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American Travel Sentiment Study

Fielded NOVEMBER 7,&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

16%

0% 50% 100%

Noimpactatall 1 m2 m3 ®m4 B Greatlyimpact 5

U.S. Travel Sentiment Tracker: Wave 91 o T S NTeRNATioNAL | easraesse



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

Upcoming Holiday Travel Plans*

Travel by car for Thanksgiving _ 39%
Travel by car for
. . Christmas/Hanukkah/Kwanzaa
57% Travel by car for New Year’s Eve - 16%
will travel by car
Travel by plane for Thanksgiving - 14%
T
. ravel by plane for - 14%
Christmas/Hanukkah/Kwanzaa
Travel by plane for New Year’s Eve . 6%
30% ./
. Travel by car for other holiday I 3%
are not planning to take a 28% celebrations 6
trip this holiday season will travel by plane Travel by plane for other holiday I 29
celebrations ?
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IMPACT ON TRAVEL PLANS

Impact of Inflation on Travel Plans

I’'m reducing the amount | spend on food and beverage 30%

I’'m reducing the amount | spend on entertainment and recreation 29%

28%

I’m reducing the number of trips I’'m taking

I’'m choosing destinations closer to home 27%

I’'m reducing the amount | spend on retail purchases 24%

I’m choosing to drive instead of fly 19%

I’m reducing the amount | spend on lodging 18%

| am choosing not to travel at all 9%

I’m canceling trips
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Inflation is not impacting my travel plans 22%
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IMPACT ON TRAVEL PLANS

Impact of Inflation on Travel Plans
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IMPACT ON TRAVEL PLANS

How will the outcome of the 2024 presidential election influence your leisure
travel plans in the coming year?

| will travel more domestically
| will travel less domestically

| will travel more internationally

| will travel less internationally

The presidential election will not influence my travel decisions 69%
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IMPACT ON TRAVEL PLANS

How will the outcome of the 2024 presidential election influence your leisure
travel plans in the coming year?
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| will travel less internationally

The presidential election will not influence my travel decisions
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IMPACT ON TRAVEL PLANS

In the upcoming year, will you change your travel plans to a U.S. destination due to
legislation, policies, or political affiliations?

Change destination to avoid a specific city or state

Postpone a trip to a later date

Shorten the duration of the trip

Alter the itinerary to avoid certain areas

Switch accommodations (e.g., staying in a different city or town)
Cancel a trip

| will not travel to a U.S. destination in the coming year

| will not change my travel plans due to a state/city's political affiliations
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IMPACT ON TRAVEL PLANS

In the upcoming year, will you change your travel plans to a U.S. destination due to
legislation, policies, or political affiliations?

Change destination to avoid a specific city or state —_10%
Postpone a trip to a later date I 1%
Shorten the duration of the trip IEEEEE——— . 14%
Alter the itinerary to avoid certain areas I 3%
Switch accommodations (e.g., staying in a different city or town) HEEE— ) 11%
Cancel a trip EEE 4%

| will not travel to a U.S. destination in the coming year

. o . . Iy 60%
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IMPACT ON TRAVEL PLANS ‘1

Thinking ahead, within the next 4 years do you expect you will be better off, worse
off, or about the same compared to now?

T

H Better ®Same ® Worse Dont know
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IMPACT ON TRAVEL PLANS

Thinking ahead, within the next 4 years do you expect you will be better off, worse
off, or about the same compared to now?

Democrat

Republican Independent

M Better W Same ™ Worse Dont know M Better MW Same ™ Worse Dont know B Better W Same ™M Worse Dont know
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Additional Resources

Longwoods International Research

Miles Partnership Research and Insights



http://www.longwoods-intl.com/travel-sentiment
http://www.milespartnership.com/How-We-Think
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