a .
. " Future Partners



With You Today
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Tourism Secretary, Director of Corporate President,
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Head of Research & Insights, President & CEO, Managing Partner,
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Agenda

Current Travel Sentiment
Destination Management Insights
Panel Discussion: Community
Engagement

Q&A



Research and Webinar Resources

Research, slides and other
resources will be available at:

www.milespartnership.com/SAT

Quarterly Research Powered by of Tt

www.futurepartners.com State of the American Traveler



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

rch and Insights

Travel Sentiment and
Destination Management
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Opportunity powered by Insight
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Shaping strategies for travel brands and
tourism leaders that capture hearts,
minds and market shave
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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 October 16-26, 2025

East South Central

West South Central

® Confidence interval of +/- 1.65%

@ Data is weighted to reflect the actual
population of each region
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Today’s Agenda

@ Cuvent Travel Sentiment

‘ Sustainable Travel Trends

@ Rcsident Sentiment & Tourism Impacts

‘ Destination Stewardship
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Key Takeaways

Americans remain steady in their financial outlook
— but growing caution could temper future travel
spending. While most households still plan to travel
in the coming year, ongoing economic Worries
continue to push a morve watchful

mindset. Meanwhile, strong intevest in mega-events

such as America 250 and the 2026 FIFA World Cup
offers clear evidence of optimism for the year ahead.

Future Partners



A Minor Mood Shift: Travelers Feeling a
Little Less Flush

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

year ago?
% Better off or Much better off
32.9%
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27.4%
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Future Partners Base: All respondents, approx. 4,000 completed surveys per wave



Traveler Financial Expectations Flat This Month

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?

Below most months in recent three year period
42.2%

% Better off or Much better off

Future Partners Base: All respondents, approx. 4,000 completed surveys per wave



Currently, nearly half of Americans expect a
near-term recession.

(o)
Question: Strongly agree 18% 48 %
| expect the United States will enter an
economic recession sometime in the NEXT
SIX (6) MONTHS.
Agree 30%

Neutral (neither agree nor disagree) 31%
Disagree 14%
Strongly disagree 6%
0% 5% 10% 15% 20% 25% 30% 35%

Future Partners (Base: All respondents, 4,109 completed surveys. Data collected October 16-26, 2025.)



Recession fears have abated somewhat since this past
spring, but remain elevated compared to 2024.

Question:

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

% Agree or Strongly Agree

2022 2023

2024

2025

35% 36%
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Recession Jitters Lead to More Careful Travel

Spending

Question:

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

recession.

Future Partners

Strongly agree

Agree

Neutral (neither agree nor
disagree)

Disagree

Strongly disagree

The State of the American Traveler livestream, November 2025

-

B - 50.1%

19.3%

Base: All respondents, 4,109 completed surveys



Recession Jitters Lead to More Careful Travel

Spending

Question:

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

recession.

Future Partners The State of the American Traveler livestream, November 2025

60%

50%

40%

30%

55.4%

50.1%

46.2%

% Agree or Strongly agree

April 2025 May 2025 June 2025 July 2025  August2025 September October 2025
2025

Base: All respondents, approx. 4,000 completed surveys per wave



Opinions on whether now is a good time to
spend on leisure travel remains split.

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)

Yes - It is a very good time 8%

33%

25%

Yes - Itis a good time

It is neither a good time nor bad time 38%

No - It is a bad time 20%

29%

No - It is a very bad time 9%

Future Partners (Base: All respondents, 4,109 completed surveys. Data collected October 16-26, 2025.)



After holding steady through much of 2024, sentiment
around this metric has fluctuated this year.

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)

% Good time or Very good time

. e 2022 2023 2024 2025

22%
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Future Partners (Base: All respondents, 1,200+ completed surveys each wave in 2020-2021. 4,000+ completed surveys each wave in 2022-2025.)



Most American travelers are still prioritizing
leisure travel spending in the short-term.

Question: Extremely high priority
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)

12%

20% 56%

24%

High priority

Leisure travel will be a(n)

Somewhat high priority

Neutral - neither high nor low priority 21%

Somewhat low priority 10%

Low priority 7%

Extremely low priority 6%

Future Partners (Base: All respondents, 4,109 completed surveys. Data collected October 16-26, 2025.)



However, this has also seen more fluctuations
compared to previous years.

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. Leisure travel will be a(n) .

% Leisure Travel as a High Budget Priority

2022 2023 2024 2025

60% 62% 62%

61%

49%
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Annual travel budgets remain high but have not
seen significant increases this year.

Question: How much IN TOTAL is the maximum you will spend on leisure travel (including airfare, accommodations and all other trip related spending)
during the NEXT 12 MONTHS? Maximum | would spend on leisure travel (next 12 months):

Average Maximum Annual Travel Budget

2022 2023 2024 2025

$5,973

$5,898

$2,207 46-Month Average = $4,665
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Excitement for travel remains high.

Question: 9 - 13%

Which best describes how excited

you are about LEISURE TRAVEL in 8 _ 18% 8 7(y
the NEXT TWELVE (12) MONTHS? o
(Please answer using the 11-point 7 - 10%

scale below)

N (@) (e)]
[ ]
N
X
(@]
o)) X
R

2 | = 7%

—_—
I

—

R

0 - I am not at all excited I 2%

Future Partl‘lel's (Base: All respondents, 4,109 completed surveys. Data collected October 16-26, 2025.)



This has remained consistent throughout 2025.

Question

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

Mean Score (0 - 10-point scale)

2025

2023 2024

2022

(Base: All respondents, 1,200+ completed surveys each wave in 2020-2021. 4,000+ completed surveys each wave in 2022-2025.)
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Trip frequency has gradually increased in the
years following the pandemic.

Question: IN TOTAL, how many leisure trips (of 50 miles or more from your home) do you expect to take in the NEXT TWELVE (12) MONTHS? (Select one)

Expected Trip Frequency — Next 12 Months

mmm Mean Expected Trips % 5 or More Trips
35.0%
39 _40
3.6 3.6 3.6_ 36 6373738 - 3.7 ¢ 3837 3737373838 30.0%
3.2 3.23.2 50~ 3434 3234 S "35!34I353 334 V |
519930, 008 29,530 .31’ Awla ~ -.- 25.0%
l 0 0.7 -.27F p
l ....l ' 20.0%
il
2022 023 024 2025 YTD 10.0%
Average: 2.9 trips Average. 3.4 trips Average. 3.6 trips Average: 3.7 trips .
5 or more trips: 19% 5 or more trips: 25% 5 or more trips: 26% 5 or more trips: 28% 5.0%
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Economic Concerns will Impact Travel Choices

Question: 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.

Due specifically to concerns about the
economy, | expect to

Future Partners

Choose more affordable destinations
Use rewards programs to save money
Travel less frequently

Reduce spending on activities/attractions
Reduce spending on accommodations
Shorten the length of trips

Choose to drive instead of fly

Travel domestically instead of
internationally

Reduce spending on airfare

Cancel trips altogether

NONE OF THESE - No changes in my
travel behavior

©o
N
X

19.9%

18.8%

18.2%

15.3%

22.2%

20.0%

0% 10%

(Base: All respondents, 4,069 completed surveys. Data collected September 18-27, 2025.)

20%

30%

29.5%

29.2%

25.3%

31.3%

40%

50%

23






About 1-in-3 American Travelers Are Interested in
Traveling to Enjoy the World Cup

Question: Very interested - 14.9% 30_0%

How interested would you be in

traveling to enjoy the 2026 FIFA Interested - 15.1%

World Cup?

Neutral (neither

interested nor - 17.1%
uninterested)
Uninterested - 18.3%
° 52.9%

Future Partners The State of the American Traveler livestream, November 2025 Base: All respondents, 4,109 completed surveys




Interest In the Route 66 Anniversary is
High
Question: Very interested - 17.4% 51.9%

How interested would you be in

traveling to enjoy these (Route Interested _ 34.6%
66 Anniversary) opportunities?
Neutral (neither
interested nor _ 27.3%
uninterested)
Uninterested - 11.9%
Very uninterested - 8.9% %

Future Partners The State of the American Traveler livestream, November 2025 Base: All respondents, 4,109 completed surveys




Over half are interested in travel for America

250 Events

Question: i

In 2026, "America 250" will be a coast-to-coast Ve ry Inte reSted
celebration of our nation’s 250th birthday—bringing

together festivals, parades, concerts, and many other

experiences that honor America’s past and spark

pride and imagination for the next 250 years. How |nterested
interested would you be in traveling to enjoy these

America 250 celebrations?

Neutral (neither

interested nor...

Uninterested

Very uninterested

51.0%

B

0% 20%

Future Partners (Base: All respondents, 4,109 completed surveys. Data collected October 16-26, 2025.)
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Current Travel Sentiment

“What's changed most about how you
think of travel in the last five years™?”
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Sustainable Travel Trends

Statement:

“I'll be more proactive in
reducing the impact my
travel on the
environment.”



Younger travelers are more likely to say they’ll be more
proactive about reducing the environmental impact of

their travel.

Strongly agree 7%

Agree 21%

Neutral (neither agree nor disagree)

Disagree 16%

Strongly disagree 10%

0% 10% 20% 30% 40%

Future Partners (Base: All respondents, 4,109 completed surveys. Data collected October 16-26, 2025.)

47%

50%

By Generation
% Agree or Strongly Agree

50% 47%

40% St

30% 049%

0,
20% 18%
10%

0%
Gen Z Millennials Gen X Boomers+



Sustainable Travel Trends

Statement:

“I usually make a
conscious effort to reduce
the environmental impact

of my travel.”



Four in ten American travelers are already working to
reduce their environmental impact on trips.

Strongly agree

Agree

Neutral (neither agree nor disagree)

Disagree

Strongly disagree

Future Partners

0%

9%

14%

8%

10% 20%

30%

31%

38%

40%

(Base: All respondents, 4,109 completed surveys. Data collected October 16-26, 2025.)

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

0%

By Generation
% Agree or Strongly Agree

50%
46%

38% 36%

Gen Z Millennials Gen X Boomers+



Sustainable Travel Trends

Question:

“Do you believe that
people traveling for
leisure have an overall
negative impact on the
environment?”



Just under one in four American travelers feel
travel negatively impacts the environment.

Future Partners

(Base

Unsure
17% Yes
23%
Leisure
Travel Has a
Negative
Impact

No
60%

: All respondents, 4,109 completed surveys. Da

ta co

30%

20%

10%

0%

llected October 16-26, 2025.)

By Generation
% Yes

Al 26%
23%
19%

Gen Z Millennials Gen X Boomers+



Belief that travel negatively impacts the
environment has risen 6-points since 2019.

Historical Trends
% Yes — Leisure Travel Negatively Impacts the Environment

30%

(o)
25% 24% 23% 3%

20% 21%
20%
17%

15%
10%
5%

0%
2019 2021 2022 2023 2024 2025
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Sustainable Travel Trends

Survey respondents were shown this information and then

asked a question:

“A carbon offset in travel is a payment
made to offset or compensate for the
emissions of greenhouse gases created
by your trip, for example, from your air

travel. Carbon oft

forests or wetl

'sets might restore
lands or expand

renewable energy.”

Future Partners The State of the American Traveler, November 2025



Only a small portion of American travelers have
purchased a carbon offset recently, led by younger

travelers.

Future Partners

Unsure Yes
8% 8%

Purchased a
Carbon
Offset in the
Past Year

No
84%

(Base: All respondents, 4,109 completed surveys. Data collected October 16-26, 2025.)

By Generation
% Yes

20%

13% 14%

10% 8%
4%

0%
Gen Z Millennials Gen X Boomers+



The rate of carbon offset purchase amongst
American travelers remained unchanged from
last year.

Historical Trends
% Yes — Purchased a Carbon Offset in the Past Year

12%

10%
10%

8% 8%
8% 7%
6%
4%

2%

0%
2022 2023 2024 2025
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Sustainable Travel Trends

Survey respondents were shown this information and then
asked a series of questions:

“Many hotels now have “green”

programs and certifications that show
their commitment to reducing their
environmental impact (e.g., recycling,
water conservation, energy etficiency,
use of renewable energy, etc.)”

Future Partners The State of the American Traveler, November 2025



Three in ten American travelers sometimes or
always prioritize “green” hotels; older travelers

continue to show less interest.

Yes — always

Yes — sometimes

No — not usually

No — never

| don’t know

0%

Future Partners (Base

5%

8%

10%

25%

38%

23%

20% 30% 40%

50%

: All respondents, 4,109 completed surveys. Data collected October 16-26, 2025.)

50%

40%

30%

20%

10%

0%

By Generation
% Agree or Strongly Agree

43% 2%
39%

21%

Gen Z Millennials Gen X Boomers+



As with other environmental travel trend metrics,
prioritization of booking green hotels has also
remained relatively flat.

Historical Trends
% Always or Sometimes - Prioritize Staying in Green Hotels

35%
32%
30%

o o)
30% 29% 28%

25%
20%
15%

10%
2022 2023 2024 2025
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In the last year, 13% of American Travelers knowingly paid
more to stay in hotels with strong green programs

= By Generation
% Yes
30%
Deliberately o o

Paid More for . .

Green 10% .
Lodging

0%
Gen Z Millennials Gen X Boomers+

No
87%

Future Partners (Base: All respondents, 4,109 completed surveys. Data collected October 16-26, 2025.)



In fact, a similar share of travelers selected one
hotel over another because of a green program.

Future Partners

(Base

Yes
13%

Picked One
Hotel Over
Another
Because of a
Green Program

No
87%

: All respondents, 4,109 completed surveys

. Da

ta co

30%

20%

10%

0%

llected October 16-26, 2025.)

Millennials Gen X

By Generation

% Yes

20%

1%
8%

Boomers+



Sustainable Travel Trends

“What would make it easier for you to
choose eco-friendly options when you
travel?”

Future Partners
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Nearly four in ten American travelers chose to
live in their community because they were once

visitors.
1% (o)
- 38 /O By Region

Strongly agree

% Agree or Strongly Agree
Agree 27%
50% 45%

42%

33%

40%
Neutral 30% 30% 26%

20%

0%
Strongly disagree - 13%

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

West South Northeast Midwest

Statement: Please rate how much you agree or disagree with the following statement: "I moved to my local community primarily because | visited and loved the place."

Future Partners (Base: All respondents, 4,109 completed surveys. Data collected October 16-26, 2025.)



Proximity to loved ones and jobs top are the primary
drivers of residency choice, followed by cost of living and
pace of life.

Proximity to friends/family

36%

Job/career opportunity 34%

29%

Cost of living

Pace of life 26%

Climate 19%

Landscape/natural features 17%

Outdoor recreational activities 14%

Entertainment options 14%

Education 14%

13%

Restaurants and dining options
Political climate

None of these

0% 5%

8%

14%

10% 15%

Question: Which of the following reasons best describe why you originally moved to your local community?

Future Partners

20%

(Base: All respondents, 4,109 completed surveys. Data collected October 16-26, 2025.)

25%

30%

35%

40%



More than half of American travelers are satisfied with
the direction their community is taking; however lower
income residents are less satisfied.

54%
(0
By Income
% Very or Moderately Satisfied
39%
80%
60%
O,
20%
12% 0%
$200,000 or $100,000 to $50,000 to Less than
more $199,999 $99,999 $49,999

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

Very satisfied

Moderately satisfied

Neutral

Moderately unsatisfied

Very unsatisfied

Question: Allthings considered, how satisfied are you with the direction your local community is headed?

Future Partners (Base: All respondents, 4,109 completed surveys. Data collected October 16-26, 2025.)



Over four in ten American travelers say they live in a
popular tourism destination; even more pronounced
amongst those residing in the West.

Bl
By Region
% Agree or Strongly Agree
80%

Strongly agree

Agree
O,
60% 08%
Neutral 25% 44%
39%
40% 33%
20%
Disagree 19%
0%

West South Northeast Midwest

Strongly disagree - 12%

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

Statement: Please rate how much you agree or disagree with the following statement: "l live in a community that is a popular tourism destination.”

Future Partners (Base: All respondents, 4,109 completed surveys. Data collected October 16-26, 2025.)



But only a small share feel they live in a place
that faces over-tourism, led by urban residents.

Strongly agree

Agree

Neutral

Disagree

Strongly disagree

~

;-

0% 10% 20% 30% 40%

By Residential Area
% Agree or Strongly Agree
40%
23%
20% 17% 17%
. . 2

Urban area Suburban Smalltown Rural area
area

Statement: Please rate how much you agree or disagree with the following statement: "l live in a place that has an issue with OVER-TOURISM (i.e., a place that has too many tourists.)”

Future Partners
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Compared to prior years, over-tourism is less
likely to deter American travelers from visiting.

Strongly agree

10% (o)
- 43 A Historical Trends

% Agree or Strongly Agree
o
0%  B4% 5oy 52%

49%

43%

20%
0%
Strongly disagree l 6%

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

2021 2022 2023 2024 2025

Statement: Please rate how much you agree or disagree with the following statement: "If a U.S. destination has a problem with OVER-TOURISM, | am less likely to visit it.”

Future Partners (Base: All respondents, 4,109 completed surveys. Data collected October 16-26, 2025.)



A record 48% of American travelers believe tourism
makes their community a better place to live.

Strongly agree - 12% O,
48 A’ By Residential Area

% Agree or Strongly Agree

Agree 36%
80%
60%
60%
O,

Neutral 39% 46% 40%
40% 34%
20%

Di 9
isagree 9% 0%

Urban area Suburban Smalltown Rural area
area

5%

Strongly disagree

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

Statement: Please rate how much you agree or disagree with the following statement: "I believe tourism in my community makes it a better place in which to live."

Future Partners (Base: All respondents, 4,109 completed surveys. Data collected October 16-26, 2025.)



An even larger share believe tourism is important
to their community’s economic vitality.

- 54
Historical Trends
_ o
28%
0 0,
60% 52% 59% 55% 54%
48%
20%
0%
2021 2022 2023 2024 2025

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

Very important

Important

Neither important nor
unimportant

Unimportant

Very unimportant

Question: In your opinion, how important is the tourism industry to the economic vitality of the community in which you live?

Future Partners (Base: All respondents, 4,109 completed surveys. Data collected October 16-26, 2025.)



Sustainable Travel Trends

Survey respondents were asked to think
about their community's tourism industry
and its impact on their community, then
rate how much they agree with several
statements.

Future Partners The State of the American Traveler, November 2025



Americans are more likely to align with the
positive impacts of tourism over the negative.

% Agree or Strongly Agree

Visitor spending generates funding for community services. _ 64%

Tourism supports events (e.g., festivals, arts & culture experiences, 599
sporting events, etc.) in my local area that | enjoy as a resident. °
Tourists are respectful of my local community. _ 50%

Tourists bring crowds, congestion, and traffic to my community.

Tourism negatively impacts the community's natural areas (e.g. parks, 939
trails, nature reserves, etc.) °

There are too many tourists in my local community. 19%
| am worried about the impact tourism has on our community culture. 18%
Tourists make my community less safe. 18%

0% 10% 20% 30% 40%

Future Partners (Base: All respondents, 4,109 completed surveys. Data collected October 16-26, 2025.)

42%

50%

60%

70%

Positive
Tourism

Sentiments

80%

Negative
Tourism
Sentiments



Today’s Agenda

' Destination Stewardship

Future Partners The State of the American Traveler, November 2025



Destination Stewardship

“Have you ever heard about your local
tourism office” What do you think
they do”?”

Future Partners
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We Asked Leisure
Travelers... &+
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Over one-third of Americans are aware of their
local destination marketing organization.

By Residential Area
Unsure e
31% Yes 60%
Aware of - o
their local o e 30% s
community’s 0%

10%

DMO o

Urban area Suburban Smalltown Rural area
area

No
33%

Future Partners (Base: All respondents, 994 completed surveys. Data collected October 16-26, 2025.)



Amongst DMO-aware Americans, 43% are
familiar with their DMO’s work; Millennials are
most familiar.

Extremely familiar - 12% 43%
By Generation

% Agree or Strongly Agree

o)
Familiar 31% 80%
62%
o)
60% . 489%
40%
23%
Somewhat familiar 34% 20% -
0%
Gen Z Millennial Gen X Boomer or

older

Not at all familiar 23%

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

Question: How familiar are you with the work done by this organization (i.e., your community's official tourism marketing organization)?

Future Partners (Base: Respondents who are aware of their local community’s DMO, 332 completed surveys. Data collected October 16-26, 2025.)



Four in ten American travelers say it is important
that residents have input into tourism planning

decisions.

-
.-

0% 10% 20% 30%

Very Important or Essential

Important

Somewhat Important

Not that important

Unimportant

Don’t Know/Not Sure

40%

40%

50%

By Residential Area

% Very Important or Important

0% 5%

40% 36% 34%
29%
- . .
0%

Urban area Suburban Rural area Small town
area

Question: In your opinion, how important is it that your community’s residents have input on tourism planning and management decisions?

Future Partners

(Base: All respondents, 1,086 completed surveys. Data collected October 16-26, 2025.)



Two-thirds agree that residents should have a voice in
how tourism in their community is developed and
managed.

o - -
By Residential Area

80% 73%
’ > 68% .
Neither agree nor disagree 27% 60% 62% 59%
40%
Somewhat disagree 5%
20%
0%

H O,
Strongly disagree I 3% Urban area Small town Suburban Rural area
area
Don’t Know/Not Sure - 10%
0% 10% 20% 30% 40% 50%

Question: How much do you agree or disagree with this statement: “People who live in my community should have a voice in how tourism is developed and managed.”

Future Partners (Base: All respondents, 1,086 completed surveys. Data collected October 16-26, 2025.)



More than half say that their local government and DMO
currently listen well to resident opinions.

By Generation

% Agree or Strongly Agree
Very well 12% 5 60/
o 80% 63% 66%

60% 51% 51%
40%
Somewhat well 44% ’
20%
0%
Gen Z Millennial Gen X Boomer or
older
Not very well 23%
By Income
% Agree or Strongly Agree
Not at all well 1% 80%

59% 57% 60%

60%

40%

10% 20%
0%

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

Not sure

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

Question: How well do you think your local government and tourism marketing organizations currently listen to residents when making tourism-related decisions?

Future Partners (Base: All respondents, 1,086 completed surveys. Data collected October 16-26, 2025.)



Destination Stewardship

“How should communities balance
welcoming visitors with preserving
what locals love”?”

Future Partners
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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




Tune into our
Monthly Webinar
Series for the
Latest on American
Travel Sentiment

& Behaviors




Follow Us for More
Trends & Insights

@ instagram.com/futurepartners.tourism/

q Info@futurepartners.com

o
In Linkedin.com/company/futurepartners Livestream Calendar

Future Partners  The State of the American Traveler



Does You or Your CEO Have a
Burning Question?

Join Future Partners’ Year End Omnibus

« Audience: American General Traveling Population

« Iiming: Fields in December, Results Delivered by EOY f"

o P Vicing: 5 Questions for $5k (Limitations apply) :

Future Partners



SURVEY

What percentage of your local residents do you believe would generally agree
with this statement: I believe tourism in my community makes it a better
place in which to live?

Choose one of the following:

e 80-100%
e 60-80%
e 40-60%
e 20-40%
o <20%

e Don't know/Not sure



SURVEY

In describing the impacts of tourism in their community, which two positive and
two negative statements would your residents most likely agree with?

Select one or two positive and one or two negative statements.

e Positive Impacts
o ~ Tourism helps support local businesses
o Visitor spending generates funding for community services
o Tourism supports events that | enjoy as a resident
o Tourists are respectful of my local community
e Negative Impacts
o Tourists bring crowds, congestion and traffic to my community
o Tourism negatively impacts the county’s natural areas
o There are too many tourists in my local community
o lam worried about the impact of tourism on our community culture



Panel Discuss ion

Community
Engagement



Today’s Panel

Lucy Kay Richard Gibbs

President, Director of Corporate
Breckenridge Communications &
Tourism Office External Affairs,

Greater Miami CVB

Chelsea Ruby

Tourism Secretary,
West Virginia
Department of
Tourism
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Breckenridge, Colorado
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MESRANE\y TOURISM BUSINESS
|| 2 ENHANCEMENT INITIATIVE

Advocate, support and strengthen the
economic sustainability and access of our
multicultural communities and heritage
related businesses within the Greater Miami
& Miami Beach.

Entrepreneur small Professional business GMCVB partnership Educational resource
business training workshop series

Advocacy and

community outreach
development and y

engagement



Multicultural Tourism & Development

The Tourism Business Enhancement Program
TOURISM [TBE) Advocates, Supports and Strengthens
the economic sustainability and access
BUS'N ESS of our multicultural communities and
heritage-related businesses within
ENHANCEMENT Greater Miami & Miami Beach.
PROGRAM This initiative is led by the Greater Miami

Convention & Visitors Bureau’s Multicultural
Tourism & Development Department in an
effort to support small businesses directly
and indirectly impacted by Tourism.

INITIATIVES

I @5  Entrepreneur Small Business frmm'\-)J

Professional Business Workshops

GMCVB Partnership Development
and Engagement

New

Strategic Marketing Support J

I @ Technical Assistance ‘

and Reso!

S Al Workshop at OPAC

G TER MIAMI|
Wl

INVENTION &
VISITORS BUREAU The Art of Black Miami Marketing platform is
component under the TBE program.
To learn more specifically about that program,

visit ArtofBlackMiami.com

GREATER MIAMI ] ia | y
MlA/V" CONVENTION & POWERED BY: e):gl?d.la 2 Expedia @ Hotels... @VrHo
Tl VISITORS BUREAU 9 P




Multicultural Tourism & Development -Tourism Business Enhancement

IMPACT

Capacity Building for
Small Businesses Promotes Business
(increase ability to - Public/Private Opportunities & Job
compete and Partnerships Creation
sustain)

Advocacy &
Community
Outreach

Support the
Development of
Tourism Districts

Expand Tourism

Awareness

7 Expedia @ Hotels... @VrHo

MAMN

GREATER MIAMI xped'
CONVENTION & POWERED BY: e o i
"N VISITORS BUREAU -

group’




ART OF ARTS & CULTURE

BLACK MIAMI Vinse
CELEBRATING

= s"ums&

RSITY

Art of Black Miami is a marketing platform
and destination driver that showcases the
diversity of the visual arts locally,
nationally and internationally, celebrating
the Black diaspora. This initiative
EXHIBITIONS highlights the artistic cultural landscape
found in heritage neighborhoods and
FAIRS communities year-round throughout
PERFORMANCES Greater Miami & Miami Beach.

PODCASTS
POP UP EVENTS
TALKS

LFANEACA IR ‘M [T

ORGANIZED BY
THE GREATER MIAMI
CONVENTION & VISITORS BUREAU

mamernace | |EHESREIR K R




Dear VIC Family

Your support makes dreams possible. This Give Miami Day (Nov. 15-20), we invite
you to see the impact of your generosity through the story of Christian Barruos-
Brens, a VIC Scholar whose journey has been shaped by the opportunities,
mentorship, and community that your support provides.

& Watch Christian’s story below and see how VIC helps students like him turn
passion into purpose.

Every contribution, big or small helps fund student scholarships, career
development, and leadership programs that shape the nex: generation of
tourism and hospitality professionals

@ Early giving opens November 15, and Give Miami Day culminates on
November 20

Together, let’s keep investing in their success!

Graylyn Swilley-Woods, Ph.D.
Executive Director, VIC, Multicultura
Tourism & Development

[7] senD emanL

SCAN ME

LEARN MORE >

Mark your calendar

G &

Vernon K. Chipman

Program Manager, VIC, Multicultura

Tourism & Development

[S7] SEND EMAIL




WEST
VIRGINIA_

DEPARTMENT OF TOURISM

MARKETING




STATE HISTORIC
PRESERVATION

A

PUBLIC
BROADCASTING

WEST
VIRGINIA,

DEPARTMENT OF TOURISM




Destination Management Powered by The State of the American Traveler

Q&A and Resources



Research and Webinar Resources

Research, slides and other
resources will be available at:

www.milespartnership.com/SAT

Quarterly Research Powered by of Tt

www.futurepartners.com State of the American Traveler



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

COMMUNITY ENGAGEMENT PROGRAM
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Practices & Education for DMOs
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