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Success in the destination brand space 
doesn’t happen overnight.

• VHB Brand Refresh

• VHB Website Relaunch

• HB Collection Launch



COVID Pandemic

• Research & Insights
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COVID Pandemic

• Research & Insights

• Reinforced the Surf City USA® Brand

• Targeted “Block & Tackle” Marketing 
Campaigns

• Increased Familiarization Tours

• Special Events
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• Dedicated TBID resources through 2028

• A bold new strategic plan in 2026

• Pre-LA28 collaborations with HB 
and OC partners as we prepare to 
welcome the world

• New collaborations with existing and new 
special events during shoulder season













New Advertising Agency Partner



New Advertising Agency Partner
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Cindy Decker| Senior Client Relationships & Insights, Tourism Economics | 
cdecker@oxfordeconomics.com

Drivers and
Roadblocks for Travel
Where do we go from here?



State of the Economy



228K

Source: Oxford Economics/Bureau of Labor Statistics

Jobs growth rose in April, even after downward revisions



Unemployment remains at 4.2%

Layoffs are low…

But those seeking work are finding it 

harder to secure jobs.



Federal employment declined again, more weakness to come

The federal hiring freeze and federal 

layoffs will result in a net decline of 

200,000 federal workers this year.



But……

Source: Oxford Economics/Bureau of Labor Statistics

Inflation fell to 2.4% in March





30% - currently

37% - if paused tariffs return

Source: Oxford Economics

30% - currently 
(likely to fall slightly with some 
decoupling from China, and new deals)

Trade-weighted tariff rate highest in since 1880s



Source: Oxford Economics

Tariffs pose risk to inflation and supply chains

US core inflation to rise to 4.5%

Building factories here has pros and 

cons:

• Shield us from tariffs but will take 

years to build.

• Add jobs but US production has 

higher input costs than other 
countries, meaning higher prices.

• Be made in America but requires 

significant tech advancements



Source: Oxford Economics

Some goods will experience large price hikes



Source: Oxford Economics/University of Michigan

Inflation expectations have skyrocketed



The drop in sentiment due to 

the turbulence in the stock 

market, fear over economy, 

impact on jobs, and tariffs.

Consumers likely to frontload 

or delay purchases, resulting 

in a period of weakness into H2.

Consumer more downbeat



US Real GDP
$ annualized

Source: Oxford Economics

2.9%
2.8%

1.2%

1.6%

2.6%

2023 2024 2025 2026 2027

Economic growth will slow markedly in 2025

The economy is vulnerable and has little 

margin for error. 

Un-pausing reciprocal tariffs will plunge the 

US into a recession.

Unemployment rises to 4.8% this year

The economy will improve next year, 

supported by tax cuts/extensions and the 
fading effects of tariffs on inflation and real 

disposable income. 



Leisure
Travel



Air travel is holding up
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Source: Oxford Economics/Bureau of Labor Statistics

Mar: 2.4% Inflation

Higher inflation will weigh on 

real disposable incomes

Income growth will sustain some spending growth



5.5%

$164T

Balance sheets strong



Intended leisure trips dipped in March



• 4% drop in travel intentions over the next 12 months compared to mid-February study

• In the next six to 12 months, 80% of U.S. consumers say their travel behavior will change as a result of 

the recent financial news. 

• 33% say they will travel closer to home 

• 24% say they will change to a less expensive mode of transportation

• 22% say they will change their length of stay

• 29% say they will change from an international destination to a domestic destination

• Over half (53%) of U.S. consumers believe that American travelers will be less welcome in other 
countries as a result of the recent tariff policy decisions.

MMGY Flash survey fielded April 3–5
https://mmgyintel.com/u-s-travelers-undeterred-by-tariffs-and-recession-talk/

MMGY’s recent survey reveals weakening environment



Business and Group
Travel



Light gray bars = avg of 

respondents

Business travel intentions strong



Source: Oxford Economics/NFIB

Business uncertainty poses a major risk



Capital spending and hiring by firms is 

held back by trade policy uncertainty, 

higher interest rates, and higher 

prices.

Tariffs are particularly harmful for small 

businesses as they attempt to manage 

their cashflow.

Budget cuts likely to curtail 
government employee travel.

Source: Oxford Economics

Weaker corporate investment will impact business travel



International



Strained relationships over policies and proclamations:
• Trade war and rhetoric

Fear Factor:
• Deportations, detainments and associated travel warnings

(+ Potential expanded travel ban in the wings)

Visitor sentiment toward the US is falling



CBP data show a steep slide



Source: National Travel and Tourism Office

Effects are already evident



Source: Statistics Canada

Particularly in Canada
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“We've already started the 
process of reducing 
capacity with a big drop in 
Canadian traffic into the 
US.”

United Airlines earnings call 
(March 11, 2025, edited for 
brevity)

Forward bookings point to steeper declines



Further strengthening in US dollar reduces affordability 

The current forecast anticipates a 

US dollar that is 6% stronger than 

in the pre-election forecast. 

The dollar is now approximately 
22% stronger than its recent 

historical average (2010 to 2024). 

Making the US a more expensive 

destination.

Forecast comparison: US dollar
Exchange rate index (historical average=100)

Note: The exchange rate index shows the value of the domestic currency relative to a trade-weighted basket of foreign currencies. The 

index is calculated on a real basis, adjusting for differentials in price inflation between countries. Periods in which the index is above its 

historical average (2010 to 2024) represent periods in which the domestic currency is relatively stronger than it has been historically.

Source: Oxford Economics, Haver Analytics
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Canada's exchange rate (inverted) vs arrivals to US
Year-over-year growth

Source: Oxford Economics/Haver Analytics, NTTO, Tourism Economics
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…which alone will constrain the Canadian market



-20%

-9%
-8%

-7%
-6%

-3%

-1%

1%

-25%

-20%

-15%

-10%

-5%

0%

5%

Canada Total Mexico W. Europe LATAM Caribbean Other APAC

US inbound arrivals growth by key source region, 2025
% y-y growth

Losses are expected to be widespread
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US inbound arrivals
Visits, mns

Recovery delayed to 
2029Source: Tourism Economics

In December, we forecasted 

inbound arrivals would recover 

by 2026.

Our latest estimate suggests 
this will occur in 2029.

US inbound arrivals recovery delayed to 2029



Final thoughts



Drivers and Roadblocks

Domestic Business

+ Tax cut extensions

- Tariff effects 

- Immigration restrictions

Domestic Leisure

+ Real income growth

+ Solid balance sheets

+ Tax cut extensions

- Tariff effects on prices

- Tariff effects on income

- Economic policy uncertainty

- Softening labor market

International

+ Pent up demand 

+ Upcoming events

- Dollar strength

- Travel sentiment  



Final thoughts

Huntington Beach



Air Travel to SNA is still strong, but slowing

Source: TSA



CBP data show a steep slide for LAX



Source: STR, Inc

Hotel Demand trends are leveling, while rates hold



Competitive markets trending similarly this quarter

Huntington 

Beach, CA

Dana Point, 

CA

Laguna Beach, 

CA

Monterey, 

CA

Newport Beach, 

CA

Santa Monica, 

CA

Oct-24 -3.2% 8.6% -12.7% 2.7% 2.3% 1.4%

Nov-24 -1.1% 6.9% -14.4% 1.6% 1.0% 2.2%

Dec-24 -5.6% -0.2% -14.1% 3.3% -1.2% 1.5%

Jan-25 9.5% -1.3% 6.3% 20.5% 12.4% -5.9%

Feb-25 -1.1% 4.8% 2.3% 3.3% 7.0% 4.0%

Mar-25 -2.8% -2.2% -1.8% 1.9% 5.5% -4.4%

Year-over-Year % Change in Demand



While holding more rate

Huntington 

Beach, CA

Dana Point, 

CA

Laguna Beach, 

CA

Monterey, 

CA

Newport Beach, 

CA

Santa Monica, 

CA

Oct-24 6.0% -0.9% 7.1% -3.9% 4.4% -4.4%

Nov-24 -10.7% -1.1% 3.2% 3.8% 0.5% -6.1%

Dec-24 -7.4% 0.6% 7.9% 2.5% 3.3% -0.2%

Jan-25 -1.2% 8.5% 35.8% 5.1% 12.4% 4.7%

Feb-25 4.0% 2.1% 9.7% -2.8% 2.1% 2.0%

Mar-25 -4.8% -10.8% -4.6% 0.0% -0.6% 0.4%

Year-over-Year % Change in ADR



Select Service Properties affecting market ADR

Source: STR, Inc
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Lodging Trends still increasing in STR

Source: STR, Inc & KeyData



Aggregated lodging demand is down

Source: STR, Inc & KeyData

Hotel Demand YTD 
March +1.4% vs 
2024

Short Term lodging 
YTD March -29.6% 
vs 2024



Hotels make up over 80% of the lodging revenues

Source: STR, Inc & KeyData

Aggregated Revenues
+0.2% vs 2024

$31.0M



The best thing about travel?

Travel is resilient!









Senior Client Partner, 
Destinations
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2025 
Huntington Beach Tourism 

Summit 
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2025

The New Generation of Travelers
Unlocking Insights of Gen Z & Millennials



A new 
generation 
of travelers 
has entered 
the chat.

*Ages as of 2024

103



These generations are 
influential, powerful, and key to 
growing your brand. 

Source: FinTech Global

By 2030…

Gen Z and Millennials 
are projected to 
represent

48%
of global spend

104



Together they:

With increasing amounts of spending 
power, it’s crucial to understand Gen Z 
and Millennial preferences, behaviors, 
& motivations. 

Utilizing these insights, Tripadvisor can 
help tailor your marketing strategy to 
make more of an impact.

are early adopters

prioritize brand authenticity

drive consumer trends

105



~150M
Tripadvisor Millennial and Gen Z 
users guided per month

61%
of Tripadvisor users are 
Gen Z or Millennials 

38% Millennials

23% Gen Z

Source: GWI, Q3 2024; Similarweb, Q3 2024
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Why trust Tripadvisor? 
These users make up more than half of our audience.
 



Always sharing 
their experiences

Prioritize their 
health & wellness

Value cultural 
immersion 

Environmentally 
conscious

Love to plan aheadExcited about new 
experiences

Social media 
means more

Leveraging Tripadvisor’s proprietary research, 
here’s what we know about them.

Receptive & ready 
to try new things

107



more open to trying new products 
and receptive to brands.

109

Source: GWI, Q2 2024
*than the average Gen Z and Millennial internet user

51% more likely* to 
buy brands they 
see advertised

and they do their 
research before they buy
60% research a product online before 
buying, 21% more likely* than the average.

38% more likely* 
to be the first to 
try new things

Tripadvisor Gen Z & Millennial travelers are…



more likely to use social 
media to fuel their 
wanderlust. 

Source: Travel Through Life 2024; GWI, Q2 2024; Tripadvisor Winter Travel Beats Report 10/2024, 
N=4,850; AU, FR, JP, SG, UK, US 
*than the average Gen Z and Millennial internet user

Our audience is even more social-focused than the 
average. They are 32% more likely* to follow content 
creators or other experts on social media.

to go to social 
media for travel 
guidance (200%)

to turn to social 
media content 
creators (233%)

for their destination 
choice to be influenced 
by social media (145%)

Tripadvisor Gen Z & Millennial travelers are…

In general, Gen Z & Millennials are 
more likely than Boomers & Gen X…
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even more open and excited 
about new experiences.

33% 

29% 

more likely to consider themselves 

open minded 20% 

Source: GWI, Q2 2024
*than the average Gen Z and Millennial internet user

more likely to be interested in other 
cultures/countries

more likely to explore the world 

Tripadvisor Gen Z & Millennial travelers are…
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more likely than other 
generations to plan ahead. 

more likely to have booked or plan to book any 

on-trip activities in advance* 

They are twice as likely to book or plan to book 

restaurant reservations in advance of their trip*

Source: Tripadvisor Winter Travel Beats Report 10/2024, N=4,850; AU, FR, JP, SG, UK, US
*than the older generations

60%

Tripadvisor Gen Z & Millennial travelers are…
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more likely to make 
purchases in preparation of 
their travel.
Thinking ahead to their travel plans over the next year, 

they are more likely to purchase across all categories 

than older generations (Boomers & Gen X), most 

notably…

Source: Tripadvisor Winter Travel Beats Report 10/2024, N=4,850; AU, FR, JP, SG, UK, US

83%

72%

105%

70%

67%

Sports equipment

Electronics 

Luggage

Makeup

Entertainment

Tripadvisor Gen Z & Millennial travelers are…
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more socially & 
environmentally 
conscious than the 
average.

largely driving trends toward 
socially conscious and 
experience-based 
consumption. Unlike prior 
generations, both groups 
favor high-quality, eco-
friendly products and are 
willing to spend more on 
brands with ethical practices, 
such as sustainable fashion or 
fair labor sourcing

Source: GWI, Q2 2024, Global; compared to the average gen z and millennial internet user

111 INDEX
Want brands to be eco-
friendly

117 INDEX
Want brands to be 
socially responsible

132 INDEX
Want brands to support 
local suppliers

183 INDEX
Buy products/services to 
access the community 
built around them

Tripadvisor Gen Z & Millennial travelers are…
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Say that they would love to partake 
in a day in the life of locals in the 
destination they are visiting

put more value on 
experiences & seek 
cultural immersion.

Source: GWI 2024, Global; Thrillest, Hopper Media Center

79%84%
Prefer off-the-beaten-path 
destinations

They are more inclined to spend on experiences over 

products compared to their generational peers. They 

actively seek unique, meaningful travel adventures that 

allow them to immerse themselves and live like a local.

Tripadvisor Gen Z & Millennial travelers…
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more likely to prioritize 
personal wellness.

With self-care in mind, 61% of Gen Z and 
Millennial travelers prioritize making travel 
plans that focus on personal wellness.

50% more likely* to 
enjoy spa/retreat 
centric vacations

26% more likely* to be 
interested in personal 
healthcare 

Source: Travel Perk; GWI, Q2 2024 
*than the average Gen Z and Millennial internet user

Tripadvisor Gen Z & Millennial travelers are…
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more likely to share their 
experiences. 

Source: GWI Q2 2024, Global
*than the average Gen Z and Millennial internet user

24% 

38% 

more likely* to have written a review of a 

product/service online in the last week72% 
more likely* to cite sharing their opinion as an 

important reason for using the internet

more likely* to tell friends and family about new 

products

Tripadvisor Gen Z & Millennial travelers are…

117
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When targeting the 
Gen Z & Millennial travelers 

specifically, here are some things 
to keep in mind… 
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They travel more than 
other generations 

Source: Travel Through Life 2024

Expects to take more trips this year than last year 

35%

Slightly more or many 
more trips over the next 

12 months

Gen Z

Millennials

30%

20%
19%

Boomers

Gen X

Gen Z are 77% more 
likely than Boomers 
and Gen X

Millennials are 50% 
more likely than 
Boomers and Gen X
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They prefer beaches 
and urban destinations

Ideal vacation spots for Gen Z and Millennials in the next year

Urban 
metropolises

Mountain 
ranges

Rural 
countrysides

64%

Cultural 
heritage 

sites

Coastal 
beaches

Gen Z Millennials65%

48%

42%
35% 35%

33%

36% 35%
34%

Lakefronts

32%

35%

Protected 
natural areas 

(national 
parks, etc.)

33%

36%

Desert 
terrains

12% 12%

Source: Travel Through Life 2024
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Gen Z and Millennials 
prefer hotels over other 
accommodations

Where will you stay on your 
trips in the next year?

Vacation 
rental

With a friend 
or family

Bed & 
breakfast

78%

CampsiteHotel

Gen Z Millennials
75%

41%
39%

33%
28%

20% 22%
16% 17%

Source: Travel Through Life 2024



It’s all about the visuals. Activities are top of mind. More likely to book or 
plan to book in advance.

Immerse themselves in 
culture and splurge on 
experiences.

Unafraid to inspire FOMO.

Dreaming

61% 
agree that a top motivation 
for traveling in 2023 was to 
visit a destination because 
it looks great in photos/ 
videos - 25% more than 
older generations.

How these generations differentiate 
themselves across the travel journey

Planning Booking SharingExperiencing

~50%
of Gen Z and Millennials 
are planning 3-5 activities 
for their next trip.

60%
more likely to book on-trip 
activities in advance of their 
trip (67% vs 42% older age 
groups)

Twice as likely to book 
restaurants in advance of 
their trip (50% vs 25% older 
age groups)

94%
more likely to splurge on in-
destination paid activities.

69% more likely than older 
generations to splurge on 
events & 79% would love to 
partake in a day in the life of 
locals.

79% 

say they love to post digital 
content about their travels 
on social media. 

165% more likely to always 
or often share their travel 
experiences on social 
media compared to older 
generations.

Pre-trip

On-trip / Post trip

Source: American Express 2023 Global Travel Trends; Travel Through Life, 2024; Tripadvisor Winter Travel Beats Report 10/2024, N=4,850; AU, FR, JP, SG, UK, US 



123

These generations 
are redefining the 
travel landscape.

Focused on authenticity, 
sustainability, and personalization in 
their experiences, Gen Z and 
Millennials are influencing and 
reshaping how the industry markets 
destinations, products, & services.



124

Tripadvisor’s Gen Z & 
Millennial audience 
amplifies these 
consumer-centric 
behaviors, making our 
platform the perfect 
place to connect 
with them. 



Thanks.

Thanks!
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Head Coach, U.S. Men’s 
National Volleyball Team

























Vice President of 
Administration & 
Community Engagement, 
Visit Huntington Beach

IOM, CTA



The Surf City USA® Industry Leader 
Award recognizes a leader at a 
visitor-serving business who has 
made a meaningful impact on the 
Huntington Beach visitor industry. 



• Hayley Barg, Culture & Engagement Manager at 
The Waterfront Beach Resort

• Victoria Davis, General Manager at HB Limo Services

• Matthew Shipp, Assistant Director of Food & 
Beverage at the Hyatt Regency Huntington Beach 
Resort & Spa



Hayley Barg 
Culture & Engagement Manager at 

The Waterfront Beach Resort





VHB is an effective leader representing the 

combined visitor industry and community 

partnership in the brand development, 

marketing and sales of the Surf City USA® 

experience.



A welcoming, beach-infused community that 

inspires the stoke of optimism in every 

resident and visitor.



Please join us outside to 
enjoy a coastal reception!
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