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16th Annual Tourism Summit




MAIN CHARACTER ENERGY

#SMSUMMIT25

FOLLOW US : @seesantamon ica m@visi ttttttttt ica m @gosantamon ica

Wi-Fi & Password: SMSummit25
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SEND A KINDNESS MESSAGE

Santa Monica
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California

Caroline Beteta

President/CEO
Visit California
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16th Ahnual Santa Monica
Travel & Tourism Summit

Thursday, June 12, 2025




Caroline Beteta

President & CEO
Visit California




Visit.

LCdlifornig

« Officially formed in 1996
« Nonprofit 501(c)6
« 16,500+ assessed businesses

« Mission: create desire for the
California experience

« 3/-member board of directors




Santa Monica board representation

o N\arrott |H(G Relose avis budget group

Julius Robinson Geri Gomes John Sheperdson
Chief Operations Officer Full Service Regional Vice President Senior Vice President
MxM, Western, U.S. of Operations West Operations — West
[ ] [ ] [ ] ‘,‘-
Ximbridge Hilton Hertz \
Gary Thomas Terry Lewis : - OR
Senior Vice President Area Vice President .S_h.uall? BUIh.an Peter Humlg
of Operations of Operations Division Vice Pre§|dent Vice President of Operations
Western Operations West Coast
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RENT A CAR

Kevin Bass Amar Tankha Ripton Melhado
General Manager & Vice President Regional Vice President Senior Vice President

of Operations Field Operations



Santa Monica Travel & Tourism representation

Misti Kerns

President & CEO, Santa Monica
Travel & Tourism

CEO Destination Council

Marketing Advisory Committee

Professional Meetings & Events task force

Culinary task force

Route 66 task force
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ACCOMMODATIONS
ATTRACTIONS
RESTAURANTS & RETAIL
TRANSPORTATION

TRANSACTION

RENTAL CARS







Economic impact of travel
in California

2024

Visitor Spending +39% YOY

Tax Revenue S L U5 oY

Jobs 23,9505 0bs [ " 12

Source: Dean Runyan Associates iz M




California 2025 forecast (total)

Visitation forecast and Travel spend forecast and
YOY 9% change
s % g YOY % change
$158.1
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Source: Tourism Economics (May 2025)



California visitor volume forecast

_ 2024 actual | 2025 forecast | YOY 9% change

Total visits 269.8M 267.8M -0.7%
Domestic 253.0M 252.5M -0.2%
International 16.8M 15.3M -9.29%

Sources: Tourism Economics; STR; Longwoods (domestic); OAG (air traffic); NTTO (international); Dean Runyan (spending); BTS



Forecast: International visitation to California

2025 International visitation forecast
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@he Washington Post

Democracy Dies in Darkness

‘If you're not here, you think L.A.’s burning™:
Trump’s alarm meets city calm

The demonstrations over immigration raids occupy only a tiny parcel of real estate in this huge metropolis — despite the
president’s claims of vast mayhem.
Today at 12:15 p.m. EDT

Go 6min ¥: Summary ~ A O] 595




Unfolding nationwide

I Major protests [Jj Protests Upcoming protests (Wednesday)

¢
¢

9 Protests in Los Angeles
have been ongoing since
Friday

Y / Q
% Q .

Protests reported up to S5am EST as of 6/11/25



Federal actions
messaging
framework

Ok0

Managing the message around:

1.

ok W D

Political climate

Safety concerns

Exchange rate and cost of travel
U.S. perceptions

U.S. entry



Driving global demand for
California



Proposed global media budget
(FY 25/26)

MARKET CAMPAIGNS RUNNING |JUL| AUG SEP| OCT |[NOV| NOV | DEC | JAN | FEB | MAR | APR | MAY |JUN| INVESTMENT | IMPRESSIONS
Domestic U.S. | oo VL D2 Y : : $50,000,000 | 2,205405534
(PME) Dynamic Foundational - Digital, Social, Search, Content Distribution and Generative Engine Marketing
SEM/GEO Search and Generative Engine Marketing
Mexico $1,500,000 246,085,488
Global Moments Digital. Social
Amplification ghtal,
SEM/GEO Search and Generative Engine Marketing
Canada $1,500,000 133,260,657
Global Moments Digital. Social
Amplification gtal,
SEM/GEO Search and Generative Engine Marketing
K. 1,000,000 92,500,932
v Global Moments Digital. Social $
Amplification gial,
SEM/GEO Search and Generative Engine Marketing
Australia $1,000,000 83,058,270
Global Moments Digital. Social
Amplification gital,
$55 million 2.76 billion




Protect domestic media

Source: Visit California
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Canada diplomatic campaign



the Golden State

Governor Newsom’s
welcome message

 Emphasized shared values and
West Coast lifestyle with Canada

The Golden State and Canada

#California Launches #Tourism Campaign Welcoming #Canadians #shorts #visitcalifornia
#canada #news



Canada media blitz

‘Don’t let that ruin your beach plans’:
California tries to coax Canadians back in

Y33
‘!g!’ CBC tourism campaign amid Trump’s tariffs’

- ) TORONTO STAR ¢
‘California’s governor C| T\
| ideo hoping t
coiens NEWS  THE canapian press '+

Globab ‘California pleads with THE GLOBE AND MAIL*

Canadians as tourism declines’










Canada Exclusive Value Program

2 Expedia

7 Expedia  shoptavel v Gettheapp &  CAD Bl  Listyourproperty  Support Trips ()  Signin I .‘ -

hotel room nights

Sponsored content by: Visit California

California ©ca
California loves Canadians

California and Canada share more than just a love for stunning landscapes — we share & spirit of adventure, laid-back vibes. and 8 deep sppreciation for the great outdoors
From coastal drives to world-class wine, star-studded cities to pesceful redwood forests, Calfornia has something for every Cansdisn. So. when you're ready. come on down
and foe the Calfornia love H H

Select hotel offers in California

Individual hotel properties

Hotels  Tours  Sports  Universal Studios

Universal Studios Hollywood Tickets
Universal City

Free cancellation CA $|98

Actey lasts: © 2



1,000+ California partners

: CASA DEL MAR
Hilton SFRt T

MIRAMAR HOTEL & BUNGALO

H U NT L E Y PROPER §§ I{EXSEmJF

HOTEL SANDBQURNE SANTA MONICA

BEACH
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SLS BEVERLY
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@ BARIA COURTYARD
l RESORT HOTEL BY MARRIC
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Los Angeles recovery
Paid media support: January 27 — June 30



Los Angeles crisis recovery messaging

January 18 - June 30

BRIDGE/RECOVERY
Phase 1: We®LA /DinelLA RECOVERY

Support of Los Angeles with  MIEETRAN S T F-SL N o 1T {1 TET 5
message of hope resilience

DinelLA

Aa

Phase 3: California Love RECOVERY

In-state call-to-action; economic message/front line Phase 4:
Drive market call-to-action stimulating immediate We Love LA/Partner

visitation to local businesses and attractions Phase 5: LA Regiona|
Support

Greater Los Angeles Regional
messaging and marketing
program amplification




Los Angeles crisis recovery results

11T OME PLAY IN

$385 million SANTA MONICA
Incremental visitor spending P
for Los Angeles area

« 280,000 incremental trips
« $1,378 average spend per trip

Source: SMARInsights



FY 24/25 Ultimate Playground framework

BRAND CAMPAIGNS

‘Let’s Play’
‘Childhood Rules’
Global
Leisure S =
Travel =Y ‘Road Trips’
DYNAMIC FOUNDATIONAL CAMPAIGN
RN Leveraged Media Base — SEM -
] > Programmatic Digital — Paid Content Distribution
PROFESSIONAL MEETING & EVENTS CAMPAIGN
Global f
Business — /4§

Travel









‘Childhood
Rules’

* FY 24/25 media plan
« $12.6 million media buy
« /74.7 million impressions







‘Up Around the
Bend’

« March 3 launch

« FY 24/25 media plan
« $12.6 million media buy
* 936 million impressions







Barstow Needles




‘Meet What’s
Possible’

« FY 24/25 media plan
¢ $1 million media buy
« 53.8 million impressions
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northstarmeets - Follow
Santa Monica Pier

northstarmeets 2w
#CALIFORNIATAKEOVER Santa Monica,
Calif., is open and ready to welcome
you! ' Our sunny city offers one-of-a-
kind venues like @PacPark on the
historic @SantaMonicaPier! These
iconic venues can accommodate small
or large groups of up to 1,800 people,
with custom packages curated for your
needs. L

Meet What's Possible for your next
meeting or event in California.

@visitcalifornia @seesantamonica
#SeeSantaMonica #meetingprofs
#eventprofs

Qv W

19 likes

8




Experience California

[SANTA MONICA|
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California Now Network

23 million

consumers reached




2 Visit California 1%,

California visitcalifornia m
We @GoSar al

That feeling when you get the perfect shot. Share your

picture-perfect moments in California with us.

1taMonica

Wheré to'See}‘S}an’ta Monica’s
Vibrant Art Scene

Santa Monica is open and ready to be explored. By supporting local
busmesses and attractions, you'll help the L.A. community. Learn more:

T Santa Monica
R Visit California @ - .
H\HM @ July 20, 2024 itsmattfischer on IG Videos taken on 2/7 and 2/24.

Q

I NPJHS% Beach life is the best life. w# There’s no bet
\ along the coast, like at this beautiful spot in

Y mei @dannydemarcos on IG

tty as a pictur
jith more th

[N 001/013 @ &

 BHWEEKLY PODCAST
‘WE LOVE L.A.
IHR I3MIN + 3 MONTHS AGO

Celebrate Los Angeles’ community spirit with historians, chefs, and
business owners as they highlight the city’s culture and local hotspots

We Love LA,




2025 Marketing Renewal Referendum






Support Visit California’s renewal

Renewal Referehl

rrrrrr d Together S

[=]3

Scan to
join today!

i

Yes, | Support the Visit California Renewal!

You may list me as a coalition member.




Resources available to you

industry.VisitCalifornia.com



Stay in Touch

Nani Escudero

Los Angeles
Director of Client Relations

nescudero@VisitCalifornia.com
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L auren Schlau

Founder & President
Lauren Schlau Consulting
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#3 ECONOMIC FORECAST
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SANTA
MONI| o7\

TRAVEL & TOURISM

Misti Kerns

President/CEQO
Santa Monica Travel & Tourism
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CARES

TOURISM SUPPORTING OUR COMMUNITY
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Experience Management Plan
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Governance
Chair: Albin Gielicz . .
Vice-Chair: Neil Carrey Highlight & Leverage

Facilitator: Misti Kerns Cultural Happenings
Chair; Jan Williamson
Vice-Chair: Darlene Evans

- - - Facilitator: Rachel Lozano
Promote Diversity of Retail,

Dining & Evening Experiences
Chair: Peter Trinh Support Livability for

Facilitator: Evan Edwards the SaMo Community

Chair; Tara Barauskas

. . Facilitator: Lauren Salisbur
Ensure Santa Monicais a 4

Safe & Clean Place to Live & Visit

Chair: Andrew Thomas EME
Vice-Chair: Becky Warren e,
Facilitator: Misti Kerns _:', .'.’

EIB'I.‘



» Conducting Santa Monica Police Department de-
escalation training sessions for local tourism serving
businesses.

» Beginning westside working group to leverage the cultural
opportunity of the Los Angeles 2028 Olympics.

» Starting preliminary educational outreach to Santa
Monica businesses for the following events:

2026 FIFA World Cup
2026 Route 66 Centennial
2028 Summer Olympics
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YOUNES ATALLAH
Chairman
Executive Committee
Regent Santa Monica Beach

i

' ) CHARLIE LOPEZ-QUINTANA

i ..._. Vice Chairman
< Executive Committee

i Y ETC Hotels

KAREN GINSBERG
Treasurer
Executive Committee
Resident

LAURALEE ASCH

Secretary
Executive Committee
Resident

NEIL CARREY

Member
Resident

DARLENE EVANS

Member
Resident

JAN WILLIAMSON

Member
Resident

TIM DEFURIA
Member
Resident

JEFF KLOCKE
Member
Pacific Park

SHAHID KAYANI
Member
Hilton Santa Monice
Hotel & Suites

ELAINE POLACHEK
Member
City of Santa
Monica Interim
City Manager

JUDY KRUGER
Chamber Liaison
Santa Monica Chamber
of Commerce



SONIA METZ

Member
Sea Shore Motel

YOUNES ATALLAH
Chairman
Executive Committee
Regent Santa Monica Beach

. KARINA SEDIGH
.- Member

The Pierside

Santa Monica

i

A

AILEEN CARREON /‘\_‘ | INESSA UDOVCHENKO SIMON FRICKER
Vice Chair o <) | Member = Member
Executive Committee , The Shore Motel Fairmont Miramar
ETC Hotels | Hotel & Bungalows

N
4 N

JESSICA RINCON

Member
Sandbourne
Santa Monica

JUAN VIRAMONTES

Member
The Gateway Hotel

CAMERON HASELI

Treasurer/Secretary
Executive Committee

% Ocean Park Inn
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Caroline Beteta In Honor of Former Josiah Citrin
2024 Recipient Board Chairman Jeff 2023 Recipient
King
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SANTA MONICA SANTA MONICA SANTA MONICA
OFFICE OF EMERGENCY FIRE DEPARTMENT POLICE DEPARTMENT
MANAGEMENT
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#4 THINGS
TO DO
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#5 CANADA
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SANTA MONICA
CHAMBER OF COMMERCE

=

Katie Zika

Director of Membership
Santa Monica Chamber of Commerce
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"Having found myself a
tourist many times, |
enjoy putting the visitor

first.” — Thelma Parks
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Ramon Jimenez-Bravo Darius Smiley Modesta Melchor
2024 Recipient 2022 Recipient 2023 Recipient

<
2>
.
L]
L
I_
I_
)
<
A




Chef Vittorio Lucariello

Executive Chef
Shutters on the Beach

2025 Thelma Parks
Tourism Spirit Award Recipient
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A/ U.S. TRAVEL

AS SOCILATION

Geoff Freeman

CEO
U.S. Travel Association
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#8 US
TRAVEL
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SANTA
MON|of.N

TRAVEL & TOURISM

Lauren Salisu

Vice President of Communications
Santa Monica Travel & Tourism
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JOT CONDIE LYNN MOHRFELD RACHEL MICHELIN
PRESIDENT & CEO PRESIDENT & CEO PRESIDENT & CEO
CALIFORNIA RESTAURANT CALIFORNIA HOTEL & CALIFORNIA RETAILERS
ASSOCIATION LODGING ASSOCIATION ASSOCIATION

| = CALIFORNIA
: ARNI A /
DITEL & / ASSOCIATION
CALIFORNIA N[ \

RESTAURANT - A
ASSOCIATION
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#9
SHOPPING
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#10
GERMANY
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Future Partners

Erin Francis - Cummings
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President/CEQO
Future Partners




Future Partners




Opportunity powered by Insight

Future Partners




Bringing the future of travel
within reach

Future Partners




The State of the American Traveler

Methodology

e Monthly tracking survey

e Representative sample of adult American travelers
in each of four U.S. regions

e Tracks traveler sentiment to generate insights into
domestic travel trends

o 4,000+ fully completed surveys collected each
wave

e Confidence interval of +/- 1.55%

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

Future Partners The State of the American Traveler




The State of the American Trav... & Y Filter ® Explore 3 Export carch — 113 % ra o > Edit )

P Traveler Snapshot

P The State of the American Traveler
P Destination Snapshot
P The State of the American Traveler+

Account Settings

American Trave

Welcome back, Future Partners!







Despite easing a bit recently, recession fears remain prevalent

Statement: | expect the United States will enter an economic recession sometime in the NEXT SIX (6) MONTHS.
% Agree or Strongly agree

2022 2023 2024 2025
80%

70% | 65.5%
63.6%

60%
9

£6.9% %
S 47.90%

40%

42.5%
39.2% 42.5%

40.8%

30% 34.4%  35.6%

20%
R R I I I N A R R R A I I A A A T I S A I e i
QO R R S S P S S R S e NS N RS R NN SN P SIS S N S R S N SIS A S W NP
N S S L P E NI F LTSN LT LA EN ST FE S Y ¥
FIFITFPTIFIFT AT VIS FESLIFITIE LTV g O 07V«

<2 Oé’ §® & NG QQ\/O @ x@ O(a K2 e(?/ NG <<"\9 @
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The State of the American Traveler, Destination Decisions 2025

Future Partners Base: All respondents; American Travelers.. ~4,000 completed surveys per wave



The belief that the U.S. will enter a recession soon is even strong amongst
affluent travelers

Statement Agreement: | expect the United States will enter an economic recession sometime in the NEXT SIX (6) MONTHS.

% Agree or Strongly agree % Disagree or Strongly disagree
60% 60%
54.0% 52.2% 54.3%
50% 48.3% 50%
40% e
30% 30%
19.5% 21.2%
- - l l ] ]
- . .

10%

0%

L5 $200,000 or mo&d.00,000 to $199,993D,000 to $99,99%ess than $49,999
$200,000 or mo$400,000 to $199,9880,000 to $99,998ess than $49,999

Future Partners Base: All respondents, 4,047 completed surveys



Volatility in the stock market is decreasing the sense of financial
security

Question:
How has recent volatility in the stock

market affected your sense of personal Greatly increa Sed 24%

financial well-being? (Select one to
complete the sentence).

Recent volatility in the stock market has

L —— Somewhat increased . 8.0%
security

Not affected

33.8%

Somewhat decreased 7.6%

18.2% 55.8%

Greatly decreased

0% 10% 20% 30% 40%

(Base: Respondents who currently hold investments in the stock market, 2,780 completed surveys. Data collected April 16-22,

2025.)

Future Partners



Over half of travelers report being increasingly careful with their
money due to Recession fears

22.4% 55.4%

Question: Greatly increased

Right now, | am being careful with my

money because I'm concerned about an
upcoming recession.

Somewhat increased 33.0%

Not affected 29.4%

Somewhat decreased 11.4%

Greatly decreased 3.8%

-

0 10% 20% 30% 40%

Future Partners (Base: All respondents, 4,122 completed surveys. Data collected April 16-22, 2025.)



Over 70% believe the new tariffs will increase their cost of

living this year
Yes, 71.3%

Question:
Do you feel that the new tariffs will increase
your cost of living in the coming year?

No, 14.2%

Not sure,
14.5%

Future Partners (Base: All respondents, 2,067 completed surveys. Data collected April 16-22, 2025.)



More than one-in-ten have already made travel plan changes due
to tariff concerns and over one-third are considering it

I’m thinking
Question: o
Have concerns about tariffs (or trade about adjusting
disputes/tensions) made you reconsider your my travel, 35.9%

travel plans in the next 6 months?

Yes, I've already
made changes,
11.6%

No, my plans
haven’t

(Base: All respondents, 2,067 completed surveys. chan ge d , 52.5%

Future PartnersData collected April 16-22, 2025.)




The belief that now is a good time to spend on leisure travel is less
stable.

Question: Thinking only of your household's finances, do you feel NOW is a good or bad time for you to spend money on leisure travel?

50% % Good time or Very good time

!

40%

. M31'3%
W‘
30% 2

29.4%

20%

% Bad ti i

o Bad time or Very bad time

10%
N N N N N N N N N N N N O »n /oo on o on MmO onoon O on on <~ g g T T S T DN N DN
TR NN S R B S N B B O O~ O A R T O o B
c S - > c = = > o C S - > c = = > 9 C - s > = = > o c S >
qumQ_m33swuowmmmD—ms_j,zmuowmmmamgi‘f%omuowmmmﬂ-m
S S < s S I »w O 2z o0 - L& > < s = L w O 2z 0o - L > < s = I w O 2z o0 - v > < s

Future Partners



Americans’ intent to make travel a budget priority in the near-term future
dipped.

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

57.1%

21.3%

92 Vo D > > > > > > > A ™ " 3 ™ ™ ™ 3 ™ " 3 " % 9 © ) ) \e)
V.S NN N A N A\ N N G N N N N N N G I i I I I I L U L I\ R\
vyYVyryXrBay>ryrayayirayrayavyvayayyvyay2yavrarBayoyayryr2ay ey Ay ayYyayYyayYyaALUL yr2r2o vy vy YA AV NY ANV
'z@ QX DT AN @ o\\ \)4\ & &‘\ PR REIES WS W S\ M~ S o\* \)ch & &‘\ S & AT A XN @ O\A S & O(} d & &0 @ & B
FTEFE TV EIFLFFITET RTINS ILFILGE R TP F g O F 7 ¥ @S
NG QQ‘,O ¥ e,"?@ o eo& 0@@ N <<":° = e,’:?@ o éo& QQ'& N ((Q:o
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Future Partners Base: All respondents, approx. 4,000 completed surveys per wave



Travelers Scale Back

Expected Trip Volume Declines

3.5
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The State of the American Traveler livestream, June 2025

Future Partners



Recent deterrents to travel are primarily financial-related

Question: Travel is too expensive right now [N 32.2%

In the PAST SIX (6) MONTHS, which (if any) of the Personal financial reasons _ 30.5%
following have kept you from traveling more than )
you would have otherwise preferred? (Select all Airfare was too expensive

that apply) \
I'm too busy at work

Gasoline was too expensive
Not enough PTO/vacation time
Crowds - too many people traveling

Safety concerns (other non-COVID... :
Weather [ 10.2%
Health/lliness [N 7.7%
Safety concerns - risk of contracting the... [l 6.5%
The possibility of flight cancellations [l 5.9%
Lack of availability (at hotels, golf... [l 3.4%
Sold out/No reservations available [l 3.3%

NONE OF THESE [ 23.5%

0% 20% 40%

Future Partl‘lers (Base: All respondents, 4,122 completed surveys. Data collected April 16-22, 2025.)

60%



Nearly 70% of travelers report adjusting their approach to travel to contend

with economic concerns.

Question:
Have concerns about the economy led you
to change your thinking about travel or

travel plans for the NEXT SIX (6) MONTHS? If

so, please describe how below.

Due specifically to concerns about the

economy, | expect to

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

Choose more affordable destinations

Use rewards programs to save money

Travel less frequently

Reduce spending on activities/attractions

Reduce spending on accommodations

Shorten the length of trips

Choose to drive instead of fly

Travel domestically instead of internationally

Reduce spending on airfare

Cancel trips altogether

NONE OF THESE - No changes in my travel behavior

I 7.1
I 2; o
I ¢
I
I
I
I 1
I

I

oo
I 1

0% 10% 20% 30%

Base: All respondents, 4,047 completed surveys

40%



Will international travelers skip the USA in 2025?
43.6% of American travelers think this is likely

Certain — 100% chance - 8.8%
(0
Extremely likely - 12.0% 43.6A
Statement:
Neither likely nor unlikely 29.7%
International tourists will avoid visiting

the U.S. because of its contentious Unlikely - 17.0%
politics.
Extremely unlikely - 7.9%

Impossible — 0% chance 2.2%

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



Politics is fueling disinterest in the United States

Reasons Why Global Travelers are Not Interested in Visiting the U.S. (Unaided, Total
Aggregate)

Question: Please describe why you are not
interested in visiting the United States of Political issues/unrest
America.

27.8%

More interested in other places 21.3%

Too expensive/bad exchange rate 9.6%

Safety concerns/it's dangerous 8.7%

Been there, done that 7.8%

Too far away/long flight 7.2%

B
)
X

Dislike Americans

4.1

X

Dislike the culture

Visa difficulties

e
wn
X

Violence 2.7%

Dislike the U.S. 2.6

IS

0.5

X

Nothing/don't know

Base: Respondents who are not interested in visiting the U.S. in the next year (993 responses).

Future Partners The State of the International Traveler 2025



38% of international travelers report seeing negative media coverage of
the U.S.

Question: Do you recall seeing negative media coverage about major

Seen Negative Media Coverage of the U.S. — By

U.S. cities?
Market
Yes mNo
Seen Negative Media Coverage South Korea —
of the U.S. Canada 45.1%
Australia 45.1%
china
Netherlands 42.3%
Yes, 36.0% Japan 39.4%
nda 3%
Span  331%
United Kingdom 31.8%
Argentina  31.0%
Colombia  29.8%
il 27.5%
taly  185%

0% 20% 40% 60% 80% 100%

Base: Total (825 responses per market).

Future Partners The State of the International Traveler 2025



A valid prediction: Travel to the

U.S. had at least 2 months of
declines

Future Partners The State of the International Traveler 2025

Travel to the U.S. is declining year-on-year

Monthly year-over-year percent change in international visitor arrivals by region

CENTRAL AMERICA

AFRICA ASIA CARIBBEAN
50% =
Trump's
2nd term
0% .l = 5]
_50% I I I I I
24 25

EASTERN EUROPE WESTERN EUROPE  MIDDLE EAST

OCEANIA

50%
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50%
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0% ¥ l
_50% I I I I
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Overseas figures exclude Mexico and Canada. Preliminary ITA data for Canada and Mexico for

February and March 2025 is not yet available.

Source: International Trade Administration



In January, one in three international travelers selected the U.S. as a desired destination for
the next year, outpacing all competitors. Japan, Italy, and Spain are the biggest competitors

to watch

Desired International Destination
(Aided, Aggregate)

us. |, 35.3%
ealy [ 27.9%

spain | 26.8%

Jopan I 24.8%

France |G 23.8%

United Kingdom [N 18.9%

Canada _ 17.3%

Greece NG 17.1%

Australia [ 16.9%

Desired International Destination: U.S. Ranking

(Aided, By Market)

Switzerland
Portugal
Thailand
Germany
New Zealand
Mexico
Singapore
South Korea
Brazil
Turkey
United Arab Emirates
China

Future Partners The State of the International Traveler 2025

I 15.6%
I 15.5%
I 15.4%
I 15.3%
I 13.2%
I 12.6%
I 12.2%
N 12.0%
I 11.8%
I 10.9%
I ©.3%
I 0.0%

% Selected U.S. U.S. Rank
Brazil 49.9% 1
Mexico 47.8% 1
Colombia 46.4% 2
Canada 46.3% 1
Argentina 42.4% 3
India 41.8% 1
China 40.7% 1
Spain 36.7% 2
Italy 33.6% 2
Japan 32.0% 1
United Kingdom 30.8% 3
South Korea 29.0% 2
France 28.5% 3
Australia 24.6% 3
Germany 17.1% 9
Netherlands 16.4% 8




Insights to for Travel Resilience

Capitalizing on Travel Motivations
Optimizing for Trends

Deepening Understanding of How to Reach Travelers

Future Partners
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Intrinsic Motivation

e .

The cheese can wait. This is FUN!
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Why do we travel? Rest, Reward, Research, Ramble, Reflection

Question: Why do you travel? (Select all that apply)

Travel Motivators — Total Aggregate

For rest and relaxation

Experience other cultures

Explore new things

Take a break from everyday life

Treat myself

Live life to its fullest

Try/learn newthings

Spend more quality time with my family
Feel alive and energetic

Be outdoors and experience nature
Gain knowledge of history

Seek adventure

Connect with my significantother
Indulge my passion for food and cuisine
Spend more time with my friends
Celebrate or mark a special occasion
Engage inmy hobbies

Immerse myselfin the arts

Create content for my social media channels

Be the first among my friends to do something

Base: Total (13,200 responses).
Future Partners The State of the International Traveler 2025 112



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

Certain — 100% chance 8.4%

Extremely likely

58.0%

Likely 33.5%

Statement:

Neither likely nor unlikely 28.4%

| will use travel as an opportunity to step

outside my comfort zone. Sl 9.4%

Extremely unlikely 2.5%

Impossible — 0% chance 1.7%

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



Food, history, international exploration, concerts and shopping top travelers’
passions right now

Top 2-Box Score: “Extremely high interest - I'm passionate
Question: Tell us about your about this” or “High interest”

hobbies and passions. Please use the
scale below to describe your interest e 533%
i e, Visiting historical sites and attractions [ 50.2%
International travel (outside the USA) [IINNENEG s0.0%
Base: American travelers. Total Musical concerts (pop, rock, hip hop, etc.) || NG 37.5%
Respondents Shopping |G 35.2%
Enjoying theme or amusement parks || NG 32.8%
Fitness, health and wellness (spas, yoga, etc.) | NN 312%
Attending professional sports (like NFL or MLB) [ NNENEGGGGGE 30.9%
Musical concerts (classical, symphonies, etc.) [ NNGGEREGEGEGEGEGEEEEEEEE 303%
Theater or plays [ NN 28.9%
I 28.1%
D 27 2%
I 26.7%
I 5 5%
I 22.7%
I 21.4%
I 21.1%
I 20.9%
I 20.4%

0% 10% 20% 30% 40% 50% 60% 70%

Food and cuisine

Art museums

Wine

Hiking (day hikes)

Music festivals (multi-day events)
Camping

Fashion

Crafting, DIY or creative projects
Agri-tourism (Visiting farms, wineries, etc.)
Photography

Future Partners The State of the American Traveler, Destination Decisions 2025



Top 5 Passions by Generation

Question: Tell us about your hobbies and passions. Please use the scale below to describe your interest in each.

Top 2-Box Score: “Extremely high interest - I'm passionate about this” or “High interest”

1. Food and cuisine (58.9%)

Food and cuisine (64.3%)

Food and cuisine (57.2%)

Historical sites (51.2%)

2. Fitness and wellness (54.4%)

International travel (55.2%)

International travel (52.9%)

International travel (43.4%)

3. International travel (53.9%)

Historical sites (49.9%)

Historical sites (50.2%)

Food and cuisine (41.4%)

4. Video games (52.6%)

Theme parks (47.6%)

Musical concerts (38.5%)

Musical concerts (28.8%)

5. Shopping (51.2%)

Shopping (47.6%)

Shopping (35.6%)

Future Partners The State of the American Traveler, Destination Decisions 2025

Theater or plays (25.7%)

Base: American Travelers, Total Respondents




After visiting friends or relatives, relaxation and de-stressing are the top reasons for travelers’
most recent overnight trips, followed by exploration, self-care, nature, culture & romance

Question: Reasons for Most Recent Overnight Trip

Please think about WHY YOU TOOK THIS MOST RECENT OVERNIGHT

TRIP. Which of the following played a role in your decision to take Visit friends and/or relatives | 42.2%
this trip?

Relaxation [N 40.1%
Escape the stress of my daily life [ NN 30.9%
Exploration (desire to see or experience new places) |G 18.2%
Self-Care (Enhancing my well-being/happiness) || I 17.0%
Enjoy nature/spend time in The Great Outdoors | 16.9%
Experience the culture of a place(s) [N 15.5%
Romance/intimacy with my spouse or partner | 14.2%
Experiences for my children [l 9.4%
Serendipity - Enjoy the magic of unexpected experiences [l 7.8%
Education or personal growth [l 7.0%
Bragging rights (Enjoy the social benefits of being seen as well-traveled) [} 3.3%

None of these [l 9.0%

0% 20% 40% 60%
Future Partners The State of the American Traveler, Destination Decisions 2025



Millennials and Gen X are most looking to escape stress; Millennials are most likely to look
for self-care; GenZ is the likeliest to be pursuing educational experiences in travel

Question: Please think about WHY YOU TOOK THIS MOST RECENT OVERNIGHT TRIP. Which of the following played a role in your decision to take this trip?

S0 Escape the stress of my daily life Self-care (Enhancing my well-being/happiness) Education or Personal growth
0
40% 36.9%
33.1%
30%
0 23.2%
21.3% 22.8% °
20% ot 16.9% 16.2%
11.2% 9.9%
o)
10% 6.3%
. 4.1%
H =
GenZ Millennial Gen X Boomer or GenZ Millennial Gen X Boomer or GenZ Millennial Gen X Boomer or
older older older

Future Partners The State of the American Traveler, Destination Decisions 2025



Dining and shopping activities were by far the most important in travelers’ decisions to take
their most recent overnight trip, followed by outdoor activities and historical attractions

Restaurants and dining GG 35.5%
Question: Shopping IS 20.5%
Which of the following SPECIFIC TRAVEL Outdoor activities (hiking, biking, fishing, camping, wildlife viewing, etc.) G 16.9%
ACTIVITIE_S were important in your d_ecision Visit historical sites or attractions |GG 15.9%
to take this most recent overnight trip?
Visit museum(s) or cultural institutions GG 12.3%
Visit State or National Parks |GG 12.3%
Meet and interact with local people I 12.0%
Attend a festival or special event N 10.1%
Take pictures or videos for my social media posts N 8.7%
People watching I 7.9%
Attend a musical performance(s) I 7.6%
Visit wineries or breweries I 7.6%
Attend a professional sporting event (NFL, NBA, WNBA, MLB, etc.)&nbsp; N 7.5%
Children's activities M 7.0%
Attend theater, plays or musicals I 6.0%
Attend a sporting event (College sports) M 5.7%
Outdoor summer water sports (boating, canoeing, water skiing, etc.) M 5.2%
Attend a sporting event (Youth sports) M 3.6%
Outdoor winter sports (Skiing, snowboarding, ice fishing, etc.) 1l 3.5%
None of these IIIIEGEGGGNNNNNGEN 24.2%

0% 10% 20% 30% 40%
Future Partners The State of the American Traveler, Destination Decisions 2025



Social media content was a decision driver for Gen Z; Millennials are loving museums. Pro-
sports events motivate younger travelers overall

Question: Which of the following SPECIFIC TRAVEL ACTIVITIES were important in your decision to take this most recent overnight trip?

0,
30% Museums Take pictures or videos for my social media Attend a professional sporting event (NFL, NBA,
posts WNBA, MLB, etc.)
20%
15.0%
12.6% LA
11.4% 10.2%
. 0
o 14.6% 0
10% 11.8% 13.5%
8.29
& 6.4% 6.0%
H = H =
0% ]
Gen Z Millennial GenX Boomer or GenZ Millennial Gen X Boomer or GenZ Millennial Gen X Boomer or
older older older

Future Partners The State of the American Traveler, Destination Decisions 2025



Luxury experiences are important to a significant share of travelers, particularly Millennials

Question: How much do you agree or disagree with this statement? Having luxury travel experiences is usually an important part of my leisure trips.

Top 2 Box Agreement

45.3%

Future Partners The State of the American Traveler, Destination Decisions 2025



There is significant interest in Solo-Travel and Multi-Gen Travel

Question: Solo leisure travel is when someone goes on a leisure trip by themselves, without friends or companions. In the PAST 12 MONTHS, have you taken a solo leisure trip?
Question: | am interested in taking MULTI-GENERATIONAL TRIPS (i.e., travel with at least 3 generations of your family

Solo Travel Multi-Gen Travel

e Yes, 31.9%

No, 68.1% e Top 2-box Agree, 42.9%

Bottom 2-box Disagree, 62.5%
Neutral, 28.8%

Future Partners The State of the American Traveler, Destination Decisions 2025



28.4% of travelers agree that sustainability considerations are
important to their decisions

Question:

How much do you agree or disagree with Stro ngly agree l 6. 1%

the following statements?

28.4%

Environmental/sustainability

considerations are important to how |
select my travel destinations.
Agree 22.3%
(Base: All respondents, 4,000 completed surveys. .
Data collected February 14-23, 2025.) N e u t r‘a I ( n e |t h e r
: 6.7%
agree nor disagree)
Disagree - 14.8%
Strongly disagree . 10.1%

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

Future Partners The State of the American Traveler, Destination Decisions 2025
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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

39.6%

21.6%

Likely

Statement:

Neither likely nor unlikely 32.4%

My overall stress levels will rise

significantly. Unlikely 18.7%

Extremely unlikely 6.3%

Impossible — 0% chance 3.0%

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



Nearly a third of adults—32.8%—are running on empty, chronically

sleep-deprived. Even more alarming, an estimated 50 to 70 million
Americans battle sleep disorders or disruptions, turning restful nights

into an elusive dream.

Source: CDC
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Sleep Tourism

...trips focused on rest,

relaxation, and improving your

sleep in 2025

Future Partners The State of the American Traveler, December 2024



Sleep travel appeals to a wide swath of the American
traveling public.

Question: How appealing is the idea of Very appealing 14.7%
(o)
trips focused on rest, relaxation, and 45.3%
o a a A li 59
improving your sleep in 2025? SRl 30.5%
Neutral (neither appealing nor
utral (neither appealing 29.8%
unappealing)
Unappealing 13.1%
Very unappealing 11.9%
0% 20% 40%

Base: 2,170 American Travelers

Future Partners The State of the American Traveler, December 2024



Slowcations

...leisurely and immersive travel, focusing on
quality over quantity. It encourages deep
connection with a destination by spending
more time there, engaging with the local

culture, environment, and community.

Future Partners The State of the American Traveler, December 2024




Slowcations is amongst the most popular trip concepts, with
57.2% saying it is appealing.

Question: How appealing is the idea of

Very appealing 18.7%

staying in one destination for an
ying 57.2%
extended period to relax and immerse Appealing 38.5%
yourself in local culture in 2025?
Neutral (neith l
utra (nEI er appea Ingnor 29.3%
unappealing)
Unappealing 7.3%
Very unappealing 6.3%
0% 20% 40%

Base: 2,170 American Travelers

Future Partners The State of the American Traveler, December 2024
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Skillcations

...a type of travel experience where
individuals take a vacation to learn or
improve a specific skill. Skillcations typically
include hands-on workshops, classes, or
immersive experiences in areas of the

traveler's interest.

Future Partners The State of the American Traveler, December 2024



Skillcations definitely has an audience, with 4-in-10 travelers
finding this travel appealing.

Question: How appealing to you is the

Very appealing 12.1%

. . . . . Y)
idea of taking a skillcation in 2025? 39.0%
Appealing 26.8%
Neutral (neith li
eutral (neither appea ing nor 29.6%
unappealing)
Unappealing 17.8%
31.4%
Very unappealing 13.6%
0% 20% 40%

Base: 2,170 American Travelers

Future Partners The State of the American Traveler, December 2024



Experiential Travel

...participating in immersive,

“"lh—... -

et o g e
, e o

hands-on experiences that
connect you with a destination's

culture, history, or environment.

Future Partners The State of the American Traveler, December 2024




Experiential travel appeals to 55.9% of travelers.

Very appealing 18.8%

55.9%

Appealing 37.1%

Neutral (neither appealing nor

; 31.4%
unappealing)

Unappealing 6.3%

Very unappealing 6.4%

0% 20% 40%

Base: 2,170 American Travelers

Future Partners The State of the American Traveler, December 2024

Question: How appealing is the idea
of participating in immersive, hands-
on experiences that connect you
with a destination's culture, history,

or environment in 2025?






...taking trips around major

concerts, music festivals.

Future Partners The State of the American Traveler, December 2024



Gig-tripping appeals to 42.0% of American travelers

Question: How appealing is the idea of

Very appealing 14.3%

taking trips around major concerts,

(o)
music festivals, or other live events in , 42.0%
Appealing 27.6%
2025?
Neutral (neither appealing nor
utral (neither appealing 28.2%
unappealing)
Unappealing 14.0%
Very unappealing 15.9%
0% 20% 40%

Base: 2,170 American Travelers

Future Partners The State of the American Traveler, December 2024



Foodie Trips

...traveling to explore
destinations known for their

food and drink experiences.

Future Partners The State of the American Traveler, December 2024




Foodie trips is one of the most popular trip types.

Question: How appealing is the idea of

Very appealing 20.1%
57.0% taking trips around major concerts,
Appealing 36.9% music festivals, or other live events in
2025?

Neutral (neither appealing nor

; 26.0%
unappealing)

Unappealing 8.5%

Very unappealing 8.5%

0% 20% 40%

Base: 2,170 American Travelers

Future Partners The State of the American Traveler, December 2024



Where Travelers
Want to Go




Preference for Air vs Car: Younger travelers want to fly

Question:

Thinking about leisure travel, do
you generally prefer to travel by
air or automobile (i.e., road
trips)?

When it comes to road trips vs.
air travel, |

Base: All respondents, 2,000 completed
surveys

60%

50%

40%

30%

20%

10%

0%

51.7%

B GenZ

53.4%

Prefer Air

Air vs Road by Generation

B Millennial

B GenX

21.6%

[0 Boomer

28.1%

Prefer Car

34.0%




New York, Florida, Las Vegas and California top American travelers
lists of most desired domestic destinations

New York 18.5%
Florida 13.3%
LasVegas I 13.0%

California G 8.8%

Question: Chicago NG 6.7%
Which DOMESTIC DESTINATIONS do you most Hawaii 6.3%
Los Angeles IEEEEEEEEGEGEGEG— 6.1%
want to visit in the NEXT TWELVE (12) Orlando TS 5 .4%
MONTHS? (Write in up to five) Texas I 5.0%

Miami I 4.8%
Washington, D.C. I 4.5%
Colorado mEES——— 4.4%
Boston N 3.7%
North Carolina G 3.7%
San Diego N 3.6%
Arizona I 3.4%
Seattle IEEGEG—G_N_— 3.4%
New Orleans I 3.3%

Base: All respondents, 4,000 completed surveys

Future Partners

Tennessee
Nashville

San Francisco
Alaska

Dallas
Washington
Atlanta

I 3.1%
I 3.1%
I 2.9%
I 2.9%
I 2.7%
I 2.6%
I 2.6%






The average planning window for a domestic vacation is 10.9
weeks

Question: How many weeks IN ADVANCE would you typically begin planning a domestic leisure trip (of at least one week in length)?

Historical data Mean in Weeks
25 or more weeks
21-24 weeks Mean =
10.9 Weeks
17-20 weeks
13-16 weeks

0% 10% 20% 30% 40%

5-8 weeks

Future Partners (Base: All respondents, 4,047 completed surveys. Data collected March 18-26, 2025.)



Streaming Service Usage

Amazon Prime Video (ad-supported)
Question:

To which of these streaming services do you Netflix (ad-su pported)
currently subscribe or regularly watch? (Select all . .
that apply) Amazon Prime Video (ad-free)

Disney+ to Disney+ (ad-free)
HBO Max (ad-free)

Disney+ (ad-supported)
Peacock Premium

ESPN+

YouTube Premium
Paramount+ (ad-free)
Discovery+ (ad-free)

Fubo TV

Future Partners (Base: All respondents, 4,047 completed surveys. Data collected March 18-26, 2025.)

R 40.6%
E— 37.6%

I 31.8%
I 29.8%
N 24.2%
21.1%

0.6%

2%

.6%

.6%

1%

|—\||
o N

=
00 00

1
17.7%
6.3%
15.7%
4.5%
8%
3%
.0%
8%
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Bl 4.4%
Bl 4.0%
Bl 3.6%

M 2.4%
BN 8.2%

0% 20% 40%

60%



News Sources Used on a Regular Basis

Question:

Which of these news sources do you use on a

ABC News

CNN

CBS News

Fox News Channel

regular basis? (Select all they apply) NBC News

Future Partners

MSNBC

The New York Times
USA Today

NPR

The Wall Street Journal
The Washington Post
Bloomberg

POLTICO

The New Yorker

Time

The Guardian
Newsweek

U.S. News & World Report
The Washington Times
Al Jazeera

National Review

NONE OF THESE

I 30.2%
I 26.8%
I 6.7 %
I 26.6%
I 23.0%
I 13.4%
I 13.2%

I 10.8%

I 10.1%

I ©.6%

I 8.0%

B S.3%

B 4.9%

B 4.3%

I 4.6%

B 4.5%

B 3.4%

H 3.2%

B 3.0%

Bl 2.8%

M 2.1%

. 24.6%

0% 10% 20% 30%

(Base: All respondents, 4,047 completed surveys. Data collected March 18-26, 2025.)

40%



The most read magazine by generation of American traveler:

GenZ Millennials Generation X Baby Boomers

SLUSVE
Mar tha

LOVE STORY » SHAXE IT OFF & CRUEL SUNMER « ANTIHERO

WEEKLY

How l Say
Safe Driving
at Night

6'Wirys10 Sew Batter
intre Dark
Pagatd

New Tech
toProtect
Your Parents
When You're
Not There
P

PHOTOS

» Taylor Decodes
Her Lyrics

* FAN QUIZ

Test Your
Swiftie 1Q

JREALLY
THINKS OF
CAMILLA

'fter Camilla had an affair with his father
fand broke Princess Diana's heart, has William
finally forgiven ‘the other woman"? -

Future Partners The State of the American Traveler livestream, September 2024 Base: All respondents, 4,004 completed surveys



Podcast Usage

65.7%

Question: Do you listen to any
podcasts on a regular basis?

Yes,
34.3%

Future Partners (Base: All respondents, 4,047 completed surveys. Data collected March 18-26, 2025.)



News/Politics |G 29.1%
Podcast Genres Health/Fitness IR 25.3%
Entertainment/Pop Culture  |[NREGINENEGNGGEEEEEE 27.9%
Sports GG 25.8%
Comedy |G 23.9%
. . ime [N 20.29
Question: What podcast genres do you listen to on True (I\:/::zli T 12:827?
Travel |GG 19.2%
Business |G 16.7%
Fim&Tv [ 15.9%
Hobbies [IINNNEGEGEE 15.8%
Technology I 15.1%
Cooking/Recipes |[ININEGNNEE 14.8%
Gaming |G 14.8%
History [ININIEGGE 14.5%
Finance |G 13.2%
Fashion/Clothing [ININIEGEG 11.9%
Religion/Philosophy |G 11.5%
Restaurants/Cuisine [N 9.6%
Science [ 9.3%
Investigative Journalism [N 9.3%
Self-help I 8.9%
Family/Kids [ 8.6%
Arts/Literature [N 8.1%
Cars/Automotive [ 7.2%
Real Estate [ 6.7%
Fiction | 5.1%
Career Services/Development [l 2.7%

OTHER | 5.7%
0% 10% 20% 30%

a regular basis? (Select all that apply)

Future Partners (Base: Respondents who listen to podcasts on a regular basis, 1,354 completed surveys. Data collected March 18-26, 2025.)
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Used Al Tools to Help Plan Trips in the Past 12 Months

No, 80.4%

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, 15.6%

| don't know, 4.0%

Future Partl‘lers (Base: Respondents who are aware of Al technology, 4,047 completed surveys. Data collected March 18-26, 2025.)



Destination Inspiration Sources

Websites found via a search engine [ NENNNEGEGGEEEEEEEEEE 36.9%
Email - [ 31.9%
Question: Please think about how travel Facebook _ 29.4%
destlnatlon_s could best reach you with their Online content _ 24.9%
messages right now.
Instagram | 23.5%

Where would you generally be MOST RECEPTIVE Streaming video services _ 18.2%
to learning about new destinations to visit? . .

Review websites [N 15,55
(Please select all that apply) evie ebsites 15.8%

TikTok [N 14.1%

Travel or lifestyle magazines (printed) [N 11.7%

Travel podcasts [ 10.9%

Broadcast television [N 10.2%
Advertisements on the Internet [N 9.3%
Official local or state visitor guides (printed) [ 8.6%
Pinterest [ 8.0%
X (formerly known as Twitter) [ 8.0%

Text messages [ 7.5%
Newspaper travel sections (printed) [l 4.9%

Digital influencers or creators [ 4.8%
APPs on my mobile phone [l 3.7%

NONE OF THESE [ 11.1%

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

Future Partners (Base: All respondents, 4,047 completed surveys. Data collected March 18-26, 2025.)



More than 18% of American Travelers used a Travel Advisors in the

past 12 months
No, 80.0%

Question:

In the past 12 months, have you used a TRAVEL
AGENT or TRAVEL ADVISOR to help plan any travel?
(Please include only human agents or advisors, not
online travel agencies where you have no human
contact)

(Base: All respondents, 4,000 completed surveys. Data
collected February 14-23, 2025.)

Yes, 18.2%

| don't
know, 1.7%

Future Partners The State of the American Traveler, Destination Decisions 2025



Marketing Considerations: Deciding Where To Go — Destination Inspiration Sources

Online search outperforms other resources as the top go-to destination inspiration source, led
APAC and Canada markets.

Top 10 Sources of Destination Inspiration Online Media vs. Word-of-Mouth Preference — By
(Total Aggregate) Market
onlinesearch engines [N 46.0% i :
Onlinetravelagencies [ENNEGEGEGEGEGEGEGEEEE 39.9% Online ~1Word-of-Mouth g:nflfii;e::Zr
Search (wom)
Online travel content (reviews, blogs, crowdsourcing) [ INENEGGNGEEEEEEEEEEEE 356% wom
Opinions of friends, colleagues, or relatives [ NN 35.4% Japan 20.5% 24.2% +26.3pp
Tour agent or tour operator websites [ NN 32.6% Bouth Korea Sl S e BEE
Australia 57.8% 41.0% +16.8pp
Social media  [EEGEGEGEGEEEEEEEEEEE 31.9% India 59.5% 43.0% +16.5pp
Official visitor bureau’s website || N R 31.3% italy 43.4% 28.0% +15.4pp
Travel agent — offline (traditional or store front) [ NNRNRRERENEINEBE 27.2% Netherlands 43.8% 28.8% +14.9pp
Official visitors bureau's visitor information center || NN 25.6% Canada 56.0% 42.8% +13.2pp
Travel or lifestyle magazine — printed or online || N GG 19.9% United Kingdom 50.2% 37.6% +12.6pp
Official visitor bureau’s social media content | EEGEGN 13.2% Germany 45.3% 33.3% +12.0pp
Artificial Intelligence tool (ChatGPT, etc.) |G 16.8% Brazil 46.5% 37:1% +9.5pp
Commercial guidebook [N 16.5% ahanee 36.7% 30.4% +6.3pp
Digital influencers | 12.0% Mexico 36.2% 31.8% +4.pp
Newspaper travel section — printed or online | 11.5% Eh:na o jgi:f z;i:f :iigg
olombpia .27/0 47 5
Podcasts [ 7.6% Spain 36.5% 36.1% +0.4pp
Argentina 41.7% 42.1% -0.4pp

Future Partners The State of the International Traveler 2025



Marketing Considerations: The Role of Social Media — Planning

Over three in ten global travelers say that they use social media for planning international
trips; Instagram and YouTube lead.

Social Media Channels Used for International Leisure Trip Planning
Use of Social Media — By Market

(% who would use this for planning) (% of total aggregate who use social

. . _ . (% of Chinese international travelers
media for planning, excluding China*¥*)

who use social media for planning)

i oo istogrom - N 72.1%  couvn [ 7o
Mexico 45.5% YouTube [ 70.6% WG 68.1%
china % Facebook” N 5% °
Brazil 43.0% whatsAop [ 38.3% Xiaohongshu 58.6%
South Korea 39.0% )

, % Tikrok* | 34.7% Weibo 49.5%
Argentina 37.2% Twitter/X _ 27.6% o

_ witter )
Colombia 35.3% SN 20.7% ’ Kuais hou - 32.7%
- 20.5% acebook Messenger [ 20.7%
F— i pinterest [N 19.7% Baidu Tieba [ 29.5%

9 Tel .69 )

Italy 25.8% clegram [N 19.6% Douyin Huoshan [ 20.5%
Spain 24.6% Linkedin [ 13.4%
United Kingdom 22.3% Snapchat [l 12.7% QQ - 16.5%
Canada 21.3% Readit [l 9.4% azone [ 12.7%
Germany 20.6% Threads [Ji] 8.0% %
: % ‘ Meipai 10.09
aice 19.0% Discord [l 7.6% P . ’
Netherlands 17.6%

*At the time of fielding, Facebook was banned in Brazil and TikTok was banned in India
Future Partners The State of the International Traveler 2025 **Chinese respondents were shown a different set of social channels due to differences in available platforms



Marketing Considerations: Desired Tone for International Destination Ads

Welcoming, positive, and calm tones ranked highest among global travelers for what they
seek in an international destination ad.

Desired Tone for an International Travel Destination
Promotion
(% of Total Aggregate)

Friendly/welcoming 46.3%

Positive/joyful 42.9%

Calm/relaxing/peaceful 40.4%

Fun/playful /exciting 37.5%

Shows a variety of things to do 35.4%

Scenic/picturesque 33.8%
Informative/educational 33.5%

Inspirational/encouraging 33.4%

N
Y
o
X

Sophisticated/elegant/refined

Future Partners The State of the International Traveler 2025



Cue the Cringe—Al-Generated Imagery Doesn’t Sit Well

Situation:

Promotional photos of the destination are

Artificial Intelligence (Al) generated.

Future Partners

The State of the American Traveler livestream , April 2025

Major Red Flag

Red Flag

Neutral

Green Flag

Major Green Flag

5.4%

1.3%

31.7%
60.5%

28.7%

32.9%

Base: All respondents, 2,018 completed surveys



Green Flags Galore—Travelers Are Into Hidden Gems

Situation:

This destination is described as a hidden

gem.

Future Partners

The State of the American Traveler livestream , April 2025

Major Red Flag

Red Flag

Neutral

Green Flag

Major Green Flag

1.8%

3.7%

21.4%

51.9%

73.1%

21.2%

Base: All respondents, 2,018 completed surveys






Destination Perceptions -
Destination vs. Competitive Set

Destination Grade

(% Grading "A" as a Tourism Destination)

Destination Familiarity
(% "Slightly familiar" to "Very Familiar")

28.3% 38.2%

Los Angeles, CA
o Competitive Set

Motivation to Visit
(Top 5 Box - % Selecting "6" to "10" on a 10-Point Scale)

Los Angeles, CA

34.6%

Competitive Set

34.7%

Future Partners The State of the American Traveler Plus

Change in Destination Popularity
(% "Slightly More Popular" to "Much More Popular")

41.5%

Recent Visitors
(% that Visited the Destination in the Past Two Years)

2025 YTD Cities Los Angeles, CA

(AN)

Destination Appeal
(% "Slightly appealing" to "Extremely Appealing")

Destination Uniqueness
(% "Slightly unique" to "Very Unique")

50.8% 27.2%

*Arrows indicate how selected destination compares to the selected competitive set.

Likelihood to Visit

(Top 3 Box - % Selecting "Somewhat likely" to "Extremely likely")

Los Angeles, CA

36.7%

Competitive Set

28.6%




M e d | a Re Ca I I - 2025 YTD Cities Los Angeles, CA

(AN)

Destination vs. Competitive Set Los Angsles, CA

o Competitive Set

Advertising Recall (Past 12 Months) Earned Media Recall (Past 12 Months) Word-of-Mouth Recall (Past 12 Months)
(% Selecting "Yes" to Recalling Advertisements in 2025 YTD - Los (% Selecting "Yes" to Recalling Earned Media in 2025 YTD - Los (% Selecting "Yes" to Recalling Word-of-Mouth in 2025 YTD - Los Angeles, CA
Angeles, CA vs Competitive Set) Angeles, CA vs Competitive Set) vs Competitive Set)

16.0% 14.2% 22.0%

Annual Advertising Recall Trends Annual Earned Recall Trends Annual Word-of-Mouth Recall Trends
(% Selecting "Yes" per Year) (% Selecting "Yes" per Year) (% Selecting "Yes" per Year)
/.—\ /\ -
2022 2023 2024 2025YTD 2022 2023 2024 2025 YTD 2022 2023 2024 2025 YTD

Future Partners The State of the American Traveler Plus Base: Los Angeles, CA set, 2025 YTD respondents. 1,939 completed surveys.



Marketing Metrics

Top Travel Planning Resources
(Used in the Past 12 Months)

Articles and blogs A1.7%

Mapping site 34.8%

Online travel agency 34.5%

Review websites 34.4%

Online videos 32.7%

Most Effective Travel Planning Resources

Websites via search

. 35.0%
engine

Instagram 35.0%

Email 34.9%

Facebook 33.8%

28.4%

Articles and blogs

Future Partners The State of the American Traveler

Year Insights Explorer

Filters

2025 YTD Cities

Los Angeles, CA

&
44.4%

Used Official Tourism Office
Resources to Plan Travel

(All) Likely Visitors

@

32.7%

Watched Videos Online
to Plan Travel

(Past 12 Months) (Past 12 Months)

Top Travel Hobbies & Passions 2
(Top 2 Box - % selecting "Extremely high interest" or "High interest")

63.7% 60.8%

54.6%
. . . - -
Food and International Historical Modern Shopping
cuisine travel sites concerts

Base: Likely Visitors to Los Angeles, CA (Next 12 Months), 2025 YTD respondents. 2,614 completed surveys.






Travelers Report Improved Confidence in Their Financial Future

Question: LOOKING FORWARD - Do you feel that a year from now, you (and your household) will be better off financially, or worse off, or just about the same as now?

51.8% 51.9% 51.5%

50.4%

0,
44.4% 44.5% L

47.7%  48.1%
42.2%

% Better off or Much better off

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



Americans’ intent to make travel a budget priority in the near-term future
remains at high levels

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
2022 2023 2024 2025

61.7%1.8%

61.2%1.3%

59.5% 59.3%

58.9%

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



Projected Travel Budgets Remain Strong with Modest Recent Growth

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):

Maximum Expected Annual
Travel Spending (Mean)

$5,507

41 wave average = $4,509

T S S TR VR VR ¥ 0 0 > D DD D DD A A L A > R K S A N ©
PP PP IP PP P I I ISP PP I I TIPS ITIT T E PP P
, 0 > 5 , 5 O 5 , DD DA DA
RGN S NG S S S S S S RN SR S S S S S S S S S SR NG SR SR N 5 Ol &
S &S @’8\ SR T F P F S S S S @'& N FLEE S ST S @’§ SRR T M S 4 &R @'8\
ISR ¥ Y v"@ & L F SISO W D \}\)0?? & & & & I w® Y g
¥ oL (_?‘ O & & ¥ oL (_?Q\ o S & YL

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



Expected near-term travel appears to be holding the line with last
year’s performance.

Question: In which months do you currently have any leisure trips planned (even if only tentatively)?

50%

40%
31.5% 31.9% 32.1% 31.2%
30%
26.7% 27.5% 26.9% 26.6%
24.1% 24.2%
22.5% 22.4%
20%
10%
0%
April May June July August September

Future Partners The State of the American Traveler livestream , April 2025 Base: All respondents, 4,047 completed surveys



Excitement for travel remains at consistently high levels

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

2022 2023 2024 ” 2025
: 8.2 7

8.1 81 8.1

Mean Score on 11-point Scale

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



Over one-third consider travel spending essential

Strongly agree

8.1% 34.3%

Question:
Right now, | consider spending money on
travel to be essential.

Agree 26.2%

Neutral (neither

: 33.0%
agree nor disagree)

Disagree 20.7%

Strongly disagree 11.9%

0

SN

10% 20% 30% 40%

Future Partners (Base: All respondents, 4,122 completed surveys. Data collected April 16-22, 2025.)



Over 53% say even in a recession they consider travel a
worthwhile investment

Strongly agree

10.5% 53.2%

Question:

Even in an economic recession, I'd
consider travel to be a worthwhile
investment.

Agree 42.8%

Neutral (neither

: 28.9%
agree nor disagree)

Disagree 10.7%

Strongly disagree 7.2%

O\o-

0 10% 20% 30% 40% 50%

Future Partners (Base: All respondents, 4,122 completed surveys. Data collected April 16-22, 2025.)



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

Certain — 100% chance 7.1%

Extremely likely

52.1%

Likely 30.5%

Neither likely nor unlikely 32.8%

Statement:

Flexible work options, like remote or Unlikely
hybrid employment, will inspire people
like me to take more leisure trips.

8.8%

Extremely unlikely

Impossible — 0% chance 2.6%

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



U.S. Opportunity: The Impact of the 2026 FIFA World Cup

Just over half of international travelers surveyed would be interested in visiting the U.S.

specifically for the 2026 FIFA World Cup.

Interest in Traveling to the U.S.
2026 FIFA World Cup vs. General U.S. Travel in the Next 2 Years
(Total Aggregate)

m 2026 FIFA World Cup General U.S. Travel - Next 2 Years

41.5%
33.8%
27.0%
23.8%
19.2% 18.1%
15.2%
11.9%
- 4.9% 4.6%
Very interested Interested Neutral Uninterested  Very uninterested

Future Partners The State of the International Traveler 2025

% Interested in Traveling to the U.S. for the 2026 FIFA World

India

Brazil

China
Argentina
Mexico
Colombia
South Korea
Italy

Japan
Spain
United Kingdom
France
Australia
Germany
Netherlands
Canada

Cup - By Market
(Top 2 Box Agreement)

I 36.1%
I 75.2%
I  73.6%
I 65.7%
I ©3.6%
I ©2.3%
I 43.7%
I 46.4%
I 44.6%
I 44.2%
I 42.9%
I 41.9%

I 30.2%

I 29.9%

I 29.9%

I 27.4%




The International Travel Landscape: Most Desired International Destinations

Shopping and fun vibes drive continued interest in the U.S.

Future Partners

Top 10 Reasons Why Global Travelers Want to Visit the

U.S. in the Next Year
(Total Aggregate)

The State of the International Traveler 2025

Shopping

Theme or amusement park
General atmosphere
Relaxation/rejuvenation

Food and cuisine

Visited before and want to return
Iconic experiences

Friends or family are there
Adventure

Bucket list destination

36.2%

33.1%

32.9%

31.2%

29.4%

27.3%

26.2%

25.7%

25.4%

25.4%



“ know that what is happening at a political
level is not always representative of what
people on the ground are feeling”

Future Partners The State of the American Traveler



More Americans Now Consider the Tourism Industry to be Important to the
Vitality of their Community

_ e
26%
(o)
55%
55%
(o)
29% 52% 52%

24%

Very important

Important

Neither important nor
unimportant

Unimportant 11%

Very unimportant 7%

| don’t know 3%

2021 2022 2023

Question: In your opinion, how important is the tourism industry to the economic vitality of the community in which you live?

Future Partners  The State of the American Traveler, Destination Stewardship Edition, October 2023



Travel improves relationships

Question:
How have your leisure travel experiences impacted the

quality of your personal relationships? (Select one to Significantly improved

B 63.1%
Had no impact on _35.3%

Somewhat worsened | 0.8%

complete the sentence)

Somewhat improved
Overall, leisure travel has the quality of my P

personal relationships.

Significantly worsened ‘ 0.7%

Future Partners The State of the American Traveler, February 2024. Base: 2,033 completed surveys



Thank You! More Insights
Available

@ instagram.com/futurepartners.tourism/
q Info@futurepartners.com

o
I n Linkedin.com/company/futurepartners Livestream Calendar

Future Partners The State of the American Traveler
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Canadian Car Travel To U.S. Plunges 32% In March
As Boycott I-scalates

Weekslong lockups of European
tourists at US borders spark fears of
traveling to America

Why Are Countries Issuing Travel Advisories for the
United States?

“Trump Slump’ Hits Expedia: Shares Fall 8% Due
To Weak U.S. Travel Demand
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Full-Time Trade & Part-Time PR Representation

UNITED KINGDOM/IRELAND
Hills Balfour

Full-Time Trade &

PR Representation

NIV/A
ZalnsS

Pulse Travel Marketing
Full-Time Trade & PR Representation

o |

SANTA MONICA, CA

Sants Monica Travel & Tourism
Main Administration Office &
3 Visitor Information Centers

\ #

AUSTRALIA/NEW ZEALAND
GTI Tourism
Full-Time Trade & PR Representation »
=~ S
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o
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FRANCE
mNOrganisation
Full-Time Trade &

PR Representation
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“Where To Go
2024"

Favorite Beach
Town,
Southern California

WHEREVER

Best Family-Friendly Beach
Town
West United States

elourisms, &

Best Multichannel
Marketing Campaign

itz Forbes

Top 12 Destinations

AW AH[]S for 2025

Destination Marketing Website \ “ % y

TRAVEL:-

A o5 P
Ry,
= > -

North America’s Leading
Beach Destination

LEISURE

Top 50 Places to Travel
in 2025

North America’s Leading
Tourist Board

L L
hsmai
Adrian Award trlp

SMTT Brand Refresh
Best of Best Beaches, #18
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SANTAMONI|®/N

1875-2025 Celebrating 150 Years
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Santa Monica 150th

Celebration FIFA World Cup

o July 2025 — July 2026 * June 11 = July 19, 2026
Route 66 Centennial Superbowl LXI

e July 2026 - July 2027 * February 2027
USA 250th Anniversary 2028 Summer Olympic

« July 4, 2026 Games

. July 21 - August 6, 2028

NBA All Star Game
* February 13 — 15, 2026 2028 Summer Paralympic

Games
US Women’'s Open * August 22 — September
Championship 3, 2028

e June 4 — June 7, 2026
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“TRAVEL is fatal to prejudice,

bigotry, and narrow-mindedness, and
many of our people need it sorely on
these accounts. Broad, wholesome,
charitable views of men and things
cannot be acquired by vegetating in one
ittle corner of the earth all one's lifetime.”
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A DECADE OF OPPORTUNITY

FIFA WORLD CUP AMERICA 250 SUMMER OLYMPICS WINTER OLYMPICS

40 MILLION International Visitors
$100 BILLION in Traveler Spending

U.S. TRAVEL

2
2 2
QL
Cz




h;fj
A1

sanTta monica

City of
% Sant.q
Monica

n
O
<
]
o
I_
L]
\'d
ad
<
2

-
O
™M

vones THANK YOU

TRAVEL & TOURISM Please join us on the beach for a reception




