%

I 19.6%

10.6%

0% 10% 20% 30% 40%

Entertainment/Pop culture

Comedy

B Sports and Music Event Travelers
Other Travelers

Music

True Crime

Technology
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Sign Up For Your
Demo & Trial of

The State of the
American Traveler
Insights Explorer

Future Partners The State of the American Traveler



Let's keep the
conversation going

@ instagram.com/futurepartners.tourism/

q Info@futurepartners.com

In Linkedin.com/company/futurepartners Livestream Calendar
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SURVEY

Please |dent|fY your TOP TWO Traveler Segments based on
the likely level of time and marketing dollars you will commit
to each |n 2026:

Select up to two options only

e Generation Z

e DINKs (Dual Income, No Kids)
e Wellness Travelers

e Sports & Music Event Travelers
e Don’t know/Not sure



Spotlight

Sporting Events



POSITIVE SPENDING

Sports Events
Travelers globally
spend an
average of $1,580
per person per
trip, including

hotels, food,
drinks and other
activities.

Source: “How to win big in Sports Tourism”, Expedia, April 2025




Sports Event Travelers $1,580 Per Person

Average spend per person:

e Hotels: $480

e Airfares: $420

e Other Activities: $370
e Event Ticket: $310

Source: “How to win big in Sports Tourism”, Expedia, April 2025




Types of Sports Event Travel

e b51% travel for a single match
or contest

e 37% attend multi-day
sporting events (2-4 days)

e 81% visited a destination
beyond the sports event
location

e 82% are planning sports
event travel in next 12
months

Source: “How to win big in Sports Tourism”, Expedia, April 2025 (



The Other Passions & Hobbies of U.S. Sports Travelers

Food & Cuisine Historical Sites & International Travel Musical Concerts
Attractions (Modern)

60% 55% 54% 51%

The State of American Traveler, Future Partners, Custom Research, Insights Explorer Year to August 2025. (






Atlanta Sports Travelers

41%

Of all recent or likely Atlanta
visitors have traveled to a -~
sporting event in past 12 mont ‘

vs. 27% of all U.S. travelers

State of the American Traveler to August 2025, n = 2,068 U.S. travelers



Top Ten U.S. Sports Cities

In alphabetical order

Atlanta
Boston

o Dallas
Rated as “slightly good” to “extremely good” Houston
State of the American Traveler to August 2025 N eW York C ity

Las Vegas

Atlanta’s Rating for Sporting Events

Los Angeles

Miami

Philadelphia
Future Partners M



Spotlight on Sporting Events

Discover Atlantao



Today’s Guest

Andrew Wilson
Executive Vice

President & Chief
Marketing Officer,

Discover Atlanta
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ORIGKET GELEORATION BOWL s,

Home / Football / Cricket Celebration Bowl

X

* 10 YEARS *

DECEMBER 13, 2025



.\-“)‘ 1st Week of January
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Traveler Segments, Powered by The State of the American Traveler

Resources



Traveler Segments

Research, slides and
other resources will be
available at:

www.milesportnershio.com/troveler—segments

www.futurepartners.com

Traveler Segments, Powered by Th
State of the American Traveler



http://www.milespartnership.com/traveler-segments
http://www.futurepartners.com

The Popularity of
Esports Tourism

These broadcasts, streamed to millions on platforms ke Twitch and YouTube, give destinations a
t example is Andalucia,
023 Valorant Champions
n was integrated into the
rsey sponsorship fora

nsorships ke this offer an

ind the world

ther contender

sniche dy tolean in. By

i international @ unforgettable
while building

ns worldwide

the table—not

The POPUIarlty 3jlobal community.
of Esports Tourism —

is emergent trend.

3

By Andy Gonzoler Morketing Coorainator o4

How Destinations Can Level Up Their Approach to Attracting Esports Travelers

408 must market this
gment in the right way—
on, teams, fans and high- iditional efforts may still

na. From firstperson e value, but reaching
hances are it has a o esports audience
sans showing up where

oy are. Piatiorms fike
fich, Discord and YouTube
» criticol, and creating
thentic content is crucial
drive areal connaction.

iy of these events are

@ esports enthusiasts.

@ Occasionol viewsrs

miles



Upcoming Webinar

Destination Management
Edition

Powered by The State of the
American Traveler

Tuesday, November 18
3pm ET [ 12pm PT
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