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A SUrvey Conducted by IPSOS

7 i e

Data analyzed reveals American vacation
habits and trends:

- Confidence levels toward taking summer and annual vacations

« How much Americans plan to spend on summer vacation

- Changes to average trip length and average nightly spend

- Americans' plans for large-scale ticketed events

- Emerging travel trends led by American travelers

“ ©2025 AIGA Service Co., Inc. 3
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Americans’ Anticipated Summer Spend
Reaches Record-Breaking High

ﬁ ¥ i : Survey Methodology .

~ |« Survey conducted April 14 to 15, 2025 Americans to Spend

| - Sampleincluded 2,005 Americans $226.6 Billion

On Vacations this Summer

—— aged 18+
- For the purposes of this survey,
a vacation is defined as a leisure Average Spend

trip of at least one week to a place $2 867
)

that is 100 miles or more from home d
Per vacationing household

! .
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Americans’ Total Vacation Spend "

Summer vacation spending is expected to reach record-breaking levels in 2025

Amounts in Billions of Dollars

Americans’ total vacation
spend forecast to top
$226.6 Billion

This year’s spending record
continues a six-year climb,
with annual estimates more

$100.4 $101.7

than doubling since 2019’s
$101.7 Billion

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025
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Average Vacation Spend e

Despite economic concerns, Americans are prioritizing vacations more than ever before

Amounts in Dollars per Household sag30 S2843

Average intended outlay
on vacation travel is
$2,867 per US household

The amount spent in 2025
on 1 and 2-night trips has
grown significantly from

years prior

$1,978 ¢4 936

O—@

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025
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Spending More for Shorter Stays ™

Micro-cations — a leisure trip more than 100 miles
from home for 4 or fewer nights — are back

Anticipated Spend
Based on Trip Length

On average, Americans
plan to spend

4.2

nights away

m 2025 m2024

15%

of Americans who make more
than $100K a year will take at
least 3 trips away this summer

On average, one-night splurges are
the costliest (5700 per night) while
the best value is found at the
1-week mark ($396 per night)

1 night 2 nights 3 nights 4 nights 5 nights 6 nights 7 nights
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Summer Vacation Confidence Trends

70%

68%

of men consistently demonstrate
more certainty about taking summer
vacations compared to women (59%)

57%

74%

of individuals who have kids
at home feel confident they will
go on a summer vacation this year

18'34 year-olds

are now holding the lead with 70%
stating they are confident they will take
a summer vacation

55+

©2025 AIGA Service Co., Inc. 10
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Americans are making use of their miles this year
by adding leisure time to a business trip

52%

S - of younger travelers (under 35) are taking
: :' advantage of “bleisure”

ASANN

Men (40%) are more likely to tack on a vacation
to their business trips than women (26%)
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Gen Z andMlllennlals
Lead Summer Travel
Young Americans (under 55) yearn for vacation,
4 and they are committed to travelling more
for wellness/self care
46% ‘

of 18-34 year-olds say they plan to add
solo travel experience(s) to their travel plans this year

| e Younger groups are significantly more likely
. _-{; to have vacationed in the last 3 months, especially those
: aged 18-34 (29%), as are those with kids living at home (31%)
%
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47%

of 18-34 year-olds say their travel plans are
influenced by social media

- s
From Screen to the Scene

42%

of Americans under the age of 35 say their

travel plans are influenced by recent TV
shows and/or movies

In 2025, men’s travel plans were more
likely than women’s to be influenced
by social media content and recent
TV shows or movies

©2025 AIGA Service Co., Inc.
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the charge on booking luxury travel

31%

of Americans are investing in luxury travel
experiences, up 4% from 2024

41+

of Americans demonstrate a preference
for sustainable travel options and suppliers

Younger travelers (under 35) are leading

©2025 AIGA Service Co., Inc.
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Fandom on the Move
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Concerts, festivals and sporting events lead the charge in ticketed experiences

63%
of Americans are likely to
attend at least 1 ticketed

concert or event

29%

Americans plan to travel to
a destination for a major pop
culture event

43%
Plan to attend a ticketed
sporting event this year

©2025 AIGA Service Co., Inc. 15
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Vacation Confidence Holds Strong ™"

CONFIDENCE
Americans of all ages share importance of an annual vacation remains high

INDEX

Confidence in Taking

6 . (63%) an Annual Vacation cost con o H
in 10 0 ®

@ Confident O @
Americans are optimistic @ Not Confident
about embarking on a summer
vacation, maintaining a steady
growth of one point each year
since 2022, despite current economic
challenges

75%

of Americans consider an g
annual vacation important 26%

O
? 30%

2018 2019 2020 2021 2022 2023 2024 2025
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Time Since Last Vacation
Number of Americans who have traveled in last year reaches new all-time high
Vacation Frequency e

63%
@ In the Last Year 62% M

@® More Than a Year Ago

66%

of Americans have taken
a vacation within the last year,

51%
up 9% from 2022
@
@—
Significantly more Americans (25%) 47%
have taken a vacation in the past
3 months this year compared 37%
to last year O
34%
2018 2019 2021 2022 2023 2024 2025
©2025 AIGA Service Co., Inc.
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Affordability Plays Key Role Anmul
In Vacation Decisions

Americans don’t want to...
69%

Soend the mone . of Americans cited they either don't
g Y 69% want to or can't afford the vacation
expense —a 7% increase from 2024

Take time off from work ‘ 12%

715%

of Americans under the age of 55 cited

Because planning a
vacation is stressful
and time consuming

financial limitations as the main reason for
their hesitation to spend on vacations

33%

of Americans over the age of 55 are less

21% impacted by finances, noting their reason

for not taking a vacation had to do with
“some other reason”

Take the time due
to another personal
obligation outside of work

4 points

Not confident for 10 points
another reason

©2025 AIGA Service Co., Inc. 19
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Prioritizing Travel Over Finances

Justi-Vacationers are justifying trips despite financial constraints—because vacations matter

Anticipated % of Americans Who 44%
Value Vacation Importance but Aren’t 5 1%
Confident They’ll Take One of Americans flagged that they

can’t really afford a vacation
this year, however

28%

24% 24% 39(y
21% 22% 21% 21% 0 shared that the 0a re likel
18% 19% 19% 20% 19% 19% y y
? 17% to travel regardless
15%
72%
of Americans say they are in desperate
need of a vacation

2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024 2025
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the % of Americans who P
think a vacation is important but
aren’t confident they’ll take one
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to Shape Modern Travel

Sharing Economy includes services such as Airbnb, VRBO, Uber, and Lyft

To What Extent Do You Trust How Likely are You to Use
“Sharing Economy” Services? a “Sharing Economy” Service?

% Trustworthy % Likely 78%

4 points 'f‘ .
oo | 5 | o | 7 of younger demographics

(18-34) exhibit the highest

2024 65% | 202 >3% likelihood of using sharing

2023 [ 539, 2023 | 6% economy services

2022 | 60% 2022 (N 46%

2021 | 54% 2021 | 42Y% IS T SlEiin g @Eemy;
services is notably higher

2019 | 56% 2019 (N 41% among younger adults aged

18-54, ranging from
71-78%

2018 (NN, 62% 2013 |, 47 %
2017 |, 65% 2017 . 50%

2016 —48% 2016 — 36%
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: 1. Vacation Prioritization: Americans prioritizing vacations is at all time high.

63% express confidence in taking a summer vacation

2. Record-Breaking Spending: Americans projected to spend a record-breaking
$226.6 billion on summer vacations, a 2.26% increase from the previous year

. Escaping Reality: 72% of Americans crave vacations, however 51% say they can’t

afford one

. Shorter trips are most common: Almost three quarters (73%) will take
a micro-cation of 4 nights or less this year, and one-to-two-night trips
are most common (34%). Travelers are inclined towards costlier one-night splurges

at $700 and two-night stays at $530 per night

. Sharing Economy Surge: With trust in sharing-economy services solidifying,
57% of Americans are expected to use these services this summer, up from

53% last year, marking a significant upward trend

P~ B
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