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The State of the American Traveler

o Online survey conducted since 2006

o Survey invitation sent to a nationally 

representative sample of US adults

o Total sample of 2,000+ American 

leisure travelers

o Examines traveler sentiment, 

motivations & behaviors

o Today:  January 2017 Results

http://www.destinationanalysts.com/
http://www.destinationanalysts.com/


TRAVELER SENTIMENT



Leisure Travel Optimism: Trips (Next 12 Months)

Source: The State of the American Traveler, Destination Analysts, Inc.

In the next 12 months, do you expect to travel more or less for leisure travel than you did in the most recent 12 month period?
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Leisure Travel Optimism: Trips (Next 12 Months)

Source: The State of the American Traveler, Destination Analysts, Inc.

In the next 12 months, do you expect to travel more or less for leisure travel than you did in the most recent 12 month period?
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Trips Taken (Past 12 Months)
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Regional Trips Taken (Past 12 Months)
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Leisure Travel Optimism: Trips (Next 12 Months)
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38.7%

35.9%41.5%

34.5%
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% EXPECTS TO TRAVEL MORE
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Leisure Travel Spending: Trips (Next 12 Months)

Source: The State of the American Traveler, Destination Analysts, Inc.

In the next 12 months, do you expect to travel more or less for leisure travel than you did in the most recent 12 month period?
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Leisure Travel Spending: Trips (Next 12 Months)

Source: The State of the American Traveler, Destination Analysts, Inc.

In the next 12 months, do you expect to travel more or less for leisure travel than you did in the most recent 12 month period?
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Leisure Travel Spending: Trips (Next 12 Months)

% EXPECTS TO SPEND MORE

42.0%

37.3%
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Personal Finances Remain the Biggest Impediment

Percent of Leisure Travelers

22.0%

1.7%
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3.8%
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NONE OF THE ABOVE

Lack of availability (at hotels, golf courses,
spas, etc)

I travel frequently for business and preferred
to stay home

I did not have a travel companion(s)

Child care responsibilities

Weather

Health/Illness

Safety concerns

Other personal responsibilities

Gasoline was too expensive

I didn’t have enough vacation time

I was too busy at work

Airfare was too expensive

Personal financial reasons
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Travel budgets up 10% in past 2 years

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 

TWELVE (12) MONTHS?



Impediments to Travel: Personal Finances

Percent of Leisure Travelers
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Impediments to Travel: Gasoline Prices

Percent of Leisure Travelers
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Impediments to Travel: Airfare too Expensive

Percent of Leisure Travelers
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The State of the International Traveler
TM

Argentina

Holland



I expect to take more international trips (next 12 months)

2014 2015 2016 2017

Brazil 66.9% 66.4% 72.5% 67.0% -7.6%

China 77.1% 68.4% 65.1% 65.1% -0.1%

Mexico 60.3% 61.0% 66.4% 63.0% -5.2%

India 52.4% 58.7% 52.8% 53.7% 1.8%

South Korea 45.3% 48.4% 46.4% 49.9% 7.7%

Italy 32.9% 39.6% 46.6% 41.2% -11.6%

Australia 32.3% 33.4% 31.5% 40.3% 27.7%

France 28.8% 32.7% 32.8% 36.9% 12.6%

United Kingdom 24.2% 32.2% 33.7% 32.4% -3.8%

Germany 25.7% 29.6% 31.1% 30.7% -1.0%

Canada 26.7% 33.5% 31.2% 27.9% -10.6%

Japan 23.8% 24.4% 24.3% 27.8% 14.5%

I expect to take more international trips (next 12 months)

2014 2015 2016 2017

Brazil 66.9% 66.4% 72.5% 67.0% -7.6%

China 77.1% 68.4% 65.1% 65.1% -0.1%

Mexico 60.3% 61.0% 66.4% 63.0% -5.2%

India 52.4% 58.7% 52.8% 53.7% 1.8%

South Korea 45.3% 48.4% 46.4% 49.9% 7.7%

Italy 32.9% 39.6% 46.6% 41.2% -11.6%

Australia 32.3% 33.4% 31.5% 40.3% 27.7%

France 28.8% 32.7% 32.8% 36.9% 12.6%

United Kingdom 24.2% 32.2% 33.7% 32.4% -3.8%

Germany 25.7% 29.6% 31.1% 30.7% -1.0%

Canada 26.7% 33.5% 31.2% 27.9% -10.6%

Japan 23.8% 24.4% 24.3% 27.8% 14.5%

I expect to spend more on international trips (next 12 mos.)

2014 2015 2016 2017

China 75.2% 65.0% 63.1% 62.1% -1.5%

India 56.1% 58.9% 56.4% 57.8% 2.4%

South Korea 52.9% 52.5% 51.2% 56.3% 10.1%

Brazil 55.9% 58.8% 61.1% 56.1% -8.2%

Mexico 47.0% 46.8% 54.0% 52.6% -2.6%

Australia 33.2% 35.8% 34.7% 40.5% 16.7%

Italy 32.8% 34.7% 43.4% 39.6% -8.8%

United Kingdom 29.8% 38.9% 37.3% 38.4% 3.0%

France 26.7% 33.3% 34.6% 33.2% -4.3%

Germany 26.7% 30.5% 33.0% 32.9% -0.3%

Japan 26.6% 25.9% 25.4% 30.4% 19.3%

Canada 28.1% 35.2% 34.0% 27.4% -19.5%

I expect to spend more on international trips (next 12 mos.)

2014 2015 2016 2017

China 75.2% 65.0% 63.1% 62.1% -1.5%

India 56.1% 58.9% 56.4% 57.8% 2.4%

South Korea 52.9% 52.5% 51.2% 56.3% 10.1%

Brazil 55.9% 58.8% 61.1% 56.1% -8.2%

Mexico 47.0% 46.8% 54.0% 52.6% -2.6%

Australia 33.2% 35.8% 34.7% 40.5% 16.7%

Italy 32.8% 34.7% 43.4% 39.6% -8.8%

United Kingdom 29.8% 38.9% 37.3% 38.4% 3.0%

France 26.7% 33.3% 34.6% 33.2% -4.3%

Germany 26.7% 30.5% 33.0% 32.9% -0.3%

Japan 26.6% 25.9% 25.4% 30.4% 19.3%

Canada 28.1% 35.2% 34.0% 27.4% -19.5%

The State of the International Traveler
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The State of the International Traveler

Percent Writing in 

the USA as a Most 

Desired Destination 
USA's Rank 

Brazil 56.0% 1 

Mexico 47.9% 1 

Canada 47.6% 1 

India 45.3% 1 

Japan 43.2% 1 

Australia 37.9% 1 

China 37.2% 2 

South Korea 32.5% 2

Argentina 32.1% 2

United Kingdom 31.3% 2 

Italy 26.6% 4

France 18.8% 3 

Netherlands 13.1% 6

Germany 12.1% 5

USA as Most Desired International Destination (By market)

20162017

USA #1

10/14

USA #1

6/14
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Current Situation

o High traveler expectations for future 

travel (next 12 months)

o Leisure travel spending expectations 

are also high

o Impediments to travel tick upward, but 

not significantly

o International outlook is decidedly 

mixed

http://www.destinationanalysts.com/
http://www.destinationanalysts.com/


The State of the 

American Traveler

DESTINATION

SELECTION & 

EVALUATION



Destination Hotlist
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Question: What are the five domestic destinations that you would 

most like to visit in the upcoming year? (Write in up to five)
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Destination Hotlist
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San Francisco

Question: What are the five domestic destinations that you would 

most like to visit in the upcoming year? (Write in up to five)



Destination Hotlist Question: What are the five foreign destinations that 

you would most like to visit in the upcoming year? 

(Write in up to five)
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Measures traveler “excitement” about 

visiting each destination type in the 

upcoming year. 

• 1-100 Scale, with large index value 

meaning more excitement.

• Beaches continue to generate most 

excitement

• Cities decline slightly in excitement index 

value.  All others up

• Growth in National Parks and Deserts this 

year. 



Question:  Please think about your leisure travel in the PAST TWO (2) 

YEARS. Think of one specific domestic destination you VISITED AND 

PARTICULARLY ENJOYED in the past two (2) years.

Where was this place? (USA only, please)  ____________

What ONE WORD best describes this place? ___________

Question:  Now think about the specific domestic destination (USA) you are 

MOST EXCITED TO VISIT in the next two (2) years.

Where is this place? (USA only, please)  _________

What ONE WORD best describes this place? ___________

How Do Travelers Describe the Places They’re Excited About?



It turns out quite 

differently!

Let’s look at a 

simple radar 

chart 

How Do Travelers 

Describe the 

Places They’re 

Excited About?

















Fun

Relaxing

Awesome

Scenic



Question:  Which of the 

following types of travel 

information are MOST 

IMPORTANT in helping 

you decide to visit a 

(beach destination/resort)? 

(Select the FIVE (5) most 

important)



Large City Beach Destination or resort

Mountain Destination or resortNational or State Park



To Drive Incremental Traffic:

o Different destinations will 

naturally require different 

messaging and differentiation 

tactics. However:

o Costs can’t be ignored/avoided

o Logistical basics (transportation, 

hotels, safety) also are 

important

o Restaurants and cuisine matter



Destination Inspiration

Percent of Leisure Travelers
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12.2%

14.3%

24.4%

26.9%

39.6%

66.4%
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Online VIDEO travel content

Offline Media—TV, printed newspapers, 
magazines, etc.

Opinions of friends and relatives — via social 
media websites

All Online Media— Travel content found on 
the Internet (includes articles, reviews, 

business websites, blogs, podcasts, video, etc.)

Opinions of friends and relatives — in-person 
and/or through direct contact (email, text, etc) Question: Please think 

specifically about how you 

get your inspiration for the 

destinations you want to 

visit domestically. Which 

would you typically use to 

find destination ideas and 

inspiration?



Destination Inspiration
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Travel Planning Resources Used
(Past 12 Months)
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Mobile phones

Mobile 
phones

Any User-
Generated 

Content

Any Social 
Media

Any Print 
Resource

Jul-08 17.2% 33.9% 10.7% 45.5%
Jan-09 13.4% 30.0% 8.5% 33.3%
Jul-09 21.7% 37.0% 19.9% 30.9%
Jan-10 24.0% 43.5% 25.8% 33.6%
Jul-10 28.0% 42.9% 26.2% 34.8%
Jan-11 28.0% 43.5% 25.8% 39.7%
Jul-11 26.4% 45.7% 29.2% 37.0%
Jan-12 29.4% 46.9% 24.5% 46.0%
Jul-12 41.3% 41.0% 24.6% 48.7%
Jan-13 40.6% 41.4% 22.5% 48.7%
Jul-13 41.0% 42.5% 39.6% 50.1%
Jan-14 45.0% 43.7% 44.3% 45.1%
Jul-14 40.6% 41.3% 40.1% 49.1%
Jan-15 37.1% 50.2% 37.0% 43.8%
Jul-15 49.6% 45.5% 48.1% 50.6%
Jan-16 49.4% 59.4% 49.8% 50.3%
Jul-16 48.9% 53.9% 43.8% 46.1%
Oct-16 63.7% 60.2% 58.2% 54.1%

Jan-17 54.5% 65.0% 54.7% 52.6%



Travel Planning Resources Used
(Past 12 Months)
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Key Takeaways

o Word of mouth -- generating buzz – is 

as important as ever.

o Social media use in travel planning is 

growing and it is highly influential in 

destination selection.

o Video is a valuable tool to persuade 

younger travelers.

o Tour operators and travel agents are 

still important, especially with older 

travelers.
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