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. Background &
Objectives

Overview L
Provoke Insights, a leader in research for branding, |
advertising, media, and content marketing initiatives,
conducts a bi-annual consumer trends study to keep a

pulse on the market across multiple industries.

The extensive study allows Provoke Insights to stay ahead

of the trends and understand consumer mindset in the

current moment.

Summer 2023 Wave

As economic uncertainty looms, American consumers are
changing their buying habits. Travel brands need to
understand how this is impacting purchase decisions and
budgets for travel.
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Methodology

Provoke Insights conducted a 15-minute
survey among 1,500 Americans between the
ages of 21 and 65. The study was in-field in
April 2023.

A random stratified sample methodology
was used to ensure the sample represented
the U.S. population (household income, age,
gender, geography, ethnicity, and children
in the household).!

Results based on this sample have a
maximum margin of sampling error of +2.5%
at a 95% confidence level.

A star “*" indicates stafistical differences
between subgroups at a 5% confidence
level.



https://data.census.gov/cedsci/table?q=general%20population&tid=ACSDP1Y2018.DP05&vintage=2018
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Domestic travel among Americans has remained at the
same levels since spring 2022. International frips have
seen a slight upfick in the last three months. This was
more common among younger cohorts.

Spending on hotels remains flat compared to a year

I ago, while airline ticket purchases have experienced an
O\/erV|eW increase. However, one-quarter of Americans will
confinue fo spend in these areas in summer 2023. This is
especially frue among affluent young fravelers.

Price is a large influence on both airline ticket purchases
and hoftel stays. Consumers will sacrifice quality to be
more cost-effective. Furthermore, if a recession oCcurs,
Americans are confident they could cut out hotel stays.
However, most consumers could only live without flying
to a destination for a little while.




Travel Trends

-
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Monthly Domestic & International Travel

Domestic travel has not budged since Spring 2022; however, International trips have
seen a slight upftick.

Traveled In the Last Three Months

Spring 2022 Fall 2022 Spring 2023
estic mIntematio




provoke

insights

Groups Significantly More
Likely to Travel
Domestically...

; 20% Of

A Americans have
tfraveled $ 35% HHI $150K+

domestically in the M. 25% Parents

last 3 months

i ot Aafl  24% Urban

—

/

M 24% Millennials

T 23% Male

Base: All Qualified Respondents (N=1,500) 7



International Travel

Traveling infernationally is much more common
among younger generations.

676

Of Americans fraveled
infernationally in the past 3 months

42%

Among those who
age 42-65

fraveled internationally:

Base: Traveled internationally (n=94) 8



Spending on Vacation provoke

Spending on hotels remains flat, while air tfravel has experienced an increase this spring season.

Booked Hotel Stays in the Last Month Purchased Airline Tickets in the Last Month

e ]

Spring 2022 Fall 2022 Spring 2023 Spring 2022 Fall 2022 Spring 2023




Americans

will continue

fo spend on

travel In

summer 2023. I

Alirline tickets HTITy

B Purchased in the last month B Plan to purchase in the next 3 months

insights

Base: All Qualified Respondents (N=1,500)
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Groups Significantly More
Likely to Spend on Travel...

/

37% Of

Americans are o G 56% HHI $150K+
planning to spend

| Al 44% Urban
on travel In the next

(3 months M 42% Millennials
‘ (purchase airline tickets or hotel stays) 9 42% lee in The WeST

—~——

M\v 42% Parents

ickets or hotel stay in the next 3 months (n=550) 11



Travel Spending Behavior Change

If a recession occurs, Americans are confident they could cuf out hotel stays. However, most consumers
could only live without flying to a destination for a little while.

Airline Tickets Hotel Stays

Buy at same rate

21%
Buy at same rate i

28%

Could live without for a
while \Willls
47% 34%

Could live without for a

Base: Purchase or plan to purchase airline tickets (n=464) Base: Purchase or plan to purchase hotel stays (n=490)




Quality vs. Price

Most consumers will compromise quality over price for airline tickets and hotel stays. Airline fickets
are the most influenced by price compared to other industries, including toys, alcohol, and fithess
gear.

Price Index

Quality Index

By Industry By Industry

Skincare 15% Airline tickets 34%
Major appliances 14% Toys 16%
Electronics 14% Alcohol 12%
Furniture 14% Hotel stays 7%
Home improvement items % Fitness gear 6%
Fine jewelry/watches 4% Apparel 0%
Beauty supplies 2% Outdoor gear -1%
Outdoor gear 1% Beauty supplies (not skincare) -2%
Apparel 0% Fine jewelry/watches -4%
Fitness gear -6% Home improvement items -9%
Hotel stays -7% Furniture -14%
Alcohol -12% Electronics -14%
Toys -16% Maijor appliances -14%
Airline tickets -34% Skincare -15%

Index created by percent who stated quality over price minus the Index created by percent who stated price over quality minus

average the average

Base: All Qualified Respondents (N=1,500) 13
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Those who
plan fo spend
on travel are
more

recepfive to
advertising.

*
43%
30% * 28%
28%
*
24%
23%
19%
18%
I I |

| expect advertisingto  Advertising helps me  Advertising wastes my | remember advertised Social influencers help

be entertaining choose products to buy time products when| am me select products |
shopping want
m Plan to spend on travel m Do not plan to spend on travel
(n= 3550) (n= 950)

* Indicates a significant difference

Base: All Qualified Respondents (N=1,500) 14
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External Trends

Impacting Brands In
Spring/Spmmer 2023
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Consumer Optimism

Optimism levels are af the highest levels since Fall 2021.

Very/Moderately Optimistic

/6%

Fall 2020 Spring 2021 Fall 2021 Spring 2022 Fall 2022 Spring 2023



FInding the optimism in everyday

“There are humans in every
generation from the beginning
of time that decides the worst
outlook and anticipate the
worst future. There are other
humans like me that see the
good all around no matter the
negative news making money
off of advertising by showing
fear and scare tactics. There
are lots of good all around us
people are shopping more,
getting out more, seem
happier, are buying more, are
being nicer to each other, and
are healthier.”




Government & inflation fuel lack of optimism

Divisive Government

“If our country were less politically and
economically divisive, | would feel more
optimistic. People have lost the abillity fo
disagree in a civilmanner. Our healthcare
system is a nightmare. We do not take care
of our society's most vulnerable.”

“People stop hating each other over politics
& race, opinions. Ge ria of political parties
only interested in themselves.”
“Government that works for the majority of
the people not just the interests that give
them money.”
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Top Concerns Impacting Consumers

Inflation and the economy are the leading issues impacting Americans.

Extremely/Very Concerned
(5-point scale)

Inflation

The economy

The government

Crime

Climate

Job stability

Covid-19
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Consumers are still In
saving mode, particularly
those who live In rural

areas out West. Who is Significantly More
Likely to Be In Saving Mode

0 23
ﬁ 69% Live in Rural area

627

8% /A
8% from 6 months ago * 66% Live in the West

B 65% Baby boomers

More Budget
Conscious in the Last 6
Months

Base: All Qualified Respondents (N=1,500) 20




Spending Behavior Changes

Consumers are couponing and shopping at discount sfores more. ¢

Ways Spending Behaviors
Have Changed

Shopped at discount _
stores more 547
sedetten o A
often 53%
el 0%
spending 50%

\l‘ sough n buk mor

Bought used items
more

Changed Spending Behavior
INn the Last 3 Months

837

29%

Purchase organic/

gourmet food less 21%

Base: All Qualified Respondents (N=1,500)

Other way I 4%

Base: Spending behavior has changed (n=1,250)
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Gender

51%

Female

49%
Male

*<1% other identity

A

Generation Parental Status .

42 years old 'ﬂ\i«
Median Age

57%
* Moms

— [ 4
0% )

L 16%Genz X 30% Gen X Have children
43%
M 35% Milennials B 18%Baby Dads
Boomers

Ethnicity
o0 0

i

White Black

6%

Asian

19%

Hispanic

9%

Mixed/Other/Prefer not
to say

Household Income

o

18%
15%
13%

$50K to $74K $75K to $99K  $100K to $150K to $200K+
$149K $199K

1%

Less than
$50K

No income




