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The State of the American Traveler

e Monthly tracking survey

United States Census Regions and Divisions

e Representative sample of adult American

. . Mid North
travelers in each of four U.S. regions idwest ortheast

West

< East North Central

e Tracks traveler sentiment to generate insights
into domestic travel trends

| Mid-Atlantic

Woest North Central

e 4,000+ fully completed surveys collected each .
out

wave.

South Atlantic

e Survey collected August 16-28

East South Central
West South Central

e Confidence interval of +/- 1.55%

e Data is weighted to reflect the actual
population of each region
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Americans’ Excitement for Travel Remains Elevated

uestion:

Which best describes how excited you are 9 - 13.4%
about LEISURE TRAVEL in the NEXT TWELVE

(12) MONTHS? s [ 7+ 87.3%
7 [ o3%

. 4.5%

s [ 6.5%

I 1.3%

(e)]

S

w

I 1.3%

N

] 12

=

I 0.6%
0 -l am not at all excited I 1.6%

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

Future Partners The State of the American Traveler Base: All respondents, 4,033 completed surveys



Americans’ Excitement for Travel Remains Elevated

Question: Which best describes how excited you are about LEISURE TRAVEL in the NEXT TWELVE (12) MONTHS?

2022 2023 2024 2025

8.4
8.3 8.3 8.3 8.3
8.2 . 8.2 _ _

Mean Score on 11-point Scale

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



Travel as a Budget Priority Slips Below Last Year

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)

Future Partners The State of the American Traveler

Extremely high priority

High priority

Somewhat high priority

Neutral - neither high nor low
priority

Somewhat low priority

Low priority

Extremely low priority

12.4%

18 6% 56.5%
25.5%
20.4%

9.7%

7.5%

5.9%

Base: All respondents, 4,033 completed surveys



Travel as a Budget Priority Slips Below Last Year

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.

2022 2023 2024 2025

% Top 3 Box Score 62.0%

56.5%

g 23.0%
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Future Partners Base: All respondents, approx. 4,000 completed surveys per wave



Expected Travel Budgets Reach a New High

Question: $10,000 or more 22.9%

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?

$5,000 - $9,999 22.7%

$2,000 - $4,999 23.4%

$1,000 - $1,999

14.1%

$500 - $999 - 8.2% Mean = 56,184

$100- 5499 [N 5.2%
Under $100 - 3.5%

0% 10% 20% 30%

Future Partners The State of the American Traveler Base: All respondents, 4,033 completed surveys



Expected Travel Budgets Reach a New High

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):

2022 2023 2024 2025

Maximum Expected Annual
Travel Spending (Mean)

$6,184

t

43 wave average
= $4,612
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Future Partners The State of the American Traveler Base: All respondents, approx. 4,000 completed surveys per wave
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Traveler Confidence in Financial Future Improves

Again

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?

Future Partners The State of the American Traveler

Much better off

Better off

Just about the same - Neither
better off nor worse off

Worse off

Much worse off

8% 47.1%

33.3%

38.4%

I 2.6%

0%

14.5%

10% 20% 30% 40% 50%

Base: All respondents, 4,033 completed surveys



Traveler Confidence in Financial Future Improves
Again

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?

2022 2023 2024 2025

51.8%

47.1%

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



Nearly 86% of Travelers Have at Least One Trip
Currently Planned

Question: In which months do you currently have any leisure trips planned (even if only tentatively)?

September 2025 |GG 29.2%
October 2025 [ 29.3%
November 2025 |GGG 26.3% 8 5 8 O/
December 2025 [N 28.4% @ O
January 2026 [ 12.6%
February 2026 [ 13.4%

March 2026 I 15.4%
Sometime later in 2026 [N 32.9%

NONE OF THESE | 14.2%

have at least one trip
currently planned

Future Partners The State of the American Traveler Base: All respondents, 4,033 completed surveys



Expected Trip Volume Holds Steady This Month

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?

2025

6
I

o

o

2024
4
I I

4

(30]

3

.5

3
II

% 5 or more trips
3
3

9

<

35363

2023
m Trips expected
3.4

2022
2.8 2.8
i

The State of the American Traveler

Base: All respondents, approx. 4,000 completed surveys per wave
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Plans to Travel More Next Year Decline

| expect to travel
Question: less for leisure,
In the NEXT 12 MONTHS, do you expect 18.1%
to travel more or less for leisure than you
did in the most recent 12-month period?
(Select one)

| expect to travel
more for leisure,
26.4%

| expect to travel /

about the same for
leisure, 55.5%

Future Partners The State of the American Traveler Base: All respondents, 4,033 completed surveys



Plans to Travel More Next Year Decline

Question: % | expect to travel more
In the NEXT 12 MONTHS, do you expect 40%
to travel more or less for leisure than you
did in the most recent 12-month period? 35%
(Select one) \
0 29.1%
30%  27.9%
26.8% 26.8% 26.4%
00
25% 24.8% 23.7%
20%
15%
10%

February March 2025 April 2025 May 2025 June 2025 July 2025 August 2025
2025

Future Partners The State of the American Traveler Base: All respondents, 4,033 completed surveys



The Impact of a US Recession on Travel
Sentiment -T\

4 S
L]
o -
il = ——

Future Partners



Recession Concerns Among American Travelers Unchanged
This Month

17.0%

Question: 46.2%

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

Strongly agree

Agree 29.1%

Neutral (neither agree nor

(0]
disagree) Silee

Disagree 14.2%

Strongly disagree 8.4%

Future Partners the state of the American Traveler Base: All respondents, 4,033 completed surveys



Recession Concerns Among American Travelers Unchanged

This Month

Statement:

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

Future Partners

80%

70%

60%

50%

40%

30%

20%

The State of the American Traveler

September 2022

2022

October 2022
November 2022

December 2022

January 2023
February 2023

March 2023

April 2023
May 2023
June 2023
July 2023
August 2023

September 2023

2023

2024

2025

% Agree or Strongly agree

October 2023
November 2023

December 2023

January 2024
February 2024

March 2024

April 2024
May 2024
June 2024

46.2%

34.4%
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Base: All respondents, approx. 4,000 completed surveys per wave



Nearly Half of Travelers Cautious With Money Amid Economic
Concerns

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

recession. 46.4%

15.8%

Neutral (neither agree nor
(n: £ 30.6%
disagree)
Disagree 16.2%

22.1%

Strongly disagree 6.9%

Future Partners The State of the American Traveler Base: All respondents, 4,033 completed surveys



56% Say Travel Is a Worthwhile Investment Even in an Economic Downturn

Question:
Even in an economic recession, |I'd consider
travel to be a worthwhile investment. 55,9%

Strongly agree 12.4%

Agree 43.5%

Neutral (neither agree nor

(o)
disagree) A

Disagree 10.8%

15.8%

Strongly disagree 5.0%

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

Future Partners The State of the American Traveler Base: All respondents, 4,033 completed surveys
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Demographics @

Recent Visitors to Hawaii (Past 12 Months)

Gender 2

® Female 42.3%
® Male 57.5%
Other 0.3%

Ethnicity/Race

White

Black/African-American

Asian

Hispanic/Latino

Native Hawaiian/Pacific Islander

American Indian/Native Alaskan

Future Partners

® Millennials

The State of the American Traveler

Generation

11.0%
36.9%
28.2%
23.9%

G

Marital Status (4

Year Curated Collections

( 2025YTD v )( States

@® Married 67.9% @ Heterosexual
® Single 26.6% ® LGETQIA+
Domestic partner  5.4% Other

Household Income >

Average

 Lessthan $50k $50k-$99k

$147,681

35.0%

$100k-$149k %150k or more

Orientation @

93.1%
5.9%
1.0%

Completed graduate degree
Some graduate school
College graduate
Some college

High school graduate

Some high school or less

v)(ﬁ:. “)

. (A v | I: Recent Visitors v |

o

Accessibility 4

@ Accessibility needs  15.9%

No needs 84.1%
Education K]
39.8%
33.7%

Base: Recent Visitors to Hawaii (Past 12 Months), 2025 YTD respondents. 2,092 completed surveys.



Origin Markets E (2:;5vm v)(s:::: - V)(Hawaii v)

Recent Visitors to Hawaii (Past 12 Months)

A « || RecentVisitors v |

e

Top Origin Metros (4 Origin Map ]

New York, NY-NJ

Los Angeles-Long Beach, CA
Phoenix-Mesa, A7
Dallas-Fort Worth, TX
Chicago, IL

San Francisco-Oakland, CA
Honolulu, HI
Seattle-Everett, WA

QOrange County, CA
Washington, DC-MD-VA

8.0%
7.8%

0% 2% 4%

)
]

]
-t
a)
o
)
-]

Top Origin States @

- Texas New York Florida Arizona llinois Washington Hawaii Ohio Pennsylvania

Future Partners The State of the American Traveler Base: Recent Visitors to Hawaii (Past 12 Months), 2025 YTD respondents. 2,092 completed surveys.



Travel Behaviors (2

Recent Visitors to Hawaii (Past 12 Months)

Traveler Segments
(Past 12 Manths)

% Air Travelers Traveled by Convmarcial Airline

Cru ise Travelers Tizv:ld by Commercial Cruise Line
Sportlng Event Travelers Travelzdfora Sports Event

8 Event & Festival Travelers imz:nd=d 2 Festival or Special Event

Family Travelers Pzrent Tha: Travels with School-Aged Children

&) um

Future Partners

The State of the American Traveler

Year Curated Collections

Filters
( 2025 YTD ~ )( States 2 )( Hawaii © )

L (AID - \l I Recent Visitors ~ ~ \
Trips Taken in the Past Two Years &

(Average per Trip Type)

Total 111 trips
‘ 4.2
: 3.0

2.4

2.0 1.6

Leisure travel Visiting friends or Business travel Convention, conference

relatives or group meeting

Paid Accommodations @
(Overnight Stay in the Past Two Years)

Full-service or 3-4 star 69.5%

Luxury or 5-star

Budget hotel or motel 30.0%
Peer-to-peer lodging 268.3%

Vacation home rental

(=)

2

Base: Recent Visitors to Hawaii (Past 12 Months), 2025 YTD respondents. 2,092 completed surveys.



- Year Curated Collections Filters
Travel Sentiment (2 (2025v1D v )("states <) ( Hawai
Recent Visitors to Hawaii (Past 12 Months) S

-)

~
11)] v | (’ Recent Visitors v |
AN A

N

Most Desired Domestic Destinations E E

0% 78 ] 5% 100%

21.0%

m N

0% 93-1 % 100% 10%

Excited for Upcoming Making Travel a
Leisure Travel . Financial Priority
]
LE D) New York Hawaii Las Vegas Florida California LIRS T
Travel Expectations K4 Most Desired International Destinations @ Anticipated Travel Spend (3
(Past 12 Months vs Next 12 Months) (Average Predicted Spend in the Next 12 Months)

20% 19.0%

$8,214

Anticipated Spend for
Domestic Leisure Travel

@ Expect to travel more 38.1%
® Expect to travel the same  50.8% Htal ) E Pari Canad
Expect to travel less 11.1% y apan rance arns anada

Future Partners The State of the American Traveler Base: Recent Visitors to Hawaii (Past 12 Months), 2025 YTD respondents. 2,092 completed surveys.



Travel Inspiration Resources & D O D
Likely Visitors to Hawaii (Next 12 Months) " o [ Ukelyvisitors |

L A "

Most Effective Travel Inspiration Resources by Year

2022 0 2023 @ 2024 @ 2025YTD

35%

30%

25%

20%

15%

10%

E% III II III III III I

0%
Websites || Facebook || Articles  Streaming| Instagram Email Review Travel/ Internet TikTok Official Broadcast Pinterest Travel Mobile Digital Printed Text
via search and blogs video websites lifestyle ads visitor television podcasts C[mtter} applications influencers newspapers messages
engine services magazines guides

Question: Please think about how travel destinations could best reach you with their messages right now. Where would you generally be
MOST RECEPTIVE to learning about new destinations to visit? (Please select all that apply)

Future Partners The State of the American Traveler Base: Likely Visitors to Hawaii (Next 12 Months). 27,560 completed surveys.



Curated Collections

Social Media Platforms in Travel Planning & (e ) (v D
Likely Visitors to Hawaii (Next 12 Months) " A ) (UhelyVistors ~ )

\ A A

Social Media Platforms Used for Travel Planning in the Past 12 Months

38%

2022 [ 2023 @ 2024 @ 2025YTD
16% 17% 16%
12% 13% 190,
3% 3% 9q

%
37%
36%
9%
28%
27%
24%
15%
13%
III SNl CEEE

Facebook Youtube Instagram TikTok X (formerly Pinterest Snapchat Reddit WeChat Quora None of these
Twitter)

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

(Select all that apply)
Future Partners The State of the American Traveler Base: Likely Visitors to Hawaii (Next 12 Months). 27,933 completed surveys.



Brand Equity Index Summary (o) (oo (™ >

Competitive Set
Future Partners Destination Brand Equity Index is made up of the following six key elements, which are considered as the important Al
components of a brand’s equity. These factors are then utilized to calculate a destination's index score on a 100-pt scale.

Awareness %

The extent to which travelevs ave familiar with a

destination as a viable place to visit. \g

u
Reputation -
The ovemfi appeal and perceived quality of the L\ \

destination am ong travelers.

Different' tion }:Ia%oawu

How urnigue and distinct the destination's visitation A \
experience is compared to others.

Energy/Momentum

Competitor Rankings (K4
b o YAADTTION In mitinh the doetinattan 74l 1Tt . . . -
The perception of how much the destination s popularity % / (Index Ratings - Hawaii vs. Top Ranking Competitive Set)
T 719 A7 A LA A 1a a1l
has increased/decveased recenily. Average: 50.4
64.8
60.4 61.0 59.3 58.7

T

The likelihood that a consumer will consider visiting

Relevance /

7 r re

the destination in the next few years.

The degree to which consumers have visited the L ; : Lo
e o ers have visite | Hawaii Florida California New York Nevada

x7. £
destination in the past.

Future Partners The State of the American Traveler Plus Base: Hawaii set, 2025 YTD respondents. 652 completed surveys.



Destination Attributes -

Year Destination Type Destination
[ 2025 YTD ~ ) ( States v ) (Hawaii vj
Competitive Set
'd ™
[ am v )
\. /

Destination vs. Competitive Set

Destination Attribute Ratings - Hawaii vs. Competitive Set
(Top 2 Box - % Rating Destination as "Good" or "Extremely good" for Delivering on each Attribute)

® Hawaii
-@- Competitive Set

80%

60%

40

o]

&%

20

]

a5

26.1 3.2 375 26.2 301 25.3 320 293 268 262 218 275 19.9
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The State of the American Traveler Plus

40%
| | 20%
OOJ’

80%

60%

23 -9.7
A
% T, S % %
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Base: Hawaii set, 2025 YTD respondents. 652 completed surveys.



Destination Deterrents -

Destination vs. Competitive Set

Hawaii Travel Deterrents vs. Competitive Set Travel Deterrents
(% Unlikely Visitors Selecting a Deterrent from Visiting the Destination)

@ Hawaii
-8 Competitive Set

47.3% 25.2% -17.4% 16.3% -27.8% 2.3% -20.1% -b.5% -6.7% -2.0% -2.1%

P -~ . fe) & o) ]

P, s %, = “, * %, , %’% ", k

0, s ‘o c, 2 % 5 & (N )
eod"f,— 9%} (4@» O,‘,\F‘ ’?)'Lr sﬁ& O&" ‘9‘73‘
© % K 3 % % %,
% . e, o%} %
% % %
Oo‘p

Future Partners

The State of the American Traveler Plus

Year Destination Type Destination
(2095v1D ~ ) ( states ) ( Hawai <)
 Competitive Set
[ am .

-3.8% 2.8%
i 4
O‘;G‘ Oé
% s,
%

Base: Hawaii set, 2025 YTD unlikely visitors. 304 completed surveys.
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4-in-10 travelers use offline resources to plan their travels

Question:

In the PAST 12 MONTHS, which of these No, 60.6%
resources have you used to help plan your
travel? (Select all that apply)PLEASE
ONLY CHECK IF USED FOR TRAVEL

PLANNING, IDEAS OR INSPIRATION]

Yes, 39.4%

Future Partners



Travel magazines are the leading offline source of
planning information.

13.1%

12.9% 39.4%

11.9%

Question: In the PAST 12 MONTHS, which of Travel or lifestyle magazines (printed)

these resources have you used to help plan your
travel? (Select all that apply) . .. .

Free printed destination guide books or pamphlets
PLEASE ONLY CHECK IF USED FOR TRAVEL

AL, (D125 OFF RSPl Television programming (broadcast or streaming)

Travel agent 11.2%

Commercial guidebook 9.0%

Newspaper travel section (printed) 5.9%

Direct mail piece 4.6%

Travel-related radio program 4.5%

None of these

60.6%

Future Partners  The State of the American Traveler



DMOs are used by about 1-in-3 travelers, with their
websites leading the way.

Question: In the PAST TWELVE (12)
MONTHS, have you used a destination's
official local Visitors or Convention Bureau
(or Chamber of Commerce), or state or
national government tourism office to help
plan any travel? If so, which resources did

you use?

Future Partners

The State of the American Traveler

Official destination website

Official visitor guide (online version)

Official visitor guide (printed version)

Official visitor information center

Official destination mobile app

None of these

21.4%

14.7%

34.7%

3.8% Used at least one DMO
resource

7.2%

3.3%

65.3%



Yes, 35.0%

know,
2.8%

Future Partnei}s m
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\?értical format

rE
Standard (widescreen)
format

20%

Both are the same - | have

10%
no preference

0%

GenZ Millennial Gen X er or older 0% 10% 20% 30% 40% 50%

Future Partne;;s T
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U:)er to Plan Travel

Millennial

LS




~Podcasts
' 8

p Podcast Genres

Technology
History
Hobbies

Gaming

Business



= Streaming Services

Amazon Prime Video (ad-supported) 39.9%

o Future Partners

Netflix (ad-free)

38.3%

egularly Watch Any Streaming Service Netflix (ad-supported) 29.1%
= Hulu (ad-supported) 28.0%
No, 8.6% Amazon Prime Video (ad-free) 23.0%
Disney+ to Disney+ (ad-free) 19.9%
Pdaramount+ (ad-supported) 19.1%
tubi 18.8%
Disney+ (ad-supported) 18.0%
Hulu (ad-free) 17.9%
HBO Max (ad-free) 17.8%
Apple TV+ 16.4%
HBO Max (ad-supported) 14.8%
R 2 Peacock Premium 14.7%
et ESPN+ 14.2%
Yes, 91.4% Peacock Plus 13.1%
S— _YouTube Premium 12.4%
Paramount+ (ad-free) 11.9%
Pluto TV 11.8%
Discovery+ (ad-supported) 4.1%
Discovery+ (ad-free) 3.8%
Sling TV 3.4%
Fubo TV 2.7%

P 40% m



Virtual &
Augmented
Reality




VIRTUAL REALITY HEADSETS

14.9%

of travelers say they have
access to a virtual reality

headset.




Virtual reality headsets have not seen significant
adoption over the past eight years.

) % Own or have access to a virtual reality headset
Question:

Do you currently own (or have access to
use) a virtual reality headset?

17.2% 17.8% 17. 4%
15.5% 14.9%

I 15'5% I I161% I

2017 2018 2019 2022 2023 2024 2025

Future Partners  The State of the American Traveler



One in three are interested in using VR headsets to
research leisure destinations.

Very interested
Question:

If good contents were available, how

interested would you be in using a Virtual

Reality Headset to research leisure

destinations you are considering visiting? pEess

o 33.6%

23.2%

Neutral (Neither interested nor
uninterested)

Uninterested

16.5%

38.8%

Very uninterested

22.3%

Future Partners  The State of the American Traveler



Interest in using VR headsets to research leisure
destinations has been declining over the past three years.

Question:
If good contents were available, how 53.3%
interested would you be in using a 270
Virtual Reality Headset to research
leisure destinations you are considering 46.5% 46. 0/
visiting?
41.2% 41. O/
37.1%
33.6%
2017 2018 2019 2022 2023 2024 2025

Future Partners  The State of the American Traveler
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Traveler Use of Al-based tools for Travel Planning

Artificial Intelligence Tool Usage
(Travel planning - Past 12 months)

| don't know, 2.8%

Yes,
22.6%

No,
74.6%

Future Partners  The State of the American Traveler

17.0%

15.8%

13.1%

Historical Trends

11 1%0.7941.0%41.3%

13.4%

’Le’b ’\/

17.4%

16.1%

"1,’1,

0,

16.8%

20.8%
18. 2%| I

23.9%
22.6%



Interest in using Al for travel planning is split.

Question:

How interested would you be in using
Artificial Intelligence (Al) technologies for
travel inspiration and/or trip planning?

Future Partners  The State of the American Traveler

Very interested

o 36.2%

Interested 24.8%

Neutral (Neither interested nor

0,
uninterested) 28.2%

Uninterested 15.3%

35.6%

Very uninterested 20.3%




Live experience on Al-organized Search results

Note these experiences will continue to evolve over time

googke.com
google.com

-
CL.EIQ Division Street Farmers
cheCago oultdoor évents ! x

e e Maps

Checago Culbs
Tamgpa Bay Rays

- Y]

D nicen Shreet
‘.on Farmeis Market

LY ]

(h Shars & Website £ Calendar &

FESTIVALS, FAIRS & SPECIAL EVENTS

Division Street
Farmers Market

O 00
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SEO

Three things to do for Al search experiences

The way people discover your content continues to evolve, but our core goal remains the same:
help people find outstanding, original content that adds unique value.
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@ Focus on unique, valuable
content for people

Meet users’ preferences in
today's multimodal search
environment, supporting your
text content with high-quality
short form videos and images.

p
o Ensure we can access
your content

Prioritize content-rich pages
for indexing and crawling, and
ensure structured data is always
supported by visible content.
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(ro Understand the full
value of your visits

Focus on how well users get
information or finish tasks, not

just on clicks.




Events Schema Markup
https.//developers.google.com/search/docs/appearance/structured-data/event#add-structured-data q
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The evenl experience on Google makes it easier for people 1o discover and attend events through Google Search results and other Google
products, like Google Maps. This feature brings many benafits:

Send feedoack

« More interactive results. Your events can be ehigible 10 be displayed in the even! expenence on Google, featuning your logo, descriplion
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of the event, and more
= Increased chances of discovery and conversion People have a new way 1o interact with your event posting and chick through to your
site. Learn how Eventbrite saw a 100% increase in the typical year-over-year growth of traffic from Google Search
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The State of he
Amerlcan Traveler

elcome back, Future Partners!




Sign Up For Your
Demo & Trial of

The State of the
American Traveler
Insights Explorer

Future Partners e state of the Amer ican Traveler
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Thank You!
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Dawd Relchbach

Vice President of Development
dreichbach@futurepartners.com

Future Partners
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