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Americans’ Travel Expectations

Remain Steadily Positive

America's love affair with leisure travel remains strong. Our most recent
travel sentiment tracking study shows leisure travel expectations are
continuing the pattern of stability seen in recent years., The State of
the American Traveler™ results tor January show that optimism about
upcoming leisure travels has grown slightly since last summer. The
proportion of leisure travelers expecting to travel more feontiued or page 2)
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to Increase leisure
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the next 12 months

Q: In the next 12 months, do you expect to travel more Q: In the next 12 months, do you expect to spend more or
or less for leisure than you did in the most recent 12 less for leisure travel than you did in the most recent
month period? ‘ 12 month period? o
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Leisure Travel Basics

While we took an average of 4.3 leisure trips last year, our travels are varied.
Highlights of how Americans traveled in the past twelve months follow.
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Online survey conducted since 2006

Survey Invitation sent to a nationally
representative sample of US adults

Total sample of 2,000+ American leisure
travelers

Examines traveler sentiment, motivations
& behaviors
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Sources of Destination Inspiration

Opinions of friends and relatives — in-person and/or

0
through direct contact (email, text, etc) 09.2%

Online Media— Travel content found on the Internet

Television

Opinions of friends and relatives — via social media
websites

Offline Media— Printed newspapers, magazines,
efc.

Travel agencies or tour operators

Movies 11.4%
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Sources of Destination Inspiration

Opinions of friends and relatives — in-person and/or

0
through direct contact (email, text, etc) 09.2%

Online Media— Travel content found on the Internet

65.8%

Television

Opinions of friends and relatives — via social media
websites

Offline Media— Printed newspapers, magazines,
efc.

Travel agencies or tour operators

Movies 11.4%
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Opinions of Friends and Relatives: Direct Contact
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The Yoga Shelter
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with Eric Pasl‘tz is heading to Mexico - Fall 2013

Oct. 10 “_\ st eco-ch Amansala Resort /
.u'xtf\,"-’nx Tulum, Mexico o ! ‘
This unique and dhalenging experience is » Bootcamp fer your Body. Mind and Imellect!
Participants wil itrengthen and lengthan thermelver both cn & muscular and mental level

Discunsions sl nclude deet, relaticmnbips. communication. and exercive and they will take us
10 roces of all of cur acticns
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I you're willieg to Ley it on the line - physically, mentally and spirtually - you won't be sorry.
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Destination Inspiration: Direct WOM vs. Social WOM
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Sources of Destination Inspiration

Opinions of friends and relatives — in-person and/or

0
through direct contact (email, text, etc) 09.2%

Online Media— Travel content found on the Internet

Television
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Opinions of friends and relatives — via social media
websites

Offline Media— Printed newspapers, magazines,
efc.

Travel agencies or tour operators

Movies 11.4%

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

Destination ¢ Ana lysts Percent of American Leisure Travelers



Online Media: Travel Content Found Online
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Travel Content: Online Versus Offline
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Online Media— Travel content found on the Internet
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All Response Data

Question: Please think specifically about how you get your inspiration for the destinations you want to visit. Which would you
typically use to find destination ideas and inspiration? (Select all that apply)

All Travelers | Millennials | Generation X Baby Pre-Boomers
Boomers

Opinions of friends and relatives —
In-person and/or through direct 59.2% 58.2% 56.5% 60.1% 65.0%
contact (email, text, etc)
Online Media— Travel content found 36.1% 44.3% 38 6% 32 6% 26.2%
on the Internet
Television 23.2% 25.6% 24.49% 24.0% 13.1%
Opinions of friends and relatives — 21.8% 43.2% 24.5% 12.4% 7.2%
via soclal media websites
Offline Media—TV, printea 19.9% 19.6% 19.8% 19.2% 22.8%
newspapers, magazines, etc.
Travel agencies or tour operators 12.5% 13.5% 12.7% 11.7% 13.1%
Movies 11.4% 18.9% 11.8% 9.2% 4.2%
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