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Recession sentiment:

UJhy the USA ? Over half still consider leisure How they see US?
« Largest inbound market ins¢and OSW 3trovelbto_ be high pI’IO]EItly, t.)tL;]tch'r.] W ived as friendl
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2nd on the bucket list money. (comfort & familiarity),
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volume ,
Fres inernat What they seek
How they travel? Nice to have: o To relax, unwind, and decompress
o 77% travel between May - Oct sp:r:a;a"l'lte'f;/:ﬁ:;?negnts : E?ﬁi:‘ S;kalfs and nature
o Trip planning peaks Feb - Mar Sl el . Lokesiae ’
° Stay between 2-6 nights . o Unique/fun activities or experiences
o Many travel as couples o Learning new things
o 70% between 18 and 55 years old o Cultural attractions

@ Many are ‘All-in-enthusiasts’, take most types of travel, everything is important when deciding for a destination, go on
vacation for all reasons. If you have it: promote it.

Opportunities not yet taken: Key Messages: \NA Rising trends
All-Inclusive-Travel v Camping, glamping, and unique stays

“ ” Sustainable travel
. US currency accepted : . . .
Convenience has never been more p - y p N Bleisure (business & leisure combined)
. ) ) "o Avoid the crowds
important. "Not having to plan" is a

big competitive advantage. “Lessen_ your footprint” . 8 rISfIng Segrr?e:t chml!?/ Zugoll’f'.

9 P g “Your friendly backyard neighbours” CWET, Shorter, Tamily & muttigen
Show value for money: trips, close to _home, safety, cost
- offer points, free upgrades or perks & climate are important

for return travel or referrals
- offer unique value amenities/services

You can partner with other local
businesses to offer curated
experiences and meals.
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