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I Methodology

A Randomsampleof 4,501U.S adults,all interviewedin August2024
A Resultsnclude datsfrom atotal of 3,647activeleisuretravelers(N12M)
A 20-minute onlinesurvey

A Resultsare balancedy statisticalweightingto ensurethe datais representativeof all leisure
travelersin America.

A Theerrorintervalof the statisticalestimatesappearingn this report (for n=3,647)is +/- 1.68%at
the 95%level of confidence.
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Despitethe SummerTravelSeasonComingto an End,ShortTermTravel
Intentions HavelncreasedSlightly ¢ Intentions HaveAlsolIncreased

Comparedto ThisTimelLastYear.

Sumof Next6 Months Q2
2024.65% EarliesExpecto TakeNextVacation
/70
Q3 2024:67% Q323 Q224 Q324
[ | [ | |
0
4% 73%
42% !
79%
17% 19% 19% 18%
14@ 12% 13%
I 3 . . 3 2 l
Next3 months Next6 months Next12months More than12months | donot expectto travelfor leisure
Travel
Base:U.S.adults (n=4,501) (c)'/ Intelligcnce

6 Source:a a D, ZD24Portrait of AmericanTraveler§' FallEdition"
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ConcerndAbout TravelingHaveGenerallyDecreasedComparedo the
PreviousWave- ParticularlyConcernsAbout the AssociatedCostsof
DoingSo.

Reasongor Not Travelingduringthe NextSixMonths

Q224 Q324
[ | |

46%

42% 42%

I I 36%

31% 31%

25%
14%
13% —o2 s 2%
8% = 8% 204 o o 8%
0 0
. I . . 5% 5% 5% 4% 4% 4%

Concerngboutmy Concerngboutthe  Concerngbout  Concernsboutmy Concerngbout Concerns about Concernsboutthe I don'tfeelits Concernsbout Concerngbout  Concerngboutthe Noneof the above
personafinancial  highcostoftravel timeavailable to job security and/or contractingCOVID travel disruptions qualityof the travel responsiblefor me COVIEL9 testing maskrequirements  judgmentfrom
situation travel right now stability 19 duringtravel  atthe airport experiencadueto totravel rightnow requirementswhen friends/family
issuegelatedto givenCOVIEL9 traveling
COVIEL9
Travel
Base:Active leisuretravelerswithout travel plans during the next sixmonths (n=1,384) (C)'/ Il’ltC“igCl‘lCC

Source:a a D, ZD24Portrait of AmericanTraveler§ "Fall Edition"



GenY%: S N¥er@stin TravelHasRisenAfter FourQuartersof

Consecutiveecline.

Planto Travelfor Leisuranthe Next12 Months
GenZers 64% 67%
GenZers Millennials GenXers Millennials 71% 77%
il e =l = BOOmers GenXers 71% 81%
100% Boomers 80% 85%
90%
e |
70%
60% e /
50%
40%
Q321 Q421 Q122 Q222 Q322 Q422 Q123 Q223 Q323 Q423 Q124 Q224 Q324

YR Travel
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Base:U.S.adults(GenZers n=637;Millennials:n=1,298;GenXers:n=1,063;Boomers:n=1,282)
Source:a a D, ZDZ4Portrait of AmericanTraveler8¢ C IEditibn"



Many TravelersHavelncreasedTheir TravelBudgetsBecauseof the
IncreasingCostsof Food,Beveragesand AccommodationCompared
to aFewYearsAgo

FactorsThatHaveContributedto Increasein TravelBudget Q3¥WH oo Q3WH N

| expectto spendmorebecausd expectthe attractions,food andbeveragesn

O vacationdestinationsgo costmore now thantheydid a few yearsago. 55% 57%
| expectto spendmorebecausersacationlodging/accommodationseemto cost 5404 5604
more nowthantheydid afew years ago. 0 0

| expectto spendmorebecausehe price of gasishighernowthan it was

the pastfew years. 46% 44%

of activeleisuretravelersplanto . o
. | expectto spendmorebecausairlinetravel seemsto costmore nowthanit did 0 0
spendmoreontravelinthenext12 | afewyearsago. 42% 42%

monthsthantheyhavespentin | .
) expectto spendmorebecausd havemore reasond needto travel(e.g.,special
either of the pasttwo years. events,familyvisits,etc.)in the next 12 monthsthan | havein recentyears. 28% 28%

| expectto spendmorebecausd simplyhavemore moneyavailablen

.. . 0 0
mybudgetandthis is howl chooseto spendit. 21% 24%
Base:Activeleisuretravelers(n=3,647)those who planto spendmore on travel in the next 12 monthsthan they have (WIVE Travel
spentin either of the pasttwo years (n=2,260) 2/ Intelligence

9 Source:a a D, ZD24Portrait of AmericanTraveler8 "Fall Edition"
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Destinationsinterestedin Visiting Duringthe Next Two Years

States Destinations

Rank State %Interested Rank Destination %Interested
1 Hawaii 68% A 1 Islandof Hawaii 50% A
2 Florida 63% 5 \Tvg?;tji;u’Hl(inCIUding 58% A
3 Colorado 58% 3 MauiHI 579 A
4 California 57% 4 LasVegasNV 55%
5  Alaska 56% 5  KauaiHI 55% A
6 NewYork 53% 5 FloridaKeys/KeyVest,FL 54%
7 Arizona 46% 7 NewYorkCity,NY 50%
8 Texas 45% 8 Orlando,FL 49%
9 Nevada 44% 8 LanaiHI 49% A
10 North Carolina 41% 10 SarDiego,CA 47%

Datain bold indicatesa statisticallysignificantdifference from Q3 2023.
Base:Active leisure travelers(n=3,647)

Source:ia a D, ZD24 Portrait of AmericanTraveler8"Fall Edition"

Displayed statisticallysignificantincrease

comparedio Q32023
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I Topl0Destinationsof Interestby Generation

12

Destinationsshadedin blackoccurin the top 10 for all generations.

GenZers

Islandof Hawaii

2 NewYorkCity,NY

2  Miami,FL

2 LosAngelesCA
Honolulu,HI

Maui, HI

6 OrlandoFL

6 PalmBeachFL

Kauai HI

LasvegasNV

Base:Activeleisuretravelers(GenZers n=523; Millennialsn=1,006; GerXers: n=962Boomers:n=1,041)

Millennials
1 Islandof Hawaii
2 Honolulu,HlI
3 Maui, HI
4 LasvVegasNV
5 NewYorkCity,NY
7 OrlandoFL
8 LosAngelesCA
8 FloridaKeys/KeyVest,FL
9 Miami, FL
9 LanaiHI

Source:a a D, ZD24Portrait of AmericanTraveler8 "Fall Edition"

GenXers

Islandof Hawaii
Honolulu,HI
Maui, HlI

Kauai HI

LasvVegasNV

6 FloridaKeys/KeyWest,FL

7 LanaiHI

8 New YorlCity,NY

9 SarDiego,CA

10 Orlando,FL

Boomers

1 FloridaKeys/KeyVest,FL

2 Maui, Hl
3 Honolulu,HI
4 |slandof Hawal'i

4 KauaiHI

6 LasvegasNV

7 LanaiHI

7 Tampa/StPetersburg/Clearwate L

9 MyrtleBeachSC

10 NashvilleTN
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A Lookat the
Anactiveleisu

12%
4.2 A Exp |ﬂ‘ere | 350
S Spendin eW|th S|gn|ﬁcan others (8
- /
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Top Destin emelyi nfluenc ythe Cullnarysten

A Honoluh‘?l%)
A LasVegaq70%)
A New Orleans(66%
A New YorkCity (6 & £ B . F s v
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Thelnfluenceof the CulinaryScenan a
Destinationlsup FromLastYear.

. 20%..

of activeleisuretravelersare influencedby their perceptionsof the quality of the
culinaryscenewhen choosingwhereto staywithin a destination.(Top2 Box)

HaveKids:64%

GenZers 63% .04
- 0
Millennials: 66% 5 2 yHaueKids:53%
. 0)
Sggﬁgz'-ii; LessThan$100K:54%
o $100Kor More: 58%

/" More youngertravelersandtravelerswith kidsareinfluencedby the perceptionof the
gualityof the culinaryscene wherchoosingvhereto staywithin a destination.

o (VY] Travel
Base:Active leisure travelers(n=3,647) 2/ Intelligence

Source:a a D, ZD24 Portrait of AmericanTraveler®"Fall Edition"




Although Authentic Cuisinds Still the TopCulinaryExperienceof Interest, Therels
Growinglnterestin High-EndCulinaryExperiencesuchas Award-Winning
Restaurantsand Food& Wine Festivals.

CulinaryExperiencesf Interest

m (323 " Q324

53%

Authenticfood/cuisineeatenby locals 5504

E— 44%
Streetfood/food trucks —43% 0

Hardto-find restaurantsthat are truly uniqueto the destination B 506
.

. I 307/
A INNINg TS U S 2106

- ivals I 2
Ry

- NA
Farmio-table restaurants I 2%

: - I 26
Ny LS NG S U TS e — 260

- ——
DSty Or bre ey U e — 520

i I 2070
Celebritychefrestaurants I 0%

- E—— 5%
COOKINgr A S e e 1506

i I 119
Vegetarian/vegamestaurants T

I 100
Noneof the above _12:{?%
NA: Optionwasnot askedin Q32023. (Y (Y1 Travel
Base:Active leisure travelers(n=3,647) 2/ Intelligence
16  Source:a a D, ZDZ4Portrait of AmericanTraveler "Fall Edition"




Eatand Drink Isa Top Priority When Traveling,and JustUnder Half Spenda

I About Half of Active LeisureTravelersAgreeThat Findingthe BestPlaceso
SignificantAmount of Time Researching heseOptionsin a Destination

Towhatextentdoyouagreeor disagree?

m Disagree m Neutral m Agree

Findingthe bestplacesto eat and/or drinkisatop priority when
traveling

20% 25% 55%

| spenda significantamountof time researchinghe bestplacesto

eatand/ordrinkin adestination 25% 21% 47%
| makerestaurantreservationrior to traveling 45% 220/ 33%
| planmy travelitinerary aroundwherel'm goingto eatand/ordrink 40% 28% 32%
Base:Active leisure travelers(n=3,647) }gggﬁ%cmc

17 Sourcea a D, ZD24Portrait of AmericanTravelers "Fall Edition"
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Winter Holiday TravelPlansAre Down Slightly

FromLastYear.
2023 3 /O 2024

of U.S.adultsare planningto travelfor the winter holidays.

%Planningo TravelForX
(Amongthose planningto travelfor the winter holidays)

m Q323 mQ324

I
\

Thanksgiving
61%

. 58%
Christmas/Hanukkah/Kwanza
51%

I
Y

Base:U.Sadults(n=4,515)those planningto travel for the winter holidays(n=1,616)
19 Source:a a D, ZD24Portrait of AmericanTraveler8"Fall Edition"

NewYear's




TheMost PopularTypeof Holiday Trip TheseTravelersAre Planningto
Takels Visitingthe Homesof Friendsand Family,Followedby a Family
LeisureVacation

Typeof HolidayTripPlanninglToTake
m Q323 m Q324

Meetingfamily orextendedfamily memberan a vacationdestination _237/8 %

Couplesracation INIIIINININGg@dGEGEEEEEEEN 200
I 26%

Vacationwith friends [ NEGTNTNGNGNGNGEGEGEE 240
N 2690

Multigenerationalfamily vacation | IINIIIIINGGE 16°0
N 15%

. 1 150
Solovacation I 15%

Other 1%

i 1%
L . . Travel
Base:Active leisure travelerswho are planningto travelfor the holidays(n=1,703) %'v Intclligcn ce
20 Source:a a D, ZD24Portrait of AmericanTraveler® "Fall Edition"



Similarto PreviousYearsthe Majority of TheseTravelersAre Planningto
I TravelLessThan500 Miles FromHomefor Their Winter Holiday Trip.

DistancePlanningo Travelfor Holidays
Q323 B Q324

43% 41%

24%  25% 24%
21%
(0]
i = l l . l
Lesghan 100milesfrom home 100to 499 milesfrom home 500to 999 miles fromhome 1,000miles ormorefrom home
Base:Active leisure travelerswho are planningto travelfor the holidays(n=1,703) Travel
Source:a a D, ZD24 Portrait of AmericanTravelers "Fall Edition” 2/ Intelligence

21
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lLﬂ;-- 1 T
Base A leisure travelers(n—3 647)

WWWMVHH@ FaII Edmon L

of activeleisuretravelersare
interestedin takingan oceancruise—
In the nexttwo yegrs. > g "f
GenZers 61% = g )

Millennials:64%* /./
GenXers 6,0% “\
Boomers49%
5 1 ‘-ﬁ T
HaVeKlds ﬁ?’
5. 2'%@&& 4%
3 ¥
LessThan$ OPK54%
$100I<or ore: 61%

e e e o i iy

LBl e

|

k lﬁﬁﬂgg“% T
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== Millennials: 56%

el

of activeleisuretravelersare

" interestedin takinga river cruisein

-~ the nexttwo years.

el

Genzers43%

GenXers:50%
Boomers52%

HaveKids:57%
5 2 yHavieKids:49%

LessSThan$100K49%
$100Kor more:54%

(o

of activeleisuretravelersare interested
in takingan expedition cruisein the
~ nexttwo years.

GenZers 43% r -
Millennials: 51% 0
GenXers:43% i '
Boomers.28% ¥

s @ 8=

HaveKids:53%
5 2 yHaveKids:34%

o
8

I;essThan$100K37%
$100Kormore:43%



TheCaribbeanGarnershe Most Interestasan O Ce
OceanCruisingDestination,Followedby the L ad
Mediterranean,Europeandthe PacificOcean. C ru | S | n -
N
,,

%lnterestedin Ocean Cruisingegions

Caribbean 85%

Mediterranean 78%

Europe 76%

PacifidOcean 74%

SouthPacific/Australia/NewZealand

6/%

Asia 49%

Middle East

32%

Base:Active leisure travelersinterestedin oceancruising(n=2,133)
24 Source:a a D, ZDZ4Portrait of AmericanTraveler® "Fall Edition”




TheUnited StatesGarnersthe Most Interest
asa RiverCruisingDestination, Followedby
Europeand Canada.

% Interested in River Cruising Regions

N O Y et et B D W P B [ P e
I N ) e B DS I G LT TS S O e Y T TS N T B S
T Y T W P D S T MO W R T B 57N S TR LA 4 |

United States T7%

Europe 75%

68%

Canada

South America 489,

Asia 43%

Africa 36%

Middle East 2804

Base:Active leisure travelersinterested in river cruising(n=1,942)
Source:ia a D, 204 Portrait of AmericanTraveler8 "Fall Edition"




Cleanlines®f the Ship/Brand,Quality of the FoodAvailable
Onboardandthe Priceof the CruiseAre the Most Influential Factors
When Selectinga CruiselLine.

Influential When Selectinga CruiseLine Q3WHn

Safety/cleanlinesstandardof cruiseship/brand 89%
Qualityof the food availableonboard 88%
Priceofthe cruise 87%
Cost/conveniencef travelingto/from port of departure 83%
Cabinsize/quality 82%
Portsof call/availablatineraries 81%
Cruisebrandname/reputation 80%
Qualityanddiversityof excursionsvailable 75%
Sizeof thecruiseship 73%
Previougpositiveexperiencewith the cruiseline 66%
Luxuryaccommodations 63%
Nightlife/entertainment options 62%
Proof ofvaccinatiorrequired 45%
Membershipin cruiseline loyalty program 43%
Availabilityof onboardgambling 36%
Children'sactivities 32%
Base:Active leisure travelersinterestedin cruising(n=2,673) Illzlr?(;ﬁilgcncc

26 Source:a a D, ZD24Portrait of AmericanTraveler® "Fall Edition"






TheMost PopularUsesof AlWhen TravelPlanningAreto Research-light
Options,to GenerateTravelldeasand Inspiration,or to SuggesbDestinationsof

Interest.

AlUsefor TravelPlanning
(Amongthosewho haveusedAlfor travelplanning)

Tosuggestctivitiesof interestwhen
- I
traveling
O Togeneratetravelideasandinspiration _ 42%

of activeleisuretravelershaveused Tosuggestlestinationsof interest _ 39%

ChatGP®r anotherAltool for travel

planning. .

Tosuggestravelaccommodations _ 37%

Base:Activeleisuretravelers(n=3,647)those who haveused ChatGPor anotherAl tool for travel planning(n=1,073) YIYN Travel

28 Source:a a D, ZDZ4Portrait of AmericanTraveler® "Fall Edition"
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SpendingTimeWith Familyanda | y L) dzZ3 3 A Yy
Continueto Be TopMotivators to Travel.

VacationMotivators
m Q323 m Q324

0
Tospendtime with mysignificantother and/or children =7§£/0

. 0 K&
Thedesieo getawayandunsh | 760

I, G200
I— 64%

I, 620
I— 64%

I 5690
. 63%

I 58%0
. 61%

I 45%
I 44%

I 40%
I 38%

I 35%0
N 32%

I 32%

Exploringhature andthe outdoors
Theneed/desireto visit friendsor family
Experiencinglifferent cultures
Experiencingew cuisines
Seltdiscovery

Meetingnew people
Pursuingvellnesgprograms/lifestyle

Playing/participatingn a sport/hobby

I 27%
Datain bold indicatesa statisticallysignificantdiffe rencefromQ32023. MM Travel
Base:Active leisure travelers(n=3,647) GY, Intclligcncc

Source:a a D, ZD24 Portrait of AmericanTraveler® "Fall Edition"




CouplesTravelRemainghe Most
CommonFormof Travel.

TravelPartyDuringthe NextSixMonths
m Q323 mQ324

I -
——————— EZ

B2
I o

I
I

e EZ

/ Amongthose who have
N 2% childrenunder 18, 63%plan

With your significantother

With friends(without spouseor child)

Byyourselfonly

With childrenunderage 18

With your childrenaged18+ to travel with childrenin

the next sixmonths.
Multigenerational(threegenerationsor more |- 12%

travelingtogether) |- 13%

B 7
B

With anorganizedyrouptour

Datain bold indicatesa statisticallysignificantdifferencefromQ32023. MM Travel
Base:Activeleisuretravelerswho intend to travel during the next sixmonths (n=3,116) I 1nicllicence
Source:ia a D, 2024 Portrait of AmericanTraveler§ "Fall Edition" cligence




Scenernyand SafetyContinueto Bethe Most Influential Factors

Top 10 Most Influential When Selectinga Destination

(Top2Box)

Beautifulscenery 70% 76%
Safety 57% 60%
Foodanddrinkscene 53% 60%
Outdoor/natureactivities 48% 54%
Historicakignificanceof adestination 45% 52%
Focuson family activities 34% 35%
A senseof tradition (placefamily hastraditionallyvisited) 32% 32%
Musicscene 23% 25%
Theethnicdiversityandmulticulturalpopulationof adestination 22% 24%
Nightlife/bars 19% 20%

Datain bold indicatesa statisticallysignificantdifference from Q32023.
Base:Active leisure travelers(n=3,647)
31 Source:a a D, ZD24Portrait of AmericanTraveler8 "Fall Edition"

When Selectinga Destination,Both Increasing-romLastYear.
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COMING

A Acomprehensivdibrary of a a D | fdprietary syndicated
researchstudiesreleasedsince2020

—yrr——r—t il A Interactivefiltering of surveyresults,segmentationanalysis,
crosstabulation, trend tracking,and other advanced
analyticalcapabilities

A Datavisualization,dashboardsand export capabilitiesfor
charts,graphs,andtables

A Divedeeperinto the researcheffortlesslywith the powerful
Al interface,usingsimpletext queriesto uncovervaluable
insights.

A Startsat $500/mo
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i2/ [ntelligence
32 '



33

SimonMoriarty
VPResearcland AnalyticsMMGYTravel

IntelligenceEurope

smoriarty@mmgyintetom
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