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The State of the International Traveler

SAMPLE SIZE
« Tracking study conducted since 2014 Areentina B9
Australia 800
Brazil 800
* Online survey methodology Canada 800
o Screened for likely international travel in the next o
3 yea 'S France 800
Germany 800
India 800
« 800 fully completed surveys were collected from a w800
random sample of likely international travelers in Japan 800
each market Mexico 800
Netherlands 800
South Korea 800
* In total, 12,800 completed surveys were collected Spain 800
United Kingdom 800

TOTAL 12,800



The USA Continues to Rank First as a Most
Desired International Destination

Most Desired International Destinations: 2018—2025
(Unaided, Total Aggregate)

e Jnited States e Spain France Italy Canada

17.1%
17.3% 180%  173% - 16.5% 15% 1%
’f,’ .
16.6% —~ S 15.0% 17.2% 14.7%
> . 16.8%
15.0% 15.2% 14.9% 9
- - - 14.4% - 13.8% 15.4% 8.5%
10.5% 10.4% 10.3%
8.7% 9.2%
2018 2019 2020 2021 2022 2023 2024 2025
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The Netherlands, Spain, France and Germany are the Most Competitive
Markets for the USA to Stand Out

Question: What are the three foreign countries that you would most like to visit in the next 12 months?

u.s.

Mexico

Spain

Italy

Brazil

France

Canada

United Kingdom
Colombia

Chile

»
*
-

*

u.s.

Australia

Japan

France
Singapore
Thailand
Canada

New Zealand
United Kingdom
South Korea

Argentina

Most Desired Destinations
(unaided)

39.8%
N 29.6%
I 28.7%
N 27.9%
N 26.3%

B 15.9%

Bl 10.8%

Bl 85%

Bl 7.6%

B 6.0%
China
Most Desired Destinations
(unaided)

43.6%
I 31.4%
I 27.1%
I 22.6%
I  21.9%
BN 15.5%
BN 15.5%
B 15.2%
B 15.1%
Bl 13.6%
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New Zealand
u.s.

Japan

United Kingdom
Indonesia
Thailand
Singapore

Italy

Canada

France

u.s.

Mexico

Spain

Canada

France

Italy

Brazil
Argentina
United Kingdom
Japan

Australia
Most Desired Destinations
(unaided)
I 26.1%
25.8%
I 24.0%
I 19.3%
I 15.1%
I 15.0%
B 12.5%
B 12.1%
B 12.1%
B 10.2%
Colombia

(unaided)

43.7%
I 36.2%
I  32.4%
I 25.9%
I  18.6%
B 15.9%
Bl 2.0%
Bl 8.4%
Bl 78%
Bl 75%

Most Desired Destinations

u.S.
France

Canada

Italy

Portugal

Mexico

Spain

United Kingdom
Argentina

Japan

Italy

Spain

u.s.

Canada
Portugal

Greece
Morocco

United Kingdom
Japan

Mexico

Brazil

Most Desired Destinations
(unaided)

54.3%

BN 25.4%
N 24.8%

BN 22.8%

BN 15.6%

BN 15.5%

Bl 12.5%

B 11.5%

Bl 10.3%

B 8.1%

France

Most Desired Destinations
(unaided)

I 28.3%

I 28.2%
21.5%

I 18.3%

I  14.5%

I 12.8%

BN 9.3%

B 86%

B 85%

Bl 76%

1+]

Mexico

Italy

United Kingdom
France

Spain

Japan

Australia
Portugal

Cuba

Spain
Italy
u.S.

Greece
France
Turkey
Austria
Canada
Portugal
Thailand

Canada

Most Desired Destinations
(unaided)

43.3%
I 26.7%
I 17.7%

B 15.1%

B 15.0%

Bl 1.5%

Bl 1.3%

Bl 78%

Bl 7.4%

2%

Germany

Most Desired Destinations
(unaided)

I 32.8%

I 24.3%
20.4%

I 18.7%

I 141%

I 13.7%

BN 0.6%

BN  8.9%

BN 8.6%

BN 7.9%



In Mexico, Canada, China, India, Japan, Brazil, Columbia and Argentina, the USA
is Exceptionally Competitive as an International Destination Brand

What are the three FOREIGN COUNTRIES that you would most like to visit in the next 12 months?

India
Most Desired Destinations

B reced

u.s.

Canada

UAE

Australia
United Kingdom
Singapore

52.2%
I 28.8%
I 26.7%
N 24.8%
I 19.4%
B 17.7%
B 14.0%
Bl 10.3%
Bl 8.4%
B 7.7%

B Netherlands
Most Desired Destinations

(unaided)
Spain |G 34.0%
Germany [N 23.1%
France [NNNENEGEGNN 21.7%
italy [ 21.3%
Greece I 17.2%
N 14.8%
12.4%
Portugal [ 11.0%
United Kingdom [ 9.7%
Austria [ 8.1%

France
Japan
Switzerland
Europe

Belgium
u.s.
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u.s

Spain

United Kingdom
Japan

Greece

Canada
Portugal
Germany
Australia

‘®
N

Japan

u.s.
Vietnam
Australia
Thailand
Canada
France
Taiwan
Spain
Switzerland

(unaide

Italy

Most Desired Destinations

d)

30.1%

I 27.7%
France NN 20.9%

14.8%

12.5%
10.3%

B 2.2%

BN 8.8%
BN 8.3%
B 7.6%

(unaide

d)

South Korea

Most Desired Destinations

I 42.2%

N 23.6%

I 2
I
B 12.2%
B 1.6%
Bl 1.6%
BN 1041%
Bl 385%

18.

1.1%
6%

36.7%

Japan
. Most Desired Destinations
(unaided)
u.s. 46.8%
Taiwan [N 30.5%

I 23.7%
Australia [ 23.0%
Thailand [N 17.2%
France [ 15.9%

italy [N 13.3%
Singapore [ 13.0%

United Kingdom [l 10.4%

Canada [ 10.1%

South Korea

£— Spain
s

Italy [ 34.4%
France [N 30.2%
u.s. 25.6%
Germany [ 15.3%
United Kingdom [N  14.9%
Portugal I 10.8%
Japan [ 10.4%
Greece I 10.0%
Mexico [ 9.8%
Bl 6.1%

Most Desired Destinations
(unaided)

Canada

2 Mexico
= Most Desired Destinations
(unaided)
u.s 58.1%

N 43.2%
N 22.7%
BN 20.3%

B 14.0%

Bl 13.1%

Bl 9.1%

Bl 85%

M 69%

Ml 68%

Canada
France
Spain
Italy
Japan
Colombia
Brazil
Argentina
Europe

NP4 United Kingdom

Most Desired Destinations

'/‘ N (unaided)

I 31.8%
30.3%

Spain
u.S.
italy NN 20.3%
France [N 18.8%
I 17.4%
I 13.3%
I 12.5%
B 01%

Bl 8.3%

Bl 7.9%

Greece
Canada
Portugal
Australia
Japan
UAE



Aspiration to Visit the USA is Driven by our Food,
Shopping, Atmosphere and Opportunities for
Rejuvenation

Top 10 Reasons Why Global Travelers Want to Visit the U.S. in the Next Year

Food and cuisine 37.6%

Relaxation/rejuvenation 33.4%

General atmosphere 31.9%

Shopping 30.6%

Arts and culture 27.2%

Bucket list destination 26.0%

History 25.0%
Visited before, want to return 24.8%
Adventure 24.4%

Iconic experiences 24.3%
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Deterrents to Visiting the U.S.

Question: Which best describe your
current reasons for not visiting the United
States more frequently? (Select all that

apply)

Overall Ranking - Deterrents to Visiting the U.S.

The cost of airfare to the United States is too expensive
The US is generally too expensive/currency exchange rate
Concerns about gun violence in the United States

| don’t have enough holiday time

The United States is too far away

Concerns about my personal safety in the United States
Better destinations exist

Visa wait times

Application/Visa process is too cumbersome
Application/Visa process is too expensive

Concerns about social unrest

Concerns about racial injustice/racism

The United States is too difficult to travel to

I’ve been there before and have more interest in other destinations

| am uncomfortable with the United States’ national politics

It’s too crowded — overly touristed

The people | travel with prefer other destinations
Negative media coverage of the U.S.

| just don’t think about the US-it’s not on my radar

The United States does not fit the travel experiences | am seeking

Base: Total (12,800 responses).
Future Partners

N 26.7%
N 20.7%
N 18.9%
N 17.7%
N 17.4%
N 14.8%
N 13.9%
N 13.4%
N 13.3%
N 12.8%
B 11.7%
B 108%
B 10.2%
B 10.1%
B 9.7%

B 8.9%

B s8%

B s5%

B 8%

B o



International Travelers Concerns about their
Personal Safety in the USA is Elevated

Average Safety Concern Levels by Market

5.9

Scale of O (“Not at all concerned”) to 10 (“Extremely high concern”) Aggregate
average
> 'b 6‘& 0
o& @ +\
coo° &
S

&
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Safety is Among the Most Compelling Content for
U.S. Destination Decisions

Top 10 Important Content Categories for Destination Decisions Safety Information
% of Total Aggregate

Hotels and lodging _ 37.7% % of market KL
Restaurants and food _ 32.8% . 43'6% #3
safety ([N 30.5%
Shopping _ 95.0% I * I 36.8% H#3
Sightseeing tours _ 24.1% -

Historical attractions _ 22.9% 34-0% #1

National Parks [N 22.6% ‘
Transportation _ 21.9% 33-5% #1

Important or iconic attractions _ 21.0% S

Museums and culture [N 20.9% & 33.0% H#H3
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The Universe of Opportunity to Attract Global
Travelers is Strong

(Avg. expec

Australia
Netherlands
United Kingdom
Canada
Spain
Germany
Argentina
Brazil
Colombia
China

India

Italy

France
Mexico
South Korea

Japan

Future Partners

Days Available for International Travel
e

d # of days available for international travel in upcoming year)

25.8

22.8

17.8
17.8

—
Ol fl =
. —
N I IS0 o
Of— I~
NN
=1 I=d [¥] IS
Njooj—>i—
o 8M
wol®
N

Annual International Travel Budget

(Avg. maximum spending on int’l travel in upcoming year)

China
United Kingdom
Australia
India

Brazil
Canada
Mexico
Argentina
Germany
South Korea
Netherlands
Japan

Italy

France
Colombia

Spain

$10,700
$6,800
$6,419

$5,744
$5,737
$5,521
$5,181
$4,884



NYC, LA, DC, Las Vegas and Hawaii are the Top
5 Most Desired U.S. Destinations Globally

Unaided, Total Aggregate

New York City [ 59.6%
Los Angeles NN 31.1%
Washington, D.C. NG 25.4%
Las Vegas [N 24.0%
Hawaii [N 22.7%
Miami NN 21.9%
San Francisco GG 21.9%
California [INEEGEGEGEEEEEEE 19.2%
Florida [N 13.5%
Chicago NG 12.6%
Texas I 11.6%
Orlando I 10.0%
Boston [ 8.3%
Niagara Falls [ 8.2%
Anaheim:Disneyland [ 7.9%
Alaska I 7.4%
Seattle M 6.4%
San Diego I 5.2%
Grand Canyon [ 5.0%
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The Eastern U.S. is Most Appealing to International Travelers in

Australia, Spain, South Korea and Argentina
By Market — % Interest in Visiting
the Eastern U.S.

Eastern U.S. Australia [N s5.5%
Spain [ 54.1%
South Korea [ 51.1%
Argentina [N 50.1%
Canada [ 49.3%
China [N 49.1%
United Kingdom [ 48.9%
India [N 48.6%
italy [ 48.0%
Brazil [N 47.5%
Colombia N 46.3%
Mexico [N 42.5%
Netherlands [ 41.8%
France [N 41.4%
Germany [ 40.6%
Japan [ 40.5%
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The Western U.S. is of Most Interest to International Travelers in

Japan, Germany, the Netherlands, Australia and France
By Market — % Interest in Visiting
the Western U.S.
Western U.S.
Japan [N 5o.8%
Germany [ 54.9%
Netherlands [ 53.1%
Australia |GG 52.6%
France [N 51.9%
Italy | 40.0%
South Korea [N 45.1%
Canada [N 47.9%
Spain [ 44.3%
United Kingdom |GGG 43.6%
Argentina [N 41.5%
China [N 40.8%
India |GG 37.1%
Brazil [ 33.5%
Mexico [N 33.1%
Colombia |G 28.4%
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The Central U.S. is of Most Interest to International Travelers in

India, Brazil and Columbia

Future Partners

Central U.S.

R _
REL

Agr

By Market - % Interest in Visiting

India

Brazil
Colombia
Australia
China
United Kingdom
Mexico

Italy
Netherlands
Argentina
Spain
Germany
Canada
South Korea
France
Japan

the Central U.S.

N 59.0%
N 53.1%
N 52.5%
N 47.9%
N 45.6%
N 44.0%
DN 43.9%
N 42.0%
N 40.6%
I 39.1%
DN 38.4%
BN 35.9%
N 33.4%
B 32.3%
B 31.5%
B 28.3%

0%  20% 40% 60%  80%

100%



American Cities, National Parks and Beach
Destinations Generate the Most Excitement

Destination Types Most Excited to Visit
Average Excitement Score on a Scale of 1to 10

7.5 79 -
'

Cities U.S. National Parks Beach Theme or amusement Small towns, rural Mountain destinations Desert
destinations/resorts parks destinations (including ski resorts) destinations/resorts

Future Partners



InsBiration and Travel
lanning Trends



N .
Important Factors in / M | \

International Destination 5
‘ 4 3 .
= = . ] v . . N . p ||
Decisions: Make it Easy ‘ VL /1 L
AR :
e - 7 5
% “Important” or “Very Important” . i

Trip Cost 85.6% K | \*

Convenience of planning 81.2% { '

Ease of obtaining a visa 77.8%

Welcc_)r_nmg environment to people of diverse 74 8%

identities

Cultural diversity in the local population of the 63.6%

country

Cultural diversity in the tourists that visit the 60.8%

country

Sustainability and carbon footprint 54.7%

Trendy—being a “hot” place to go at the moment 43.4%

Future Partners The State of the International Traveler




Environmental Concerns are Impacting Decisions

With higher temperatures each
year, travelers will try to seek
out cooler places.

Disagree
12.1%

Future Partners The State of the International Traveler 2024

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

Disagree
12.5%

Climate change will have a
significant impact on my leisure
travel in the next b years.

Disagree
15.7%



Professional Sporting Events Drive Interest

Professional Sporting Events Likely to Attend on a Trip to the United States
Likely to Attend an NFL Game

32.2%

A o)
23.9% I\QI 47'1 A)
93.0% NN L7 o
== 20.0%

,.\
S
3]
Y

)

®

S

~
o

National Basketball Association game

National Football League game

Major League Baseball game

US Open Tennis Championship _ 20.5%
Major League Soccer game _ 18.1% - o)
20.0%
nascar rece ([ o
National Hockey League game _ 13.6% Likely to Attend an MLB Game

PGA tournament

® 59.4%
‘e, 50.4%

W

Other

2.5%

None of the above

Future Partners The State of the International Traveler 22



Online Content Surpasses Word-of-Mouth as
the Top Source of Destination Inspiration

Sources Use for Destination Inspiration — Change Compared to Last Year
(% of Total Aggregate)

+5.0pp
49.2%
44.2% -8.0pp +9.7pp
39.2%
35.7% +15.6pp -5.8pp
32.3%
28.7% +7.8pp
26.0% 26.5%
PARSYS
13.1%

Online media Word-of-mouth Online video  Travel agencies or Friends/relatives Television Digital influencers Offline media

travel content tour operators  via social media

(video only)

Future Partners The State of the International Traveler 2024

+10.0pp

18.9%

Movies



DMOs’ Digital Content is an Important Trip
Planning Resource for International Travelers

Colombia
Spain

China

India
Argentina
Japan
Australia
Mexico
Canada
Germany
ltaly

France
United Kingdom
Brazil
Netherlands
South Korea

Future Partners

DMO Websites

I 7.6 Y%
N 37.0%
N
I 335%
R
I 31 1%
A
T
I 5 G%
e
I 0 6%
I 23 1% o
e o .. 23.0%

I 19.8% Aggregate
I 9. 1% o
I 16.5%

The State of the International Traveler 2024

DMO Social Media Content

India
Colombia
China

Japan
Argentina
Brazil

Spain
Mexico
Canada
France

Italy
Germany
Australia
South Korea
United Kingdom
Netherlands

26.3%
26.0%
25.4%
23.4%
20.8%
20.8%
19.9%
19.6%
16.4%
14.6%
14.3%
13.8%
13.6%
12.9%
12.5%
8.4%



Desired Tones for International Destination Ads

% of Total Aggregate Desire a Fun/Playful/Exciting Tone

51.4%

51.0%

=1 Emm 50.3%

32.7%

B B 13.5%
28.6% - 12.5%

Friendly/welcoming 45.2%

Calm/relaxing/peaceful 40.3%

Positive/joyful 39.4%

Fun/playful/exciting

Scenic/picturesque

Shows a variety of activities/things to do

Inspirational/encouraging

Informative/educational

22.7%

Future Partners The State of the International Traveler 2024



American Travel
Sentiment




The State of the American Traveler

® Monthly tracking survey

® Representative sample of adult American travelers in United States Census Reglons and Divislons
each of four U.S. regions ' West Midwest Northeast

+ East North Central

® Tracks traveler sentiment to generate insights into
domestic travel trends

) Mid-Atlantic

® Survey collected: December 15-26

West North Central

South
® 4,000+ fully completed surveys collected each wave

South Atlantic

® Confidence interval of +/-1.55%

East South Central

West South Central

® Data is weighted to reflect the actual population of
each region

Future Partners






The year is beginning
with a healthy dose of
traveler positivity.



Travelers’ feelings about their current finances
improved this month.

Question: Much better off . 7.7%
Would you say that you (and your 31 .7%

household) are better off or worse off

Better off 23.9%

financially than you were a year ago?

UNCHANGED - Neither better

off nor worse off 42.9%

Worse off 20.0%

25.5%

Much worse off 5.5%

Future Partners Base: All respondents, 4,053 completed surveys



The proportion of travelers feeling “better off
financially” bounced back to 32 percent this month.

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

[o)
% Better off or Much better off Dec 2022 = 26.0% Dec 2023 = 32.8% Dec 2024 = 31.7%

<< Inflation peaks

i
\
<

Qg? N N N B N B B

q, SV VS VN VR VR VR VY
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Future Partners Base: All respondents, approx. 4,000 completed surveys per wave



More than one-third of American travelers feel
that now is a good time to spend on travel.

Question:
Thinking only of your household's Yes - It is a very good time - 8.4%

finances, do you feel NOW is a good or 36-9%

bad time for you to spend money on Yes - It is a good time

28.5%

leisure travel?

It is neither a good time nor
bad time

35.7%

No - It is a bad time

18.5%

27.4%

No - It is a very bad time - 8.9%

Future Partners Base: All respondents, 4,053 completed surveys



This sentiment improved in the last month, reaching a
2-year high.

% Good time or Very good time

Dec 2022 = 21.9% Dec 2023 = 32.0% Dec 2024 = 36.9%

?
g.

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






Recessionary concerns have lessened. Now only
about 1-in-3 travelers expect and impending
recession.

Question:

Strongly agree - 10.9%
35.3%
| expect the United States will enter an

economic recession sometime in the NEXT Agree - 24.5%
SIX (6) MONTHS.
Disagree - 19.2%

Strongly disagree . 6.6%

Neutral (neither agree
nor disagree)

25.8%

Future Partners  The State of the American Traveler livestream , January 2025 Base: All respondents, 4,053 completed surveys



Concerns of an economic contraction are
historically low for post-pandemic period.

% Agree or Strongly agree

Statement: 80%
| expect the United States will enter an Dec 2022 = 56.5% Dec 2023 = 44.7% Dec 2024 = 35.3%

economic recession sometime in the NEXT 70%

SIX (6) MONTHS.
60%

50% \

40%

30%

20%
S REPN PN PN SN PN PN PN PN SN SN PN PN
R R AR R R AR R R A A R A\

TSP D TS S

(a]

T

Future Partners The State of the American Traveler livestream, January 2025 Base: All respondents, approx. 4,000 completed surveys per wave



A majority of American travelers intend to make leisure
travel a spending priority in the next three months.

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

Extremely high priority
High priority

Somewhat high priority

Neutral - neither high nor low
priority

Somewhat low priority
Low priority

Extremely low priority

Base: All respondents, 4,053 completed surveys



This metric has grown for two months and is above the
last two 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.

% Top 3 Box Score

Dec 2022 = 53.1% Dec 2023 = 51.9% Dec 2024 = 58.2%

{
l
;>
7

T VN MK VR, V. W % R O S N S S S S S o VR K A
S U I VI I R LI I U U LI I VI L VI LIS LI L I LI LA I LI L I LA L I LA L A LA L N 2
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Future Partners Base: All respondents, approx. 4,000 completed surveys per wave



Expected travel budgets were strong again this month.

$10,000 or more 22.5%

Question:
How much IN TOTAL is the

$5,000 - $9,999 22.0%

maximum you will spend on leisure $2,000 - $4,999 23.4%

travel (including airfare, $1.000 - $1.999 13.5%

accommodations and all other trip

$500 - $999 8.4%
related spending) during the NEXT - Mean = $5,898
12 MONTHS? $100 - $499 [N 7.1%
Under $100 [l 3.1%
0% 10% 20% 30%

Future Partners Base: All respondents, 4,053 completed surveys



Expected travel budgets continue to trend upward.

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):

37-Month Average = $4,380

4,887 $4,826

$ $4,750

R $4,548$4,506
4,345

o

1568

$3,787 $3.814; /43,7

$3,996

$3,506 Maximum Expected Annual
Travel Spending (Mean)

T T N S N Y. S S v T K R VRN
LI LA A VA VU I I VA VA UG U ) G S VR O VS VN U ) I VI L O | LA S A A I A VA LA LA U A A4
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S SN &L @'5\ S \0\\\ S & FF S S & @’ﬁ O P EEE S S & @'Zﬁ A S S
NI I o S AR O NS o RIS IR I S P I S o R S
NP \e S o SOA 0‘2’0 ¥ v S o %04 ng LS
13 3

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



The expected nhumber of trips Americans plan to take
has grown.

10 or more I S.2%

Question: 9 B 0.9%
IN TOTAL, how many leisure trips 8 MM 2.7% DEEALE S S
(of 50 miles or more from your 7 B 2.6% Dec 2023 = 3.5
home) do you expect to take 6 B 7.4% 2L T
in NEXT TWELVE (12) MONTHS? 5 N 0%

4 N 13.5%

3 I 16.6%

2 I 18.6%

1 N 11.8%
Zero M 4.4%
| don't know [ 4.3%

Future Partners The State of the American Traveler livestream , January 2025 Base: All respondents, 4,053 completed surveys



Travel expectations are also at record high levels.

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?

mmm Expected trips (mean for next 12 months) % 5 or more trips

38 3.9
3.6 3.6 3.6 3.6 36 37 3.7
3.2 i i -
3 o 323221 P = N B [ (] 0 ] [] - '
2.9 0g 2.8 29 g 3 0 . pu '
A A USRS LR LR N LI LR R S R I AR I AR R I I AR ARG I T b‘ b‘ A ov ¥ 0‘1} o‘“’v g
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Future Partners The State of the American Traveler livestream , January 2025 Base: All respondents, approx. 4,000 completed surveys per wave



Energized: Nearly 90% of American travelers register
high excitement levels for travel

S 101 am extremely excited |

Which best describes how excited you are 9 - 12.8%
about LEISURE TRAVEL in the NEXT TWELVE 3 _ 16.7% 88-6%
(12) MONTHS? (Please answer using the 11-

7 [ 10-0%

point scale below)

6 - 5.8%
5 [ 6.6%

4 3%
3 |12
2 | 0.6%
1 |os5%
O - I am not at all excited I 1.3%

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

Future Partners The State of the American Traveler livestream, December 2024 Base: All respondents, 4,053 completed surveys



Excitement for travel remains at record levels.

Question

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

6.4

6.3 6.3

=8.3

Dec 2024

Dec 2023 =7.9

7.6

Dec 2022

Mean Score on 11-point Scale
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Base: All respondents, approx. 4,000 completed surveys per wave

Future Partners



AAhAabbiaa

—_——




Day dreaming about travel is
a national pastime.

Day-dreamed about travel in the past week

(% of all American Travelers)
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40% \ﬁ = - AV
30%
20%
Q S G <8
\)Q@ @Q,\* Q}c\f\ va\ be* & D ¢3\’% éoe ,@‘QQ) éoe (50@
Q W >
N QQ‘JO e Q’& o OAQJ @00,
o <~ 9

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




1-in-10 researched travel
ideas offline

Researched offline in the past week

(% of all American Travelers)

30%
—2022 2023 2024

20%
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Online research is thriving
right now.

Researched about travel online in the past week

(% of all American Travelers)

50%
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| - Booking continues to be up
| significantly from this time
last year

Made travel reservations in the past week

(% of all American Travelers)

30%
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Current travel sentiment improved slightly
this month, and optimism remains solid as
we move into the new year.

« Travel budgets are strong
- Excitement to travel is at near record levels
« The expected number of future trips is growing

« Travel booking activity remains high

Future Partners The State of the American Traveler livestream , January 2025
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Year Inszights Explorer Filters

Origin Markets (2028 <) states ) (soutn Do )

Recent Visitors to South Dakota (Past 12 Months) [

Y li" Y
~ | Recent Visitors ~ |
AN o

Top Origin Metros 4 Origin Map 2

New York, NY-MNJ
Minneapolis-St. Paul, MN-WI
Los Angeles-Long Beach, CA

Dallas-Fort Worth, TX
Chicago, IL
Phoenix-Mesa, AZ
Atlanta, GA

Omaha, NE-1A

Sioux Falls, SD
Denver-Boulder, CO

0% 2% 4% 6% 8% 10% 12%

8.3%

Top Origin States K4

Minnesota New York California Texas Florida South Dakota lowa lllinois Arizona Ohio

Future Partners The State of the American Traveler Base: Recent Visitors to South Dakota (Past 12 Months), 2024 respondents. 1,513 completed surveys.



Insights Explorer Filters

Travel Behaviors (2o <)((suats ) (sounown 0

(A} - Recent Visitors ~
Traveler Segments Trips Taken in the Past Two Years 2
(Past 12 Months) (Average per Trip Type)
a Air Travelers Trzvzl=d by Commercial Airline E Total 11.3 trips
N 40
3.2
2.4
& Cruise Travelers Trzvslzd by Commercial Cruise Line 2 1.7
Leisure travel Visiting friends or Business travel Convention, conference

relatives or group meeting
? Sporting Event Travelers Traveled for 2 Sports Event K4

Paid Accommodations K4,

(Overnight Stay in the Past Two Years)
Event & Festival Travelers .i::ndzd 2 Festival or Special Event 2 Full-service or 3-4 star 55.3%

Luxury or b-star

19.7%

Family Travelers Paien: That Travels with School-Aged Children K Peer-to-peer lodging

19.2%

Future Partners The State of the American Traveler Base: Recent Visitors to South Dakota (Past 12 Months), 2024 respondents. 1,513 completed surveys.



Travel Sentiment 2

Recent Visitors to South Dakota (Past 12 Months)

&

.
“ 89.2%

Excited for Upcoming

Leisure Travel
(Next 12 Months)

Travel Expectations &4
(Past 12 Months vs Next 12 Months)

@ Expect to travel more 378%
© Expect to travel the same  48.4%
Expect to travel less 13.8%
Future Partners

20%

10%

10%

The State of the American Traveler

20.1%

New York

14.0%

Italy

Year Inszights Explorer Filters
( 2024 V] ( States & ) ( South Dakota & ]
| (CA] v | Recent Visitors ~ ~ \

Most Desired Domestic Destinations

Florida

California

Las Vegas

Most Desired International Destinations

13.6%

Canada

13.1%

France

Japan

Texas

Mexico

&

0% 70-0% i

Making Travel a

Financial Priority
(Next 12 Months)

Maximum Travel Spend (4
(Average Predicted Spend in the Next 12 Months)

$5,569

Maximum Spend for
Domestic Leisure Travel

Base: Recent Visitors to South Dakota (Past 12 Months), 2024 respondents. 1,513 completed surveys.



Destination Attributes - CDICE

uth Dakota

DIC

Destination vs. Competitive Set

Destination Attribute Ratings - South Dakota vs. Competitive Set

(Top 2 Box - % Rating Destination as "Good" or "Extremely good" for Delivering on each Attribute)

@ South Dakota
-9 Competitive Set

OMPETITIVE HEL

LA
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Future Partners The State of the American Traveler Plus

Base: South Dakota set, 2024 respondents. 1,005 completed surveys.



( 2024

v ) ( South Dakota VJ

(Al -

Scenic Beauty 2) (et

South Dakota, 2024

South Dakota Attribute Rating for: Scenic Beauty

States Ranked, 2024

(Top 3 Box - % Rating "Slightly Good" to "Extremely Good" for Each Destination: Scenic Beauty)

Extremely good

Good

Slightly good

Neutral

Slightly poor

Poor

Extremely poor

Future Partners

1.3%

20.3%

24.2%

14.0%

36.9%

58.5%

Base: South Dakota set, 2024 respondents.

The State of the American Traveler Plus

1,005 completed surveys.

Hawaii B28%
California TBTR
Florida TE.6%
Alzska T25%
Colorade T32%
Arizona 70.3%
North Carolina 69.9%
Maine 69.0%
Tennesses 58.9%
Mentana B7TT%
\firginia B71%
South Carolina 66.9%
Washington 65.8%
Mew Mexico B26%
‘erment 54.5%
Mevads G4.3%
Litzh ﬂﬁgsi"g:
Orepgon .
'II-'EEEas G2T%
Georgia G2.4%
Mew Hampshine 61.2%
West \irginia B0T%
Massachuseis 50.5%
Kenticky 59.0%
South Dakota 585%
Pennsylvania 58.5%
Louisiana BI5%
MNew

Rhede Island
Connecticut
ma 50
Maryland 5D,
Mizsizsippi 49 2%
Missouri 48
Arkansas 45 7%
lowa 424%
Delaware 43 3%
MNebraska 42 3%
Okdshoma 42.2%
Chio 42 7%
Ilinais: 21.3%
Mew Jerssy 40.8%
Kansas 40.2%
Indiana 5%

Average 58.2%

Base: Competitive set, 2024 respondents.
48,242 completed surveys.

Question: Please think about South Dakota as a place to visit for leisure. Given what you currently know about it,
please rate the destination for: Scenic Beauty



Safety

South Dakota, 2024

South Dakota Attribute Rating for: Safety

Extremely good 10.4%

Good

25.0% 47.5%

Slightly good 12.2%

MNeutral 46.6%

Slightly poor I 2.2%
Poor I 1.6%
Extremely poor I 2.0%

Base: South Dakota set, 2024 respondents.
1,005 completed surveys.

Future Partners The State of the American Traveler Plus

( 2024 v ) ( States v ) ( South Dakota VJ

(am) -

States Ranked, 2024

(Top 3 Box - % Rating "Slightly Good" to "Extremely Good" for Each Destination: Safety)

Hawaii 65.0%
Worth Carolina 39.47%
Florida 58.8%
Maine 5B8.2%
ermant 56.9%
South Carolina 5.5
Tennesses 53.9%
= =
i3S ;
Utah 52.6%
Anzona 521%
Montana 520%
\irginia 5150
New Hamﬁshire 51.4%
EELEY

lowa 4859%
Nevada 43.8%
Soputh Dakota AT.5%
Morth Dakota 4T5%
Wisconsin 474%
Georgia 46306
Massachuzstiz 46.7%
- Idaho :ﬂﬁﬁ
uc 5
Rhode Islag 455%
Minnesata 45.8%
Vilashington 458%
Pennsyhania 457%

Alabama 3% Average 46.3%

Base: Competitive set, 2024 respondents.
48,242 completed surveys.

Question: Please think about South Dakota as a place to visit for leisure. Given what you currently know about it,

please rate the destination for: Safety



Destination Deterrent Ratings (o) (mn ) (oot D

South Dakota, 2024

Deterrents for Traveling to South Dakota for Respondents Unlikely To Visit in the Next Two Years

Mot on my radar 47.2%

Prefer other destinations 40.0%
Don't know enough
Too far away
Weather

Politics

Been there, done that
Too expensive

Heard bad things

Mot safe

Over-tourism

Homelessness 0.5%

MNo deterrents 10.5%

0% 20% 40% 60%

Question: Which of the following accurately describe why you said you're unlikely to visit
South Dakota in the NEXT TWO (2) YEARS?

Future Partners The State of the American Traveler Plus Base: South Dakota set, 2024 respondents unlikely to visit in the next two years. 661 completed surveys.
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) Prediction #1

will remain a
of travelers
moving into the new year.

Future Partners The State of the American Traveler Livestream, January 2025



Inflationary pressure on travel costs

Statement:

Inflation will drive travel costs up
significantly.



As close to unanimity as we get, nearly 3-in-4
travelers expect significant travel cost increase in

2025.
Certain —100% chance - 15.2%
Extremely likely _ 21.6% 70-4%
Statement: Neither likely nor unlikely _ 21.2%

Inflation will drive travel costs up .
o Unlikely 7.1%
significantly.
Extremely unlikely I 0.8% 8-4%

Impossible - 0% chance | 0.5%

Future Partners The State of the American Traveler Livestream, January 2025



Budget-friendly destinations

Statement:

Budget-friendly destinations will become
move popular in 2025.



The high cost of travel weighs heavily on travelers’
minds, with most seeing budget-friendly travel

growing in 2025.
Certain - 100% chance - 13.8%

(o)
Extremely likely _ 21.2% 67-5 A)
Statement: Neither likely nor unlikely _ 24.5%

Budget-friendly destinations will become _ .
. Unlikely 5.8%
more popular in 2025.

Impossible — 0% chance 0.7%

Extremely unlikely I 1.5% 8-0%

Future Partners The State of the American Traveler Livestream, January 2025



The rise of dupes

Statement:

“Dupes” is a slang word for destinations that
are affordable alternatives to historically more
expensive places. In 2025, visiting dupes will
Srow n popularity.



More than half of travelers see dupes as growing in
popularity with travelers.

Certain —100% chance . 5.6% 56.7%

_ 59.3% in 2024
Extremely likely 18.8%
“Dupes” is a slang word for destinations o ,
. Neither likely nor unlikely 33.3%
that are affordable alternatives to

historically more expensive places.
Unlikely 5.0%

In 2025, visiting dupes will grow in

popularity. Extremely unlikely I 2.7% 1 0-0%

Impossible — 0% chance 2.3%

Future Partners The State of the American Traveler Livestream, January 2025



The increasing popularity of off-the-beaten-path destinations

Statement:

Undiscovered or off-the-beaten-path travel
destinations will grow in popularity due to the
crowding and high costs of popular
destinations.



Like last year, 2-in-3 travelers see the market
responding to high costs and crowding by moving to
off-the-beaten-path destinations.

Certain —100% chance

T 66.0%

64.5% in 2024

Extremely likely 20.6%

Likely 38.4%

Statement:

Neither likely nor unlikely 26.9%

Undiscovered or off-the-beaten-path

travel destinations will grow in popularity Unlikely
due to the crowding and high costs of

popular destinations. Extremely unlikely

B

7.2%

Impossible — 0% chance 1.0%

Future Partners The State of the American Traveler Livestream, January 2025



Buy Now, Pay Later in 2025

Statement:

I'll be using "Buy Now, Pay Later' payment
plans for some of my trips in 20205.



More than 1-in-5 American travelers expect to use
BNPL offers for travel in the coming year.

Statement: Certain - 100% chance 4.9%

6.4% 21 -2%

I’ll be using "Buy Now, Pay Later"
payment plans for some of my trips in
2025.

Extremely likely

Likely 9.8%

Neither likely nor unlikely 16.1%

Unlikely 12.1%

Extremely unlikely _ 23.3% 62.8%
Impossible - 0% chance _ 27.4%

Future Partners The State of the American Traveler Livestream, January 2025




Younger generations are the most likely to use BNPL
options, particularly Gen Z

Statement: I'll be using "Buy Now, Pay Later" payment plans for some of my trips in 2025.

% Certain or Likely to use Buy Now Pay Later Plans to Book/Pay for Travel in 2025

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

0%

21.2%

Total

45.0%

33.2%

Gen Z Millennial

Future Partners The State of the American Traveler Livestream, January 2025

21.2%
7.8%
Gen X Boomer or
older



Spending on luxury travel

Statement:

[ will spend more money on luxury travel
EXDEVIENCES.



Luxury travel experiences will matter to many
American travelers.

Certain —100% chance 6.5%

0.6% 36.1%

Extremely likely

Likely 20.0%

Neither likely nor unlikely 25.2%

Statement:

Unlikely 19.7%

11.9% 38.7%

| will spend more money on luxury travel

experiences.
Extremely unlikely

Impossible - 0% chance 71%

Future Partners The State of the American Traveler Livestream, January 2025



) Prediction #2

(Personal and Travel)

Future Partners The State of the American Traveler Livestream, January 2025



A stressed-out nation?

Statement:

My overall stress levels will rise significantly.



Nearly 40% of American travelers expect this year to
be one of rising personal stress levels.

Certain —100% chance 7.6%

Extremely likely

10.5% 39_6%

21.6%

Likely

Statement:

Neither likely nor unlikely 32.4%

My overall stress levels will rise

significantly. 18.7%

Unlikely

28.0%

3.0%

Extremely unlikely

Impossible — 0% chance

Future Partners The State of the American Traveler Livestream, January 2025



Travel frustrations continue

Statement:

Domestic travel will become generally more
frustrating (e.g., over-cvowding, air travel
brealedowns, poor customer service, etc.)



Many see domestic travel as an increasingly
frustrating experience.

Certain —100% chance 7.2%

55.2%

Extremely likely 15.6% 56.6% in 2024

Likely 32.4%

Statement:

Neither likely nor unlikely 31.5%

Domestic travel will become generally

more frustrating (e.g., over-crowding, air Unlikely
travel breakdowns, poor customer

service, etc.) Extremely unlikely

9.6%

13.4%

1.3%

Impossible — 0% chance

Future Partners The State of the American Traveler Livestream, January 2025



) Prediction #3

Concerns related to
will be of
significant but not growing
importance to travelers.

Future Partners The State of the American Traveler Livestream, January 2025



Mitigating environmental impact

Statement:

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



Four-in-ten travelers will be more proactive in reducing
the impact of their travels on the environment.

Certain —100% chance 4.7%

39.0%

43.1% in 2024
39.3% in 2023

23.3%

Extremely likely 11.1%

Likely

Neither likely nor unlikely 43.1%

Statement:

I'll be more proactive in reducing the Unlikely 9.1%

impact of my travel on the environment.

17.9%

3.8%

Extremely unlikely

Impossible — 0% chance

Future Partners The State of the American Traveler Livestream, January 2025



Cooler places to travel

Statement:

With higher temperatures each year, travelers
will try o seek out cooler places.



45% of American travelers predict that increasingly

warmer climates will drive travelers to seek cooler
destinations for their trips

Statement:

Certain —100% chance 4.5%

44.9%
With higher temperatures each e
year, travelers will try to seek out Extremely likely - 12.2%

cooler places.
Neither likely nor unlikely _ 35.4%
Unlikely - 13.7%

Extremely unlikely l 4.0% 1 9-7%

Impossible — 0% chance I 1.9%

Future Partners The State of the American Traveler Livestream, January 2025



) Prediction #4

will play
a growing role in the
evolution of travel planning.



Artificial Intelligence as a travel planning tool

Statement:

Using Artificial Intelligence (Al) tools (like
ChatGP1T and Gemini) to plan travel will
become much more popular.



Robots will soon be planning our trips? Maybe not,
but travelers see Al as growing in importance to the
travel planning landscape.

Certain —100% chance 8.8%

61.7%

58.7% in 2024

Extremely likely

Likely

Statement:
Neither likely nor unlikely

Using Artificial Intelligence (Al) tools (like
ChatGPT and Gemini) to plan travel will Unlikely
become much more popular.

Extremely unlikely

15.1%

Impossible — 0% chance

Future Partners The State of the American Traveler Livestream, January 2025



However, adoption of Al tools for travel planning has
not yet gained significant ground.

Question: In the past 12 months, have you used any Artificial Intelligence (Al) tools specifically
to help you plan (or prepare for) your trips?

%Yes (Used Al tools to plan trips in the past 12 months)
Historical data

20% 2023 2024
18% 17.0%
16% 15.8% 15.1% 14.9%
14% 13.1% 13.4% -
12% 1.1% 10.7% 11.0% 11.3%
10%

8%

6%

4%

2%

0%

October 2023 November 2023 December 2023 February 2024  March 2024 April 2024 May 2024 June 2024  November 2024 December 2024

Future Partners The State of the American Traveler, January 2025



Communication breakdowns. A thing of the past?

Statement:

Apps for translating languages will be used
move when traveling abroad.



Translation apps for international travel are
anticipated to see heavy use in the coming year.

Certain —100% chance - 16.0%
Extremely likely _ 26.1% 72 i 8%
Statement: Neither likely nor unlikely _ 22.8%

Apps for translating languages will be Unlikely I
used more when traveling abroad.

2.2%

Impossible — 0% chance 0.7%

Extremely unlikely I 1.6% 4.4%

Future Partners The State of the American Traveler Livestream, January 2025



Smart phone addiction disorder (SPAD)

Statement:

I will malee an effort to reduce my
smartohone use.



Over 28% of American travelers will try and reduce
their smart phone usage.

Certain —100% chance 4.1%

Extremely likely

s 28.3%

16.6%

Likely

Statement: Neither likely nor unlikely 32.5%

| will make an effort to reduce my
smartphone use.

Unlikely 22.5%

Extremely unlikely

10.5% 39_3%

Impossible - 0% chance 6.3%

Future Partners The State of the American Traveler Livestream, January 2025



Mainstream Media Blues

Statement:

The relevancy of traditional media sources
(lilee ABC, Fox News, NBC, Wall Street

Journal) will decline.



By a 2-to-1 ratio, travelers feel traditional media
sources will wane in relevancy.

Certain —100% chance 8.2%

Extremely likely

43.9%

Likely 22.5%

Statement: Neither likely nor unlikely 35.8%
The relevancy of traditional media Unlikely 12.6%

sources (like ABC, Fox News, NBC, Wall

Street Journal) will decline. Extremely unlikely . 5 6% 20-3%

Impossible — 0% chance 2.2%

Future Partners The State of the American Traveler Livestream, January 2025



) Prediction #5

Modern employment and
work options will



Will flexible employment options will drive more travel?

Statement:

Flexible work options, like remote or hybrid
employment, wWill inspirve people lilee me to
talee more leisure trips.



More than half of American travelers see workplace
flexibility as a catalyst for more travel.

Certain —100% chance - 71%
Ext ly likel 49 (o)
xtremely likely - 14.4% 52.1 A)
Neither likely nor unlikel 32.8%
Statement: ' ' _ °

Flexible work options, like remote or Unlikely - 8.8%
hybrid employment, will inspire people
like me to take more leisure trips. Extremely unli l q
y unlikely 3.8% 1 5 10/
o (o]

Impossible — 0% chance I 2.6%

Future Partners The State of the American Traveler Livestream, January 2025



) Prediction #6

2025 will be

Future Partners The State of the American Traveler Livestream, January 2025



Stepping outside our comfort zones

Statement:

I will use travel as an opportunity to
step outside my comfort zone.



A significant number of Americans will use travel as
a way to step outside their comfort zone this year.

Certain —100% chance - 8.4%
Extremely likel 19 o
o [l 58.0%
Statement: Neither likely nor unlikely _ 28.4%

| will use travel as an opportunity to step

outside my comfort zone. Unlikely 9.4%

Extremely unlikely

2% 13.6%

Impossible — 0% chance 1.7%

Future Partners The State of the American Traveler Livestream, January 2025



Dream trips on the rise

Statement:

I'll talke a dream trip to somewhere
exciting in 2020.



A growing number of travelers see it as likely that
they’ll take a dream trip to somewhere exciting in the

next year.
Certain - 100% ch 13.8%
e R sao%
Extremely likely 16.0% 47.8% in 2024
Likely
Statement:

Neither likely nor unlikely

I'll take a dream trip to somewhere

exciting in 2025 Unlikely

21.0%

Extremely unlikely

Impossible — 0% chance

Future Partners The State of the American Traveler Livestream, January 2025



2025 is looking good!

Statement:

2025 will be a great year for me.



Americans are highly optimistic about 2025.

Statement: Certain —100% chance
2025 will be a great year for me.

21.0% 69.7%

64.9% in 2024

Extremely likely 22.3%

Likely 26.4%

Neither likely nor unlikely 23.0%

Unlikely 4.5%

Extremely unlikely 2.1% 7-3%

0.7%

Impossible — 0% chance

Future Partners The State of the American Traveler Livestream, January 2025
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American Travelers Likely Predictions for 2025
Top 3-Box Score (Likely, Extremely likely or Certain - 100 % chance)

Apps for translating languages will be used more traveling abroad 72.8%

Inflation will drive travel costs up significantly 70.4%

2025 will be a great year for me 69.7%

Budget-friendly destinations will become more popular in 2025 67.5%

Undiscovered/off-the-beaten-path travel destinations will grow in popularity 66.0%

Using Al tools to plan travel will become much more popular 61.7%

| will use travel to step outside my comfort zone 58.0%

In 2025, visiting dupes will grow in popularity 56.7%

Domestic travel will become generally more frustrating 55.2%

I'll take a dream trip to somewhere exciting in 2025 54.9%

Flexible work options will inspire people like me to take more trips 52.1%

Travelers will try to seek out cooler places 44.9%

The relevancy of traditional media sources will decline 43.9%

39.6%

My overall stress levels will rise significantly

39.0%

I'll be more proactive in reducing the impact of my travel on the environment

| will spend more on luxury travel experiences 36.1%

I will make an effort to reduce my smartphone use 28.3%

I’ll be using "Buy Now, Pay Later" payment plans for some of my trips in 2025 21.2%

0.

o

% 25.0% 50.0% 75.0% 100.0%

Some statements are shortened here to fit into chart. Future Partners
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Thank You!

@ instagram.com/futurepartners.tourism/ 'I-I

r’ﬁ, |-.
.. II

q Info@futurepartners.com _q'l-

In Linkedin.com/company/futurepartners Livestream Calendar

Dawd Relchbach

Vice President of Development
dreichbach@futurepartners.com
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