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METHODOLOGY

• Online survey of international travelers in 
15 top feeder markets to the United States

• 800+ surveys per market; 12,000 total 
surveys collected

• Examines sentiment, media consumption, 
perceptions, travel desires and behaviors, 
as well as the brand performance of over 
65 destinations

• Conducted since 2014. 2023 survey fielded 
January 26th – February 7th, 2023
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WHAT ARE GLOBAL TRAVELERS PREDICTING?

Q. Thinking about how 2023 will evolve, how likely do you think each of the following will 
be? (Please use the scale below to give us your best guess for each?
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32.2% 

30.0% 

27.2% 

27.1% 

22.9% 

21.5% 

20.2% 

19.6% 

0% 10% 20% 30% 40%

Price gouging will become more common in the travel industry

COVID will be largely a thing of the past

I'll be more proactive in reducing the impact of my travel on the
environment

Artificial intelligence will begin to replace travel agents/advisors

Labor shortages will be a problem for the travel industry

Travel agents/advisors will be used more by travelers

Travel will become generally more frustrating (e.g., over-crowding,
air travel breakdowns, poor customer service, etc.)

The war between Ukraine and Russia will expand into other countries

Travelers will sour on the use of home rental services like Airbnb,
VRBO, etc.

The appeal and use of social media "travel influencers" will decline
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NUMBER OF TRIPS
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Q. How many of these leisure trips included travel outside your country? (Average)
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LIKELIHOOD TO TRAVEL INTERNATIONALLY THIS YEAR
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Very likely Likely Somewhat likely Not likely Not at all likely

81%

Q. How likely are you to travel for leisure to any foreign countries outside your country in the NEXT 12 MONTHS?
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TRAVEL VOLUME & SPENDING EXPECTATIONS
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I expect to take more international trips I expect to spend more on international leisure travel

Global Travel Sentiment: 2014—2023 

Q. In the next 12 months, do you expect to take more, fewer or the same number of INTERNATIONAL LEISURE TRIPS than you did in the most recent 12 month period?
Q. In the next 12 months, do you expect to spend more, less or the same on INTERNATIONAL LEISURE TRAVEL than you did in the most recent 12 month period? 



INTERNATIONAL TRIP VOLUME BY MARKET 2014-2023
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Q. In the next 12 months, do you expect to take more, fewer or the same number of INTERNATIONAL LEISURE TRIPS than you 
did in the most recent 12 month period?



INTERNATIONAL TRIP SPENDING BY MARKET 2014-2023
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Q. In the next 12 months, do you expect to spend more, less or the same on INTERNATIONAL LEISURE TRAVEL than you did in 
the most recent 12 month period? 
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DAYS COMMITTED FOR INTERNATIONAL TRAVEL

Q. How many days in the NEXT TWELVE (12) MONTHS will you realistically have available for international leisure travel?
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46.3% 45.9%
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INTERNATIONAL TRAVEL AS A BUDGET PRIORITY

Q. Thinking carefully about how you expect to spend your income in the NEXT 12 MONTHS, please use the scale below to describe your spending priorities in the next year. (Select one)International leisure travel will be
Top 2 Box Responses: “extremely high priority” or “high priority”
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MAXIMUM BUDGET FOR INTERNATIONAL LEISURE TRAVEL
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Q. How much in total is the maximum you would be likely to spend on international leisure travel (including airfare, 
accommodations and all other trip related spending) during the NEXT TWELVE (12) MONTHS? (Average)
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GLOBAL REGIONS OF TRAVEL INTEREST
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Q. Which regions (outside your home country) are you likely to visit in the NEXT TWELVE (12) MONTHS?]





43.4% 
have seen tourism 

promotions for 

the USA recently.

USA IN THE TOURISM CONSCIOUSNESS
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75.5%

55.8%
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INTEREST IN VISITING THE USA SOON

Q. How interested are you in visiting the United States of America in the next TWO YEARS? 
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Overall Likelihood of Visiting the USA in Next Two Years
(All Countries)

2018 2019 2020 2021 2022 2023
% CHNG 

2022-2023

Top 2 Box Score 45.9% 44.1% 44.2% 47.2% 51.0% 49.2% -3.5%

Will certainly visit 22.4% 21.6% 21.4% 22.3% 23.9% 22.4% -6.3%

Very likely 23.5% 22.5% 22.8% 24.8% 27.0% 26.8% -0.7%

Somewhat likely 26.2% 25.2% 27.4% 25.7% 24.0% 26.2% 9.2%

Somewhat unlikely 13.8% 14.6% 14.4% 12.7% 11.5% 12.4% 7.8%

Very unlikely 8.3% 8.6% 8.1% 7.3% 6.6% 6.8% 3.0%

Will not visit 5.7% 7.5% 5.9% 7.2% 6.9% 5.4% -21.7%

LIKELIHOOD TO VISIT THE USA

Q. How likely are you to travel for leisure to the United States of America in the next TWO YEARS?
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LIKELIHOOD TO VISIT THE USA

Likely to Visit the USA – by Market
(% “very likely” or “certain” to visit the USA in next 2 years 

2018 2019 2020 2021 2022 2023
% CHNG 

2022-2023

India 76.4% 74.1% 71.3% 81.5% 82.4% 83.9% 1.8%

Brazil 65.4% 66.1% 68.2% 78.8% 82.0% 76.9% -6.2%

Mexico 69.2% 70.0% 63.0% 71.3% 75.0% 76.1% 1.5%

Canada 57.6% 54.3% 56.9% 47.6% 60.8% 63.1% 3.8%

China 68.9% 58.6% 54.5% 48.1% 63.9% 54.9% -14.1%

Colombia - - - - 56.6% 53.9% -4.8%

Argentina 31.3% 31.4% 34.6% 57.5% 55.5% 50.8% -8.5%

Germany 44.4% 38.1% 36.8% 39.5% 43.5% 43.4% -0.2%

United Kingdom 38.7% 38.4% 41.9% 32.8% 46.5% 40.1% -13.8%

Italy 39.1% 37.6% 35.6% 44.1% 49.6% 38.1% -23.2%

France 30.6% 28.9% 29.8% 32.4% 41.1% 35.3% -14.1%

Japan 26.8% 33.7% 29.5% 31.6% 28.9% 33.3% 15.2%

South Korea 34.0% 32.0% 33.9% 39.0% 38.3% 32.8% -14.4%

Australia 37.3% 34.2% 34.3% 32.0% 18.0% 32.6% 81.1%

Netherlands 21.4% 18.3% 26.2% 24.1% 22.5% 23.5% 4.4%

Q. How likely are you to travel for leisure to the United States of America in the next TWO YEARS? (Top 2 Box = “very likely” or “certain”)
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DRIVERS OF TRAVEL AMONG THOSE MOST INTERESTED IN THE USA
39.8% 

32.1% 

31.1% 

30.6% 

30.0% 

29.9% 

28.0% 

27.7% 

27.1% 

25.6% 

25.3% 

24.0% 

23.1% 

22.4% 

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

Food & cuisine

Relaxation/rejuvenation

Shopping

Arts & culture

General atmosphere

Adventure

Visited before and want to return

History

Beaches or water sports

Bucket list destination

Connecting with nature

Friends or family are there

Theme or amusement park

Iconic experiences

Q. Question: You said you would like to visit in the next year. Which of the following are reasons you want to visit in the next year? (Select all that apply)
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DETERRENTS TO VISITING THE USA

26.2% 

21.2% 

20.1% 

16.5% 

15.8% 

15.7% 

15.2% 

14.8% 

13.4% 

12.7% 

0% 10% 20% 30% 40%

The cost of airfare to the United States is too expensive

The U.S. is generally too expensive/currency exchange rate is unfavorable

Concerns about gun violence in the United States

Visa wait times

Application/Visa process is too cumbersome

I don’t have enough holiday time

Concerns about my personal safety in the United States

The United States is too far away

Application/Visa process is too expensive

Concerns about racial injustice/racism

Q. Which best describe your current reasons for not visiting the United States more frequently? (Select all that apply)
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Q. Which best describe your current reasons for not visiting the United States more frequently? (Select all that apply)

DETERRENTS TO VISITING THE USA – ALL RESPONSES

26.2%
21.2%

20.1%
16.5%

15.8%
15.7%
15.2%
14.8%

13.4%
12.7%
12.6%
12.6%

11.3%
10.3%
10.2%
9.9%
9.7%
9.3%

8.6%
7.9%
7.8%

7.2%
7.0%
6.6%
6.5%
6.3%

0% 10% 20% 30% 40%

The cost of airfare to the United States is too expensive
The United States is generally too expensive/currency exchange rate is unfavorable

Concerns about gun violence in the United States
Visa wait times

Application/Visa process is too cumbersome
I don’t have enough holiday time

Concerns about my personal safety in the United States
The United States is too far away

Application/Visa process is too expensive
Concerns about racial injustice/racism

Better destinations exist
Concerns about social unrest

I’ve been there before and have more interest in other destinations
Requirement to be fully vaccinated against COVID-19

I am uncomfortable with the United States’ national politics
The United States is too difficult to travel to

Negative media coverage of the U.S.
The people I travel with prefer other destinations

I just don’t think about the United States as a place to travel to –it’s not on my radar
The United States does not fit the travel experiences I am seeking

Personal health concerns
Too many natural disasters (flooding, wildfires, drought)

Not enough people who speak my native language
There is no direct airline service to the places I want to visit in the United States

Traveling such a far distance is bad for the environment
I don't feel welcome in the United States
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Q. In the next 12 months, do you expect to take more, fewer or the same number of INTERNATIONAL LEISURE TRIPS than you did in the most recent 12 month period?
Q. In the next 12 months, do you expect to spend more, less or the same on INTERNATIONAL LEISURE TRAVEL than you did in the most recent 12 month period? 

TOP 15 DETERRENTS TO VISITING THE USA 2018-2023
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Q. How concerned would you be about your personal safety if traveling in the United States?

SAFETY CONCERNS WHILE VISITING THE USA
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Q. How concerned would you be about your personal safety if traveling in the United States?

SAFETY CONCERNS WHILE VISITING THE USA - DETAIL

6.4%

2.5%

8.9%

3.8% 3.2%
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0 - Not at all concerned 5 – Moderate concern 10 – Extremely high concern



PROJECT 
OVERVIEW

PERCEPTIONS OF AMERICA’S CITIES

71.7% 

58.4% 

54.7% 

48.2% 

36.1% 

28.6% 

0% 20% 40% 60% 80%

Too expensive

Struggling with issues of homelessness

Too crowded

Dangerous

Dirty

Less interesting than other U.S. destinations

Q. True or false? Select the response that best describes your feelings about major U.S. cities (like San Francisco, Los Angeles, Chicago, Orlando, Dallas, New York City)
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Question: Do you recall seeing negative media coverage about major U.S. cities?

RECALLED NEGATIVE MEDIA COVERAGE ABOUT MAJOR US CITIES

50.5%49.9%48.5%
45.3%43.9%

38.6%37.6%
34.8%33.4%32.1%

28.3%26.5%25.9%25.6%23.6%

0%

20%

40%

60%

Total Average

36.3%



PLEASE DESCRIBE WHY YOU MOST WANT 
TO VISIT THE UNITED STATES OF AMERICA:



What Was Your Favorite or Most Memorable Part of 
Visiting The United States?

“I loved that there were places I 
can go to really feel the 

culture! It’s important to me to 
be with the locals and see how 

they live.”

“My most memorable part of 
visiting the USA was that food. 

It is very delicious.”

“The wide open natural 
landscape contrasting with the 

vibrancy of cities.”

“The shopping experience seems 
a lot more fun in the US and way 

cheaper due to currency compared 
to Canada. I also enjoyed dining in 

the states because there was so 
much variety and better portions 

compared to my country!”

“Many beautiful, poetic 
landscapes and many mysteries 

are waiting for visitors to 
discover!”

“It's the most popular country in the 
world and majority of what I see on tv 

takes part there, so it was so 
nostalgic to finally experience it in 

person.”



65.6%
Say their perception of the US has 

improved since their most recent visit 

within the last 2 years

CHANGE IN PERCEPTION OF THE USA 
SINCE LAST VISIT

6.6%
Say their perception of the US has 

declined since their most recent visit 

(Canada, Australia, Columbia, the UK 

show the biggest declines in perception)
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75.3% 

70.6% 

70.0% 

63.9% 

56.3% 

55.4% 

51.5% 

50.5% 

39.1% 

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

Trip Cost

Convenience of planning

Ease of obtaining a visa

Welcoming environment to people of diverse identities

Cultural diversity in the local population of the country

Cultural diversity in the tourists that visit the country

Sustainability and carbon footprint

COVID Vaccination requirement

Trendy—being a “hot” place to go at the moment

Question: How important is each of the following factors when booking international travel?

IMPORTANT FACTORS IN BOOKING INTERNATIONAL TRAVEL
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Question: How important is each of the following factors when booking international travel?

IMPORTANT FACTORS IN BOOKING INT. TRAVEL TOP 3
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WHAT DRIVES THE DESIRE TO TRAVEL?

54.4% 
48.6% 
48.4% 

47.2% 
45.8% 

40.2% 
38.2% 

37.3% 
34.5% 

32.3% 
30.0% 

27.4% 
24.5% 

23.3% 

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

For rest and relaxation
Explore new things

Take a break from everyday life
Experience other cultures

Treat myself
Live life to its fullest

Spend more quality time with my family
Try/learn new things

Be outdoors and experience nature
Feel alive and energetic

Seek adventure
Gain knowledge of history

Connect with my significant other
Indulge my passion for food and cuisine

Q. Why do you travel?





PROJECT 
OVERVIEW

TOP PASSIONS AMONG THOSE MOST INTERESTED IN THE USA

67.0%

55.5%

53.2%

43.0%

38.2%

36.9%

34.2%

33.9%

33.6%

33.4%

0% 20% 40% 60% 80%

Food and cuisine

Visiting historical sites and attractions

Shopping

Enjoying theme or amusement parks

Musical concerts (pop, rock, hip hop, etc.)

Fitness, health and wellness (exercise, spas, yoga, etc.)

Photography

Hiking (day hikes)

Fashion

Wine

Q. Tell us about your hobbies and passions. Which of these do you have extremely high interest in?



FEATURES OF U.S. TRIP

12.6

12.9

4.0

Weeks to 
Plan U.S. Trip

Ideal Number 
of Trip Days

Number of 
Destinations

TOP 3 LODGING CHOICES

49.3%

29.2%

20.1%

Full-service hotel (4-
star or 3-star)

Mid-priced hotel (2-
star)

Vacation home or
apartment (short-term

rental)

TRAVELING COMPANIONS

70.6%

22.1%

15.5%

Traveling with Spouse

Traveling with
Children under 12

Traveling with
Children 12-17

MOST IMPORTANT 
INFO NEEDED

28.1%

27.3%

21.1%

21.0%

20.3%

20.2%

72.9%

Hotels and lodging

Restaurants & food

Safety

Beahes

Shopping

National Parks

Comfortable on
Independently

Planning





PROJECT 
OVERVIEW

SOURCES OF DESTINATION INSPIRATION

47.2% 

44.2% 

32.3% 

29.4% 

26.0% 

21.8% 

15.7% 

13.1% 

8.9% 

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

Opinions of friends and relatives — in-person and/or 
through direct contact (email, text, etc)

Online Media— Travel content found on the Internet 
(includes articles, reviews, blogs, podcasts, video, etc.)

Opinions and/or experiences of digital influencers

Opinions of friends and relatives — via social media 
websites

Online VIDEO travel content (Video only)

Travel agencies or tour operators

Offline Media—TV, printed newspapers, magazines, etc.

Television

Movies

Q. Please think specifically about how you get your inspiration for the destinations you want to visit internationally. 
Which would you typically use to find destination ideas and inspiration? (Select all that apply)



TRIP PLANNING RESOURCES

Use of Digital Travel Planning Resources (Overall—all countries)
(% likely to use for international travel planning) 

Use of Traditional (Offline) Travel Planning Resources (Overall—all countries)
(% likely to use for international travel planning) 

Online search engines (Google, Bing, Yahoo, etc.) 56.8%

Online travel agencies (Expedia, Travelocity, etc.) 45.2%

Official visitor's bureau website 33.5%

Tour agent or tour operator websites 26.3%

Online travel reviews, blogs, itineraries or 
opinions from other travelers

26.0%

Online mapping website 25.5%

Social media (Facebook, Twitter, Pinterest, etc.) 24.2%

Online video travel content 18.3%

Official visitor's bureau social media content 17.3%

Home-sharing or Vacation Rental Websites (AirBnB, etc.) 15.2%

Travel-related apps 14.9%

Travel or lifestyle magazine websites (online content) 14.4%

Digital influencers 10.2%

Travel-related e-mail newsletters 8.7%

Newspaper travel section (online content) 8.7%

Podcasts 4.0%

Opinions of friends, colleagues, or relatives 46.8%

Travel agent - offline (traditional or store front) 35.0%

Travel related TV programming 28.9%

Commercial guidebook 27.2%

Travel or lifestyle magazine 22.9%

Official visitor information center 20.0%

Newspaper travel section 16.1%

Travel related radio programming 10.0%

Q. If you were planning an international leisure trip, which of the following OFFLINE RESOURCES would you likely use to plan your trip? (Select all that apply)
Q. If you were planning an international leisure trip, which of the following DIGITAL RESOURCES would you likely use to plan your trip? (Select all that apply)



PROJECT 
OVERVIEW

SOCIAL MEDIA RESOURCES

70.0% 
69.5% 

66.1% 
40.0% 

34.8% 
21.7% 

16.2% 
14.0% 

12.3% 
10.6% 

9.4% 
7.1% 

5.0% 
0.6% 

0% 20% 40% 60% 80%

Instagram
Youtube

Facebook
TikTok
Twitter

Pinterest
Snapchat
WeChat

Reddit
Weibo
Quora
Tumblr
BeReal

None of the above

Q. You said you would use social media to plan an international leisure trip. Which social channels are you most likely to use for this?



PROJECT 
OVERVIEW

USE OF DMO CONTENT FOR TRAVEL PLANNING
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DMO Website DMO Social Media

Q. If you were planning an international leisure trip, which of the following DIGITAL RESOURCES would you likely use to plan your trip? (Select all that apply)





The American South as a 
Global Tourism Destination

Q. Given what you currently know and feel about these destinations, please use the scale below to state how appealing each is to you as a place to visit on a vacation?
Q. How familiar are you with the attractions and things to see and do in each destination? 
Q. In the PAST (12) MONTHS, do you recall seeing any travel advertisements, promotions or travel media coverage for any of these cities? (Select all you specifically recall seeing)Please 
include all types of advertising, promotion and media coverage: Online, magazines, television, radio, billboards, travel agency promotions or brochures, travel news stories, etc
Q. Which of these destinations are you likely to visit in the NEXT FIVE (5) YEARS? (Select all that apply)

Likely to Visit in Next 5 Years: 56%

Familiar: 55%

Appealing: 66%

Paid/Earned Recall: 48%



Destination Familiarity
Question: How familiar are you with the attractions and things to see and do in each destination?  

TOP 3 BOX 
SCORE*

All Travel South Destinations 76.8%

New York City, New York 74.9%

San Francisco, California 73.2%

Los Angeles, California 74.7%

Las Vegas, Nevada 65.7%

Hawaii (anywhere in the state) 66.0%

Miami, Florida 66.2%

Washington, DC 63.7%

Niagara Falls, New York 62.7%

Orlando, Florida 61.5%

Anaheim/Disneyland, California 58.9%

Seattle, Washington 58.4%

San Diego, California 59.3%

Boston, Massachusetts 55.8%

Chicago, Illinois 55.4%

Houston, Texas 51.2%

Arizona 51.8%

Napa Valley, California 53.6%

Alaska 51.3%

TOP 3 BOX 
SCORE*

Portland, Oregon 46.8%

Sonoma County, California 45.6%

Minneapolis-St. Paul, Minnesota 43.0%

Lake Tahoe area 46.2%

Anchorage, Alaska 46.3%

Mississippi 45.6%

St. Petersburg/Clearwater, Florida 45.7%

Nashville, Tennessee 43.6%

Michigan 41.3%

Rural Nevada 44.5%

Pittsburgh, Pennsylvania 44.3%

Baltimore, Maryland 43.3%

Georgia 42.9%

North Carolina 44.5%

Virginia 43.1%

South Carolina 43.8%

Montana 40.7%

Memphis, Tennessee 43.6%

TOP 3 BOX 
SCORE*

Palm Springs, California 50.6%

Phoenix, Arizona 53.5%

New Orleans, Louisiana 48.1%

Texas (anywhere else in the state) 48.9%

Philadelphia, Pennsylvania 51.9%

Dallas/Fort Worth, Texas 47.0%

Salt Lake City, Utah 50.9%

Santa Barbara County, California 50.5%

Orange County, California 48.8%

Puerto Rico 46.2%

Reno, Nevada 48.3%

Atlantic City, New Jersey 47.6%

Austin, Texas 46.0%

Atlanta, Georgia 47.7%

Denver, Colorado 46.0%

Monterey County, California 45.5%

Colorado (areas in the state outside 
Denver)

43.9%

Newport Beach, California 47.0%

San Antonio, Texas 45.5%

Utah (anywhere else in the state) 48.2%

TOP 3 BOX 
SCORE*

Kentucky 42.6%

St. Louis, Missouri 42.1%

Louisiana 39.8%

Rapid City, Mt. Rushmore, 
Badlands area

37.6%

West Virginia 40.7%

Charlotte, North Carolina 40.7%

Wyoming 37.6%

Alabama 41.0%

Savannah, Georgia 41.1%

Tennessee 42.7%

Missouri 39.1%

North Dakota 37.6%

Raleigh, North Carolina 39.4%

Arkansas 37.0%

Asheville, North Carolina 39.6%

South Dakota 37.7%

Lafayette, Louisiana 36.7%

Little Rock, Arkansas 39.7%

Birmingham, Alabama 37.6%

Mobile, Alabama 37.0%



TOP 3 BOX 
SCORE*

All Travel South Destinations 86.2%

New York City, New York 80.0%

San Francisco, California 75.4%

Los Angeles, California 75.3%

Hawaii 73.8%

Miami, Florida 73.8%

Washington, DC 73.4%

Niagara Falls, New York 70.9%

Orlando, Florida 66.9%

Las Vegas, Nevada 66.9%

Boston, Massachusetts 65.9%

San Diego, California 62.5%

Philadelphia, Pennsylvania 61.8%

Chicago, Illinois 61.6%

Seattle, Washington 61.1%

Anaheim/Disneyland, 
California

61.1%

Napa Valley, California 57.1%

Houston, Texas 56.3%

Destination Appeal
Question: Given what you currently know and feel about these destinations, please use the scale below to state how appealing 
each is to you as a place to visit on a vacation.

TOP 3 BOX 
SCORE*

Colorado (outside Denver) 50.4%

Anchorage, Alaska 50.0%

San Antonio, Texas 49.9%

Memphis, Tennessee 49.7%

Sonoma County, California 48.5%

Portland, Oregon 48.3%

Reno, Nevada 48.3%

Monterey County, California 48.0%

Utah 47.8%

St. Louis, Missouri 47.0%

South Carolina 46.9%

North Carolina 46.8%

Virginia 46.8%

Baltimore, Maryland 46.4%

Minneapolis-St. Paul, Minnesota 46.1%

Tennessee 46.1%

Georgia 45.8%

Pittsburgh, Pennsylvania 45.8%

Montana 45.7%

TOP 3 BOX 
SCORE*

Alaska 56.1%

Atlantic City, New Jersey 55.8%

New Orleans, Louisiana 55.6%

Phoenix, Arizona 55.2%

Palm Springs, California 54.5%

Puerto Rico 54.1%

Texas 53.5%

Arizona 53.3%

Nashville, Tennessee 52.4%

Santa Barbara County, California 52.3%

Denver, Colorado 52.3%

Atlanta, Georgia 52.0%

Dallas/Fort Worth, Texas 52.0%

Newport Beach, California 51.7%

Salt Lake City, Utah 51.5%

Orange County, California 51.1%

Mississippi 50.8%

Austin, Texas 50.7%

St. Petersburg/Clearwater, Florida 50.4%

Lake Tahoe area 50.4%

TOP 3 BOX 
SCORE*

Kentucky 45.5%

Louisiana 45.3%

Savannah, Georgia 45.1%

Rural Nevada 45.0%

Charlotte, North Carolina 44.9%

Michigan 44.8%

West Virginia 44.2%

Alabama 43.9%

Little Rock, Arkansas 43.7%

Rapid City, Mt. Rushmore 43.0%

Missouri 42.8%

Asheville, North Carolina 42.3%

Raleigh, North Carolina 41.9%

Lafayette, Louisiana 41.5%

Wyoming 40.8%

South Dakota 40.7%

Arkansas 40.6%

Birmingham, Alabama 40.5%

North Dakota 40.5%

Mobile, Alabama 39.9%



LIKELY TO 
VISIT (NEXT 5 

YEARS)

New York City, New York 60.9%

All Travel South Destinations 55.5%

Los Angeles, California 47.6%

Miami, Florida 42.0%

San Francisco, California 41.9%

Washington, DC 39.3%

Chicago, Illinois 33.2%

Hawaii 32.5%

Orlando, Florida 32.5%

Las Vegas, Nevada 26.3%

Niagara Falls, New York 24.8%

Boston, Massachusetts 24.0%

Houston, Texas 23.2%

San Diego, California 22.6%

New Orleans, Louisiana 22.6%

Denver, Colorado 19.5%

Dallas/Fort Worth, Texas 19.2%

Texas 18.8%

Philadelphia, Pennsylvania 17.6%

Likely to Visit
Question: Which of these destinations are you likely to visit within the next five years?

LIKELY TO 
VISIT (NEXT 5 

YEARS)

Sonoma County, California 10.7%

Memphis, Tennessee 10.6%

Salt Lake City, Utah 9.9%

North Carolina 9.3%

Montana 9.1%

North Dakota 9.0%

Palm Springs, California 8.9%

Georgia 8.9%

South Dakota 8.8%

Kentucky 8.5%

Virginia 8.3%

Missouri 8.3%

St. Petersburg/Clearwater, Florida 8.1%

Lake Tahoe area 8.1%

Arkansas 8.0%

Savannah, Georgia 8.0%

Reno, Nevada 7.9%

LIKELY TO 
VISIT (NEXT 5 

YEARS)

Austin, Texas 17.6%

San Antonio, Texas 16.5%

Seattle, Washington 16.3%

Anaheim/Disneyland, California 15.6%

Napa Valley, California 15.4%

Atlantic City, New Jersey 14.2%

Santa Barbara County, California 13.6%

Puerto Rico 13.5%

St. Louis, Missouri 13.4%

Phoenix, Arizona 12.9%

Colorado (outside Denver) 12.9%

Rapid City, Mt. Rushmore 12.8%

Atlanta, Georgia 12.8%

Minneapolis-St. Paul, Minnesota 12.2%

Mississippi 11.9%

Alaska 11.9%

Nashville, Tennessee 11.6%

Arizona 11.0%

Michigan 10.8%

Louisiana 10.8%

LIKELY TO 
VISIT (NEXT 5 

YEARS)

South Carolina 7.9%

Wyoming 7.6%

Portland, Oregon 7.5%

Utah 7.4%

Tennessee 7.4%

Anchorage, Alaska 7.1%

Rural Nevada 7.0%

Newport Beach, California 6.7%

Alabama 6.3%

Baltimore, Maryland 6.1%

Pittsburgh, Pennsylvania 5.8%

Little Rock, Arkansas 5.6%

West Virginia 5.6%

Orange County, California 5.1%

Asheville, North Carolina 4.9%

Charlotte, North Carolina 4.6%

Birmingham, Alabama 4.6%

Mobile, Alabama 4.0%

Raleigh, North Carolina 3.4%



Likely to Visit by International Market
Question: Which of these destinations are you likely to visit within the next five years?

Argentina Australia Brazil Canada China Colombia France Germany India Italy Japan Mexico Netherlands South Korea
United 

Kingdom

Alabama 5.3% 6.1% 6.7% 3.4% 6.6% 9.0% 5.9% 5.6% 14.4% 4.8% 4.8% 7.9% 4.0% 4.9% 4.6%

Arkansas 8.3% 5.8% 8.8% 3.9% 12.8% 9.0% 5.9% 7.3% 17.0% 6.8% 4.9% 14.4% 4.5% 7.5% 4.1%

Asheville, North Carolina 3.4% 3.5% 6.2% 3.6% 6.4% 5.1% 3.6% 4.2% 10.5% 3.4% 5.4% 6.1% 2.1% 4.7% 3.9%

Atlanta, Georgia 11.1% 9.9% 16.1% 7.9% 16.9% 19.8% 8.1% 10.5% 26.2% 11.0% 9.0% 18.0% 6.2% 11.1% 8.2%

Birmingham, Alabama 3.4% 3.0% 4.8% 2.7% 6.5% 4.4% 3.5% 4.1% 14.7% 3.9% 3.0% 5.6% 2.3% 2.7% 3.3%

Charlotte, North Carolina 6.8% 4.7% 5.4% 4.8% 3.6% 8.8% 3.5% 3.1% 6.9% 2.3% 4.3% 7.5% 1.2% 2.3% 3.3%

Georgia 6.7% 7.6% 12.4% 6.8% 9.3% 11.5% 4.9% 6.7% 20.6% 6.0% 7.0% 11.4% 5.1% 9.7% 6.0%

Kentucky 7.0% 8.2% 7.8% 5.8% 9.4% 9.6% 7.8% 7.5% 13.0% 6.5% 9.0% 15.4% 4.4% 8.2% 6.4%

Lafayette, Louisiana 5.9% 4.1% 4.6% 2.3% 9.5% 5.9% 5.4% 5.3% 13.2% 4.1% 2.8% 10.1% 3.1% 3.3% 3.3%

Little Rock, Arkansas 7.4% 14.4% 9.2% 9.1% 13.6% 7.6% 14.2% 12.4% 17.1% 9.7% 8.1% 11.5% 9.7% 6.2% 9.6%

Louisiana 13.3% 11.1% 11.7% 5.2% 17.1% 16.4% 19.0% 12.0% 18.2% 11.7% 7.4% 11.5% 5.1% 9.8% 7.6%

Memphis, Tennessee 10.0% 5.1% 9.9% 3.5% 12.0% 11.1% 10.5% 7.4% 18.9% 8.4% 4.4% 10.0% 3.9% 5.8% 3.3%

Mississippi 2.5% 2.7% 4.4% 2.6% 5.1% 6.0% 3.6% 3.4% 11.7% 2.8% 3.0% 4.1% 2.6% 2.7% 2.2%

Missouri 7.9% 16.6% 9.3% 15.8% 13.5% 10.3% 12.5% 12.4% 19.2% 8.5% 9.3% 11.4% 8.9% 5.3% 13.2%

Mobile, Alabama 33.5% 24.1% 31.5% 21.6% 15.1% 41.3% 24.6% 19.1% 23.9% 22.9% 9.0% 27.3% 13.6% 10.3% 20.8%

Nashville, Tennessee 9.3% 9.0% 11.9% 9.6% 8.6% 12.9% 5.1% 7.6% 18.1% 6.9% 5.3% 14.5% 5.4% 7.7% 5.7%

New Orleans, Louisiana 2.0% 3.1% 3.6% 3.8% 3.6% 5.5% 2.3% 1.6% 7.4% 1.8% 3.6% 5.0% 0.7% 3.5% 2.2%

North Carolina 5.4% 7.5% 7.4% 6.8% 13.5% 6.5% 7.0% 7.3% 19.7% 6.8% 5.7% 7.3% 5.4% 6.8% 6.7%

Raleigh, North Carolina 6.3% 8.5% 9.3% 9.5% 7.8% 10.1% 6.1% 5.8% 16.7% 6.5% 3.9% 11.5% 5.0% 5.2% 5.4%

Savannah, Georgia 12.0% 8.6% 15.4% 7.1% 24.3% 10.9% 14.4% 10.4% 31.8% 11.9% 14.8% 11.9% 5.5% 14.5% 8.1%

South Carolina 6.0% 8.7% 8.8% 6.9% 8.1% 9.4% 8.2% 8.4% 11.3% 5.7% 4.5% 9.8% 3.8% 5.6% 5.4%

St. Louis, Missouri 9.5% 8.2% 11.3% 6.1% 9.9% 9.9% 8.1% 5.2% 16.7% 7.3% 3.2% 10.6% 3.2% 7.6% 6.3%

Tennessee 4.5% 4.8% 6.8% 4.4% 6.8% 6.0% 3.8% 4.2% 14.8% 4.5% 3.6% 7.0% 2.5% 4.9% 4.1%

Virginia 5.3% 6.1% 6.7% 3.4% 6.6% 9.0% 5.9% 5.6% 14.4% 4.8% 4.8% 7.9% 4.0% 4.9% 4.6%

West Virginia 8.3% 5.8% 8.8% 3.9% 12.8% 9.0% 5.9% 7.3% 17.0% 6.8% 4.9% 14.4% 4.5% 7.5% 4.1%
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PROFILE OF TRAVELERS HOT
FOR THE SOUTH

I n t e r n a t i o n a l  T r a v e l  D e s i r e sD e m o g r a p h i c s  &  
I n t e r n a t i o n a l  T r a v e l  P r o f i l e

U . S .  T r i p  D e s i r e s

• Younger travelers 
(38 years old on average vs 39)

• Somewhat higher average 
household incomes
($76K USD vs. $74K)

• 36% have children in their household

• Have 15.2 days available per year 
for international travel

• Anticipates spending $3,889 USD on 
international travel this year

o Welcoming environment to people 

of diverse identities

o Cultural diversity in the local 

population of the country

o Cultural diversity in the tourists 

that visit the country

o Sustainability and carbon 

footprint

o Trendy—being a “hot” place to 

go at the moment

• Plans to spend 13 days on their next 
US trip visiting 4.3 destinations

• Planning window for U.S. Trip: 
11.8 weeks out

• Top 10 Travel Motivators to U.S: 
o Food & cuisine
o Shopping
o Bucket list destination
o Adventure
o Arts and culture
o Theme or amusement parts
o Iconic experiences
o Connecting with nature
o History
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