


About Us

Ypartnership (www.ypartnership.com) is America’s leading marketing agency
serving travel, leisure and entertainment clients. Headquartered in Orlando,
Florida, the agency’s Insights group is widely acknowledged as the preeminent
source of market intelligence on emerging business and leisure travel trends. The
firm also co-authors the quarterly travelhorizons™ survey with the U.S. Travel
Association.

Harrison Group (www.harrisongroupinc.com) is one of the country’s leading
marketing and strategic research consulting firms. Based in Waterbury,
Connecticut, Harrison Group specializes in concept testing, forecasting,
segmentation, branding and market modeling for some of America’s leading
companies, including travel & hospitality companies, financial services firms,
software and technology companies, retailers, consumer package goods
companies, pharmaceutical manufacturers and interactive entertainment
companies.
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Methodology

The information presented in this report was obtained from online

interviews with 2,524 active leisure travelers conducted during February,

2010:

©2010. Ypartnership, LLC./Harr

Adults (>18 years of age)
Reside in the United States
Have an annual household income >$50,000

Have taken at least one leisure trip of 75 miles or more
from home requiring overnight accommodations during
the previous 12 months

In this subset report, we specifically analyze more than 400
variables including travel related attitudes, behaviors, preferences,
social values, lifestyles and media habits.

669% of leisure travelers who have identified themselves as
interested in visiting the National Parks!
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Generational Groups
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Generation

Millennials

Xers
Boomers

Matures
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Birth Years Age in 2009
1979 - 1990 18 - 30
1965 - 1978 31-44
1946 - 1964 45 - 63

1945 and before 64+
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Size in Million
(US Census, 2009)

55.8

57.6
77.9
44.3



% of U.S. households
who are active travelers?

55%




|

US RaciabBroup
2009 2043
White (NH) 66% 46%
Hispanic 15% 30%
Black 13% 13%
Asian 4% 8%

Other 2% 3%




Uu56% of NPTOs are Male, 44

u82% of NPTG6s are White,
American, 5% Hispanic, 8% Asian

3 %

U4 6 % of NPTOs are BeospId®r s/,
Millenials , 10% Matures

t 50,000,000 Americans speak another
language at home. Spanish is spoken by two
thirds
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Over 65:-1n America
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NPTG6 | NPG s

} 31% West

74% Married
’ 22% Northeast 19% Single
23% South /% Divorcedbeperated

- 24% Midwest !



|

u 37% NPTS have college degree
u27% NPTs Graduate School __,

P ts e




US Population
20 % HHI> $100K
10% HHI>$ 125K
3% HHI>$ 250K

ATOS
65% HHI >$50k -$99,999
. 25% HHI >$100k  -$124,999
10% HHI >$125k




Travel Behavior and Intentions
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Duration Of Leisure Trips Taken

Interested in National Not Interested in
Parks National Parks
Weekend Trips* % %
One or more 71 7 61
None 29 t 39
Mean # of trips** 2.5 2.6
Weekday Trips***
One or more 37 37
None 63 63
Mean # of trips** 2.1 2.1
Extended Trips****
One or more 68 60
None 32 40
Mean # of trips** 1.9 1.8
T Denotes statistically significant differences between the subsets of interest at 95% confidence.
* "Weekend trip" is defined as a trip of one to four nights that involved a stay over a Saturday night.
*ox Among those who took one or more trips in the category.
*okx "Weekday trip" is defined as a trip of one to four nights that did not involve a stay over a Saturday night.
*rokok "Extended trip" is defined as a trip of five or more nights.
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Types Of Leisure Trips*

Interested in Not Interested in
National Parks National Parks

Primary Purpose of One or More Trips % %
Naturalistic (net) 42 t 29
Beach/lake 29 f 22
Camping/hiking/climbing 12 ¢ 4
Fishing 6 4
Snow skiing/boarding 6 t 3
Adventure/outfitter 3 t 1
Visiting friends/relatives 51 ¢ 45
Family vacation 43 ¢ 33
General sightseeing 31 ¢t 20
City 23 21
Theme park 19 ¢ 8

* Does not equal 100% due to multiple responses.

T Denotes statistically significant differences between the subsets of interest at 95% confidence.
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Types Of Leisure Trips Taken*

Interested in Not Interested in
National Parks National Parks

Primary Purpose of One or More Trips( Cont 6d) % %

Gambling 16

'—l
N
_'.
'—L
oo

Cruise
Sporting event
All inclusive resort

Golf

Religious retreat

Spa

Humanitarian trip
Clothing optional resort
Hunting

Other

N N M N W W A 00 O
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* Does not equal 100% due to multiple responses.

T Denotes statistically significant differences between the subsets of interest at 95% confidence.

15

Study Specifications Executive Summary Social Values Media/Purchasing Behavior Appendix




Leisure Trip Party Composition

Interested in Not Interested in
National Parks National Parks

Took One or More Trips during the Past 12 Months* % %
With spouse or another adult, without children 71 + 66
Mean # of trips** 3.0 3.2
With children (net) 44 + 34
Mean # of trips** 2.6 2.0
With spouse or another adult with children 40 + 30
Mean # of trips** 2.5 2.0
With children only 8 6
Mean # of trips** 1.7 1.7
Alone 24 28
Mean # of trips** 2.4 2.3
T Denotes statistically significant differences between the subsets of interest at 95% confidence.
* Does not equal 100% due to multiple responses.
*x Among those who took one or more trips in the category.
16
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Travel

The economic slowdown no
took an average of four leis
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more $3,600

Number of Trips
Household Income
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55% of U.S. adults planning at
least one leisure trip between
November 2010 and April 2011.
Up from 53% in 20009.




'..‘ 21% remain undecided.
i




Signs of Stabilization

Expected # of
overnight trips
next year,
compared to
last year.
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Reasons For Taking Fewer Leisure Trips¥*

m Interested in National Parks Not Interested in National Parks
_ 55
48

g
Concerned about economy/own job 32 40

I 38
36

Household budget concerns

Airfares are too expensive
I 34

Travel in general is too expensive 35
Gasoline prices are too high __19 24
No time _—10 15
Can't get the time off from work __6 13*
Need to do projects I've been putting off at home — 1112
Children too young _-68
Health reasons ™ 7 18
Concerned about H1IN1 (swine flu) | 01
Other ™ 7 17

Don't travel/Don't ever travel Jol

T Denotes statistically significant differences between the subsets of interest at 95% confidence.
* Asked among those planning to take fewer leisure trips in the next 12 months than they did in the past 12 months.
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Affluents Lead The Way

FYYSR ¢ NA L X

Take More Trips Take Fewer Trips
Next Year Next Year

Household Income
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More ¢ Fewer
GAP
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Obstacles to Travel
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High Anxiety?
Waning but still
present!




Recession Continues

Reason for cutting back on travel next year.
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Boomers Hit Hardest

Reason for cutting back on travel next year.
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Total

Boomers
45-63
%
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The New Resourcefulness
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The Rise of the Resourceful Shopper
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Rational Exuberance;

... cutting back is more likely to have made them
feel smart and prideful than deprived. And while
they see many difficult challenges unfolding for

society, remarkably, they have maintained their

optimism.... and actually gotten happier.

AMERICAN TRAVELERS”
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80% A g r e &heseidifficult times have helped me to focus on the
things that matter most in myl i fe. o

84% A g r e e havefdone a good job of making my household more
fiscally responsi bl e. o

7% Agree: A | have become a much S m:
todayos economioc situati on

0% Agree: Al am [ ooki ng at every s
we can save. o

/

61 % Agree: 0l am buying fewer bi g
ago. o
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The New Resourcefulness

Doing more
Versus a Year Ago 0%
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Doing less
%
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Despite Problems, Happiness Reigns

%Agree: Ini KS LI &0 wmn

79

S| NBA X

21

Pal o V4 Pal Pal

LQOS 08§QPBBES06S02YS
miserable happier
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The New Frugal

OCheaper

TARGET.



The New American Traveler
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New Culture Of Impatience
o « Faster Food
J » Faster Boot Ups
» Faster Sex
- *Faster Downloads
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46% of all vacations
are now weekend trips.
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Where We Are
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(And Travel Time)







Seeking Relief

Agree: | need to find new ways to
reduce stress in my life.







Travel With-Children

% NP Travelers Who Have Taken
At Least One Trip With Children
During Previous 12 Months

50% 1
40%
30% 1

20%

10%
0% -

Approximately eight in ten (78%) have takent
adult without children .

2000 2010

’

One in four (24%) have traveled alone, while
only.
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(8%) have traveled with children



Multi-Generational Travel

28% of NP Travelers
are now grandparents



3

32% of NP Travelers
grandparents took at least
one trip with grandchildren

last year.



Kids Rule

AGREE

Millennials
Xers
Boomers

Matures
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Children help plan vacations.

Among Total:
Have Kids! 3 S ¢

31 0-6 years
45 7-12 years
47 13-17 years
22 18 or older

—n
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38%

49

43

48



All Vacations Are Not Created Equal

Over 81% of NP Travelers have planned a vacation around a
Al i1 fe evento

What is different? Planned  further ahead, longer length of
stay, budgeted at higher amount, more people in the
traveling party

ncCel ebrati on Vacati onso

ACreati ng Memori i eso
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Among those who have taken such trips, one -half (50%) e

have celebrated a milestone birthday, while roughly one -third
have celebrated a wedding (38%) or a milestone anniversary
(33%).



Vacation Desires

Extremely/very desirable when taking a vacation.

MUST HAVES

Beautiful scenery (84) Enough time to relax and unwind (82) Safe destination (82)

THE QUINTESSENTIAL VACATION

A place | have never visited before (76)

New & different cuisines (67) Security provided by hotel (67) Beach experience (67)
Internet access (64) || All-inclusive price (63) _

Architectural / historical sites (61)
Special rates for kids (59)
Visiting museums (53)

f—
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Vacation Desires

Extremely/very desirable when taking a vacation.

SaiEla(Ba os

Hotel w/distinctive theme / atmosphere (44) Historic hotel / resort (44) Nightlife / live entertainment (44)
Spa in hotel/resort (39) Going to theme parks (41) Aplace | have visited before (41) Hiking / outdoor adv. (40)

Performing arts (39) Destination spa (34) Recreational boating (34) Casinos (38) Space museum (38) Snorkeling / scuba (36)
Attending sports events (31) Learning new skill/ activity (34) Distinctive boutique hotel (34)

SMALLER NICHES
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Dream Destinations

Interested In Visiting DuringNext 2 Years

U.S. States
%

California

Florida

Hawaii

Alaska

New York

Colorado
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48

46

41

31

29

28

AMERICAN

U.S. Destinations

%

Hawai i an 0

Islands

National parks 66

Honolulu, HI

65

The Florida Keys 56

Las Vegas, NV 53

San Francisco, CA 49

———@ PORTRAIT OF &
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International
%

Caribbear

Canade

Italy

Australia

United Kingdom

Mexicao

41

33

33

30

29

28

53



In A Flash

Purchased travel

service as a resul

of receiving an

unexpected email.

14%

Millennials (17%)
Xers (18%)
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Airfare

Hotel or other lodging
‘ Vacation package

Cruise

Car rental
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47%

47

21

20
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Last-Minute Travel

Took at least one
last-minute trip in

past year
297
Active last Took last minute trip in past year
minute travelers - And -
‘ Average < 6 days for booking trips
1 % - And -
Have affinity for websites that provide last-
minute deals

—n
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Booking Travel

Typically Use

An online travel agency site such as Expedia,
Travelocity, or Orbitz

A branded travel service supplier site such as
American Airlines, Hilton Hotels, or Hertz

A meta search site such as Kayak orDealbase
A traditional travel agent
American Express Travel Services

Other (specify)
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Total
%

66

48

15

56



As Prices Become More

TransparentBrand Clarity

Becomes More Urgent

¢




Rate Trumps Brand
In Hotel/Resort Selection

-

%
Very/Extremely
: Hotel/Resort  Attribute Important
| Room rate 89 : ﬁ

] Value for the price 88 114! \

Previous experience with
. | _ hotel/chain 82

: b Free breakfast

Free Internet

e

Brand name



Environmentally Conscious

Consider myself to be
an environmentally
CONSCIOouUS person.

81"

—_—
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No Green For Going Green

Made a travel decision

In past year based on Maximum additional percentage willing
enV|r.onme.nta| to pay to patronize an environmentally
considerations. responsible travel supplier.

(Among those 16% willing to pay more)
g%
Less than 5% 13
5%-9% 35

Willing to pay higher rates
or fares to patronize travel 10%-14% 37
service suppliers who
demonstrate environmenta

responsibility. FOE G e 4

16"

15%-19% 8
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*‘ myspace.com

a place for friends

ekl Ml

facebook

(1] Tube’
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Among Aussie
Travelers With
Page On Social Site

Site %
facebook
YouTube 32
MySpace 27
LinkedIn 25




The Credibility Continuum
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Travel guidebooks (57) Company/ destination site (46)
Online travel agent (54) Travel agent (46)
Online advisory site (53) Media coverage (43)
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Mobility Rules

eholds With
hone Only

2009

46% in HHs with adults
between 25 -29 years of age. :8.-

58% of 12 year olds.

/



Smartphone Usage

Among Smart

Own Phone Owners
smartphone Have done using smart phone. %
Navigate a destination using your phone's 47
2 30/0 GPS functionality
Search for the latest information on flight 46
schedules and delays
l Comparison shop airfares and hotel rates 29
Share information and photos about your o8
Have travel experiences
gownlo"ﬁ‘d?d Book air travel or lodging 18
uNJI St

View virtual "visitor guides" that provide
(y information on things to do and see in a 15
19 0 destination
Download and use mobile coupons from
your phone

Download an audio walking tour of a
destination to your phone

11
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The Year Ahead
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2010/2011
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Although the Great Recession has supposedly ended, consumers don't feel
and/or behave that way yet

Consumers have developed greater confidence in their ability to maneuver
through the prevailing economic uncertainty

Vacations remain a birthright, and travelers display a “new
resourcefulness” in their pursuit of the best fares/rates

Family travel (including multi-generational family travel) will continue to
grow in popularity as more adults think of vacation time as family time

Last-minute vacations will become more popular as “flash sale” emails
promote more last-minute discounts

Travelers favor “environmentally responsible” suppliers but are not
prepared to reward their commitment by paying them a premium

Travelers are active users of social media, but most do not rely on the
content of these media to guide their decisions about travel suppliers

Demand for leisure travel should grow modestly in the year ahead, lead by
more affluent households
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For More Information:

Greg Dunn Burr Brown
YPARTNERSHIP HARRISON GROUP
423 South Keller Road, Suite 100 21 West Main Street, Floor 5
Orlando, FL 32810 Waterbury, CT 06702
(407) 838-1828 (203) 858-8688
Greg.Dunn@Ypartnership.com Bbrown@HarrisonGroupInc.com
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