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American Travel Sentirynt Study

WAVE 90 : Local Businesses & First Look at Holiday Travel
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American Travel Sentiment Study

Fielded October 9th, £4
U.S. National Sample of 1,000 Adults 18+




IMPACT ON TRAVEL PLANS

Travelers with Travel Plans in the Next Six Months Comparison
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IMPACT ON TRAVEL PLANS

Indicated that Concerns About Personal Financial Situation Would Greatly Impact
their Decision to Travel in the Next Six Months
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IMPACT ON TRAVEL PLANS

Indicated that Transportation Costs Would Greatly Impact their Decision to Travel

in the Next Six Months
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IMPACT ON TRAVEL PLANS

Impact of Gas Prices on Decisions to Travel in Next Six Months

15%

0% 50% 100%

Noimpactatall 1 m2 ™3 ®4 M Greatlyimpact 5

U.S. Travel Sentiment Tracker: Wave90 o T S INTERNATIONAL | rarmeemse



IMPACT ON TRAVEL PLANS

Indicated that Gas Prices Would Greatly Impact their Decision to Travel in the Next
Six Months
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IMPACT ON TRAVEL PLANS

Impact of Inflation on Decisions to Travel in Next Six Months
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IMPACT ON TRAVEL PLANS

Indicated that Inflation Would Greatly Impact their Decision to Travel in the Next
Six Months
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IMPACT ON TRAVEL PLANS

Impact of Airfare Prices on Decisions to Travel in Next Six Months
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IMPACT ON TRAVEL PLANS

Indicated that Airfare Prices Would Greatly Impact their Decision to Travel in the

Next Six Months
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IMPACT ON TRAVEL PLANS

What are the most appealing reasons for visiting small, locally owned businesses
while on vacation (e.g., local restaurants, shops, activities)?

Buying from and supporting small, locally owned businesses 66%

66%

Browsing and/or buying local products

Enjoying the unique environment or experience of a local business 62%
Learning more about locally made products 45%
Meeting and talking to local business owners _ 32%
Supporting women and/or minority owned businesses _ 31%
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IMPACT ON TRAVEL PLANS 1

What are the most appealing reasons for visiting small, locally owned businesses

while on vacation (e.g., local restaurants, shops, activities)?
I 6 69%

Buying from and supporting small, locally owned businesses

Browsing and/or buying local products

Enjoying the unique environment or experience of a local business

Learning more about locally made products

Meeting and talking to local business owners

Supporting women and/or minority owned businesses
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IMPACT ON TRAVEL PLANS

Where do you typically find information about small, locally owned businesses
when planning or on your vacation (e.g., local restaurants, shops, activities)?

53%

Online search (e.g., Google, Bing)

Advice from friends, family and/or other visitors 48%

Tips and suggestions from locals 45%

Official website for the destination 31%

Online maps (e.g., Google, Apple) 31%

Visitor Information Center 29%

Advertising or signage identifying small, locally owned businesses 28%

27%

Online business listings (e.g., Google, TripAdvisor)

Official printed visitor guide for the destination 16%

Other printed materials (e.g., brochures) 12%
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IMPACT ON TRAVEL PLANS 1

Where do you typically find information about small, locally owned businesses

when planning or on your vacation (e.g., local restaurants, shops, activities)?
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IMPACT ON TRAVEL PLANS

Compared to last year, how often do you plan to travel this holiday season?

More travel 19%

About the same amount of travel 64%

Less travel 18%
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IMPACT ON TRAVEL PLANS

Compared to last year, how often do you plan to travel this holiday season?

19%

More travel
23%

64%

About the same amount of travel

58%
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IMPACT ON TRAVEL PLANS

Compared to last year, how much do you plan to spend on travel this holiday
season?

More spending 23%

About the same amount of spending 55%

29% 0 Do not have
0 9 A) holiday travel

plans

Less spending
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IMPACT ON TRAVEL PLANS l

Compared to last year, how much do you plan to spend on travel this holiday
season?

23%

More spending

28%

55%

About the same amount of spending
49%

22%
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IMPACT ON TRAVEL PLANS

When thinking of travel this holiday season, what travel plans do you have that
involve traveling with others?

Traveling with my spouse/significant other 49%

46%

Traveling with my immediate family/children

Traveling with extended family 19%
Traveling with close friends 18%
| plan on only traveling by myself 15%
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IMPACT ON TRAVEL PLANS

When thinking of travel this holiday season, what travel plans do you have that
involve traveling with others?
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IMPACT ON TRAVEL PLANS

Thinking about your travel plans for the holiday season which of the following
activities are you planning to participate in during your trip:

Visit friends/relatives _ 61%
Go shopping |, 57
see holiday lights ||| | | NG ;5%

Visit a national park, state park, or monument _ 27%

Attend a festival/fair _ 27%
Visit a museum, art gallery, or other arts/cultural institution _ 26%
Go to a winery, brewery, or distillery _ 21%
Attend a live performance (theater, concert, etc.) _ 19%
Attend a sporting event _ 17%

Participate in winter sports (ice skating, skiing, snowboarding, etc.) _ 11%
Participate in a race (run, bike, etc.) - 6%
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IMPACT ON TRAVEL PLANS

Thinking about your travel plans for the holiday season which of the following
activities are you planning to participate in during your trip:
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Additional Resources

Longwoods International Research

Miles Partnership Research and Insights
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http://www.longwoods-intl.com/travel-sentiment
http://www.milespartnership.com/How-We-Think
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