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- 1 DO NOT get paid by the
slide!

- 1 will move quickly!

. This presentation will be
made available to you!

. S0 sit back, relax, and just
listen...
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AGENDA

Latest American
Travel Sentiment
Outlook

Key Learnings &
Trends

Q&A
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First Up:

The Current Lay of
the Land!



NOVEMBER 21, 2024







sxpeciations/Looking Ahead”

Welcoming

Outdoors

Road Trips & EV’s

”Bleisure” Evolves — Work From Anywhere

Extreme Weather

“Gig Travel”

Rate Sensitivity

Expectation of Service

Expectation of Flexibility

Expectation of Clarity

Expectation of Locals

Expectation of Balance

Off-Season Travel

Al's Impact

Sustainability *__ . . :
Triangulate Sentiment Research with Longwoods Travel USA Research

Politicalization of Travel

“Re” & “Me!”



BUT FIRST... POLITICS!



BY NOVEMBER, YOU WERE FEELING LIKE THIS...



IMPACT ON TRAVEL PLANS

To what extent does the political climate of a destination influence your
decision to visit?

31%

0 50 100

1-Noimpactatall m2 m3 m4 B5-Greatlyimpact

American Travel Sentiment Study: Wave 87



IMPACT ON TRAVEL PLANS

How does the political reputation of a destination (e.g., traditionally a
blue/Democratic or red/Republican) influence your decision to travel there?

The political reputation does not influence my travel

decisi 43%
ecisions

The political reputation influences my decision, but is

0]
not the main deciding factor 23%

I'm not aware of the political reputation of the

0,
destination | travel to 20%
| avoid traveling to destinations with a certain
. . 14%
political reputation
20 40 60

American Travel Sentiment Study: Wave 87



IMPACT ON TRAVEL PLANS

In the past year, have you changed your travel plans to a U.S. destination
due to legislation, policies, or political affiliations?

Postponed the trip to a later date - 10%

Changed destination to avoid a specific city or state - 9%
Switched accommodations . 8%
Shortened the duration of the trip . 7%

Altered the itinerary to avoid certain areas . 7%

Canceled the trip . 6%

| have not changed my travel plans due to a state/city's
. e 72%
political affiliations

[ 9% Did not travel to a U.S. destination in the past year]

American Travel Sentiment Study: Wave 87



INAUGURATION NEXT WEEK & NEW CONGRESS...




IMPACT ON TRAVEL PLANS

How will the outcome of the 2024 presidential election influence your leisure
travel plans in the coming year?

21%

| will travel more domestically

| will travel less domestically 8%

| will travel more internationally 7%

| will travel less internationally 3%

The presidential election will not influence my travel decisions 69%

0% 20% 40% 60% 80%

U.S. Travel Sentiment Tracker: Wave 91



IMPACT ON TRAVEL PLANS

How will the outcome of the 2024 presidential election influence your leisure
travel plans in the coming year?

I 13%
I 2%
I 0 1%

B 10%
H
N 6%

B 6%
| will travel more internationally | 7%

I o
B 4%

| will travel less internationally | 1%

B 2%

e 70%
N, 63 %%
N, /1%

| will travel more domestically

| will travel less domestically

The presidential election will not influence my travel decisions

0% 20% 40% 60%

B Democrat M Republican B Independent

U.S. Travel Sentiment Tracker: Wave 91
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IMPACT ON TRAVEL PLANS

In the upcoming year, will you change your travel plans to a U.S. destination due to
legislation, policies, or political affiliations?

Change destination to avoid a specific city or state 12%

Postpone a trip to a later date 11%

Shorten the duration of the trip 11%

Alter the itinerary to avoid certain areas 10%

Switch accommodations (e.g., staying in a different city or town) 9%

Cancel a trip . 4%

| will not travel to a U.S. destination in the coming year . 3%

| will not change my travel plans due to a state/city's political affiliations 60%

0% 20% 40% 60% 80%

U.S. Travel Sentiment Tracker: Wave 91



IMPACT ON TRAVEL PLANS

In the upcoming year, will you change your travel plans to a U.S. destination due to

legislation, policies, or political affiliations?

Change destination to avoid a specific city or state

Postpone a trip to a later date

Shorten the duration of the trip

Alter the itinerary to avoid certain areas

Switch accommodations (e.g., staying in a different city or town)
Cancel a trip

| will not travel to a U.S. destination in the coming year

| will not change my travel plans due to a state/city's political affiliations

U.S. Travel Sentiment Tracker: Wave 91
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The Current Lay of
the Land!



IMPACT ON TRAVEL PLANS

Travelers with Travel Plans in the Next Six Months Comparison

100% 92% 93% 93% 92% 93% 94% 92% 91% 91% 91% 92%

80%

60%

40%

20%

0%
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2024

U.S. Travel Sentiment Tracker: Wave 91



IMPACT ON TRAVEL PLANS

Next Trip Travelers Will Take

Travel by car to see friends and relatives within 200 miles inthe U S

Travel by car to see friends and relatives more than 200 miles in the U S

Travel by plane to see friends and relatives within the U S

Travel by car for a vacation/getaway within 200 miles (not to see friends or relatives) in the U S
Travel by car for a vacation/getaway more than 200 miles (not to see friends or relatives) in the U S
Travel by plane for a vacation/getaway (not to see friends or relatives) in the U S

Trip to another international destination

| don't currently have any travel plans

International trip to Canada or Mexico

| will vacation at home first (i e , staycation)

Travel Sentiment Study Wave 83
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IMPACT ON TRAVEL PLANS

Next Trip Travelers Will Take

Travel by car to see friends and relatives within 200 miles in the U S

Travel by car to see friends and relatives more than 200 miles in the U S

Travel by plane to see friends and relatives within the U S

Travel by car for a vacation/getaway within 200 miles (not to see friends or relatives) in the U S
Travel by car for a vacation/getaway more than 200 miles (not to see friends or relatives) in the U S
Travel by plane for a vacation/getaway (not to see friends or relatives) in the U S

Trip to another international destination

| don't currently have any travel plans

International trip to Canada or Mexico

| will vacation at home first (i e , staycation)

Travel Sentiment Study Wave 83
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IMPACT ON TRAVEL PLANS

Compared to last year, which of the following best describes your plans
for leisure and vacation travel this year?

I'll be taking the same number of trips

I'll be taking more trips 31%

I'll be taking fewer trips

Travel Sentiment Study Wave 81

60



IMPACT ON TRAVEL PLANS

Compared to last year, how often do you plan to travel internationally for leisure
this year?

| plan to take more international trips this year

| plan to take the same amount of international
trips this year

| plan to take less international trips this year

Travel Sentiment Study Wave 85



IMPACT ON TRAVEL PLANS

Compared to last year, how often do you plan to travel this holiday season?

More travel 19%

About the same amount of travel 64%

Less travel 18%

0% 20% 40% 60% 80%

U.S. Travel Sentiment Tracker: Wave 90



IMPACT ON TRAVEL PLANS

What is your main motivation for leisure travel?

Rest and relaxation

A fun time

Spend time with my immediate family/children
Spend time with friends and relatives

New experiences

Benefit mental health

Celebrations and milestones

Learning and educational purposes

Travel Sentiment Study Wave 82

o.

4

2

X

7

10

1

16%

16

5%

%

15

1

8%

21%

!
X

20

25



IMPACT ON TRAVEL PLANS

Activities Travelers Plan to Do on Next Leisure Trip

Take a road trip

Go shopping

Explore a city

Visit a national park, state park, or monument

Visit a museum, art gallery, or other arts/cultural institution
Visit an amusement park or theme park

Explore a rural area

Go to a winery, brewery, or distillery

Go on a hike or bicycle ride

Attend a festival or other non-sports special event

Attend an amateur or professional sporting event

0 20 40 60

American Travel Sentiment Study: Wave 86



2024 Q1-Q3 Louisiana Overnight Trips: Main Purpose of Trip

™ VFR 20

Visiting friends / relatives

=3 Touring

= 12% @' Conference/Convention 3%
® Casino 10%
- .
| Special event 99
H 0
Bl City tri 0 | . 5%
City trip Sk Other business trip
Qutdoors 6%
> Cruise 3% I........ Business Leisure 490
f‘__fﬁ Resort 2%

Base: 2024 Overnight Trips
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2024 Q1-Q3 Louisiana Overnight Trips: Activities
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IMPACT ON TRAVEL PLANS

Indicated that Transportation Costs Would Greatly Impact their Decision to Travel
in the Next Six Months

100%

80%

60%

40%

29% 0
—[24% 23% 23% 23% 22% 22% 23% 23% 22% =il
— — ﬁ/-o
20%
0%
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I
2024

U.S. Travel Sentiment Tracker: Wave 91



IMPACT ON TRAVEL PLANS

Impact of Gas Prices on Decisions to Travel in Next Six Months

16%

0% 50% 100%

Noimpactatall 1 m2 wm3 m4 MHGreatlyimpact 5

U.S. Travel Sentiment Tracker: Wave 91



IMPACT ON TRAVEL PLANS

Indicated that Gas Prices Would Greatly Impact their Decision to Travel in the Next
Six Months

80%

70%

60%

50%

40%

30%

23% 22% 0% 1% 0% 22% 0% 22% 20% 22% 23%
20% ~— * —c- —— —

10%

0%
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I
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U.S. Travel Sentiment Tracker: Wave 91



IMPACT ON TRAVEL PLANS

Indicated that Airfare Prices Would Greatly Impact their Decision to Travel in the
Next Six Months

80%

70%

60%

50%

40%

29% 27% 0 0
30% ~_[23% 24% 24% 24% 24% 4% 7o 26% 25% 26%
i — - _ 2 — — —
20%
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U.S. Travel Sentiment Tracker: Wave 91



IMPACT ON TRAVEL PLANS

Indicated that Concerns About Personal Financial Situation Would Greatly Impact
their Decision to Travel in the Next Six Months

100%

80%

60%

40%

29% 28% 28% 28% 28% 29%

29%
Qﬁ 26% 25%| 23% . -

20%

0%
Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov

I
2024

U.S. Travel Sentiment Tracker: Wave 91



IMPACT ON TRAVEL PLANS

Impact of Inflation on Decisions to Travel in Next Six Months

8%

0% 50% 100%

Noimpactatall 1 m2 wm3 m4 MHGreatlyimpact 5

U.S. Travel Sentiment Tracker: Wave 91



IMPACT ON TRAVEL PLANS

Indicated that Inflation Would Greatly Impact their Decision to Travel in the Next
Six Months

80%

70%

60%
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40%

0
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IMPACT ON TRAVEL PLANS

Compared to last year, how much do you plan to spend on travel this holiday
season?

More spending 23%

About the same amount of spending 55%

599 o Do not have
0 9 A) holiday travel

plans

Less spending

0% 20% 40% 60%

U.S. Travel Sentiment Tracker: Wave 90



IMPACT ON TRAVEL PLANS

Impact of Inflation on Travel Plans

I’m reducing the amount | spend on food and beverage 30%

I’'m reducing the amount | spend on entertainment and recreation 29%

28%

I’m reducing the number of trips I’'m taking

I’m choosing destinations closer to home 27%

I’m reducing the amount | spend on retail purchases 24%

I’m choosing to drive instead of fly 19%

I’'m reducing the amount | spend on lodging 18%

9%

| am choosing not to travel at all

I’'m canceling trips 6%

Inflation is not impacting my travel plans 22%

0% 10% 20% 30% 40%

U.S. Travel Sentiment Tracker: Wave 91
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For American Travelers:
Travel has shifted from a WANT to a NEED!
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Opportunity:
Play into that NEED in your marketing!
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Opportunity:
Play into that NEED in your marketing!
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O1

Don’t Deep
Discount... Show
Value!




IMPACT ON TRAVEL PLANS

Travelers with Travel Plans in the Next Six Months Comparison

100% 92% 93% 93% 92% 93% 94% 92% 91% 91% 91% 92%
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IMPACT ON TRAVEL PLANS

Compared to last year, how much do you plan to spend on travel this holiday
season?

More spending 23%

About the same amount of spending 55%

599 o Do not have
0 9 A) holiday travel

plans

Less spending

0% 20% 40% 60%

U.S. Travel Sentiment Tracker: Wave 90



IMPACT ON TRAVEL PLANS

Impact of Inflation on Travel Plans

I’m reducing the amount | spend on food and beverage 30%

I’'m reducing the amount | spend on entertainment and recreation 29%

28%

I’m reducing the number of trips I’'m taking

I’m choosing destinations closer to home 27%

I’m reducing the amount | spend on retail purchases 24%

I’m choosing to drive instead of fly 19%

I’'m reducing the amount | spend on lodging 18%

9%

| am choosing not to travel at all

I’'m canceling trips 6%

Inflation is not impacting my travel plans 22%

0% 10% 20% 30% 40%

U.S. Travel Sentiment Tracker: Wave 91
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O1

Everything costs
more... They are still
travelling but want a
deal...

Promotions... not
Deep Discounts...

Drive Value to Retain
Rate!
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02

ROAD TRIPS!!!

On the Rise Since
Well Before COVID!



IMPACT ON TRAVEL PLANS

Impact of Inflation on Travel Plans

I’m reducing the amount | spend on food and beverage 30%

I’'m reducing the amount | spend on entertainment and recreation 29%

28%

I’m reducing the number of trips I’'m taking

I’m choosing destinations closer to home 27%

I’m reducing the amount | spend on retail purchases 24%

I’m choosing to drive instead of fly 19%

I’'m reducing the amount | spend on lodging 18%

9%

| am choosing not to travel at all

I’'m canceling trips 6%

Inflation is not impacting my travel plans 22%

0% 10% 20% 30% 40%

U.S. Travel Sentiment Tracker: Wave 91



IMPACT ON TRAVEL PLANS

Next Trip Travelers Will Take

Travel by car to see friends and relatives within 200 miles inthe U S

Travel by car to see friends and relatives more than 200 miles in the U S

Travel by plane to see friends and relatives within the U S

Travel by car for a vacation/getaway within 200 miles (not to see friends or relatives) in the U S
Travel by car for a vacation/getaway more than 200 miles (not to see friends or relatives) in the U S
Travel by plane for a vacation/getaway (not to see friends or relatives) in the U S

Trip to another international destination

| don't currently have any travel plans

International trip to Canada or Mexico

| will vacation at home first (i e , staycation)

Travel Sentiment Study Wave 83

1%

10

20

30



IMPACT ON TRAVEL PLANS

Activities Travelers Plan to Do on Next Leisure Trip

Visit friends and family | 56%

Go to a beach/waterfront

> Take a road trip

Go shopping

Explore a city

Visit a national park, state park, or monument

Visit a museum, art gallery, or other arts/cultural institution
Visit an amusement park or theme park

Explore a rural area

Go to a winery, brewery, or distillery

Go on a hike or bicycle ride

Attend a festival or other non-sports special event

Attend an amateur or professional sporting event

American Travel Sentiment Study: Wave 86
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2024 Q1-Q3 Louisiana Overnight Trips:
Transportation

69% of Louisiana overnight

trips in 2024 involved travelers
driving their own cars/trucks to
the destination.

23% flew on a plane.

Base: 2024 Overnight Trips L@AngWOOdS
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2024 Q1-Q3 Louisiana Overnight Trips: Origin Markets

Base: 2024 Overnight Trips

State of Origin

2024
Texas 24%
Louisiana 22%
Mississippi 6%
California 6%
Florida 6%
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2024 Q1-Q3 Louisiana Overnight Trips: Origin Markets

DMA of Origin
Houston, TX 9%
Dallas-Ft. Worth, TX 7%
New Orleans, LA 7%
Lafayette, LA 5%
Baton Rouge, LA 4%
Los Angeles, CA 4%
Shreveport, AR/LA/OK/TX 3%
New York, NY 3%
Atlanta, GA 3%

L@‘ngwoods

INTERNATIONAL

Base: 2024 Overnight Trips



2024 Q1-Q3 Louisiana Overnight Trips: Length of Stay

Average Length of Trip: 4.2 Nights

o .
0.8 night 81% of efach trip was
outside of spent within
Louisiana | ouisiana.

3.4 nights in
Louisiana

NNNNNNNNNNNNN

Base: 2024 Overnight Trips
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02

Embrace Them
Even More!
Regional Drive
Market!
(Double Down!)
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02

Road Trips &
Electric Vehicles



Electric Vehicle Travel

Fresh research & insights on electric vehicle road trips and
travel by U.S. travelers



Have you ever used an electric vehicle to travel on a trip?

VYN NN N N N N NN NN NN NN NN NN NN NN NN NN NNV YN
Base: Travelers

Yes - overnight trip of at least 50 miles from home 22
Yes - day trip of at least 50 miles from home 14
Yes - day trip under 50 miles from home 9
Yes - overnight trip under 50 miles from home 8
| have never taken a trip using an electric vehicle 62
0 10 20 30 40 50 60 70

Percent

Source: Custom Survey on EV Travel June 2024



On your next trip, how likely are you to use an EV?

l“;‘L‘l“ﬂ‘;‘k‘L‘l‘l‘|;‘L‘l‘l“U‘L‘L‘k‘l“;‘k!&g&;\%gbéhg?‘l“H‘u‘\‘L‘l“ﬂ‘;‘k‘l‘l“.‘\‘k‘l‘|\‘L‘L1

19

Very likely

19

Somewhat likely

Neither likely nor unlikely

[EEN
(2}

Somewhat unlikely

(o]

33

Very unlikely

Don't know/Not sure

o I
(2}

10 20 30 40

Percent

Source: Custom Survey on EV Travel June 2024
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02

Are YOU
EV-Ready?



In your opinion, which of the following are the primary
challenges of using an electric vehicle on a trip?

AVttt LNiLiiLiiLiLiLiLRNERRIRRNRRR R RN R R R R R R RRRRRRRRRRRRRRRRE RO

Base: Travelers July 2023 Survey Results

Difficulty finding charging stations _ 59 51%
Limited driving range for electric vehicles _ 53 47%
Wait times at charging stations _ 52 42%
Lengthy charging times to fully charge electric vehicle _ 51 489,
Higher initial costs to purchase, lease, or rent an electric vehicle _ 39
Uncertainty on how to charge an electric vehicle _ 21

Uncertainty on how to drive an electric vehicle - 11
| do not see any challenges in using an electric vehicle on a trip . 4

0 10 20 30 40 50 60

Percent

Source: Custom Survey on EV Travel June 2024
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Despite current dip in
sales, there will be a
shift...
Infrastructure will be
a competitive
advantage!



Which of the following amenities or services would make you
more likely to visit a destination in an electric vehicle?

‘“‘“‘“‘“"‘“‘“‘Ba&a"r;/e?er?‘“““““““““

Availability of rapid/fast charging stations 35

Charging stations that are inexpensive or free 32

N
(o)}

Charging stations located close to major interstates or highways

N
(0}

Charging stations that are conveniently located for driving breaks

Charging stations in popular visitor locations including accommodations or attractions

N ‘
o
N
[

Availability of charging stations compatible with my electric vehicle

[Eny
w

Charging stations along scenic touring routes

Charging stations in local, State, or National Parks

[EEY
N

[ER
N

Charging stations in small, rural communities

Charging stations in downtown, business or shopping areas

=
=
N
(e

| do not intend to use an electric vehicle while traveling

o
—_—
o
N
o

30 40
Percent

Source: Custom Survey on EV Travel June 2024
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03

The Rise Of
“Gig Travel”




Opportunity to Maximize $$$ By Taking
Event Beyond the Venue...



2024 Q1-Q3 Louisiana Overnight Trips: Activities

§< Dining 39% ﬂ Landmark/historic site 18%
Shopping 31% Attending Celebration 17%-
Sightseeing 24% Museum 16%

m® Casino 24% | k. Live Performances 13% <

Y Bar/nightclub 529 Swimming -

Base: 2024 Overnight Trips
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2024 Q1-Q3 Louisiana Overnight: Trip Planning

Base: 2024 Overnight Trips

Length of Trip Planning

1 month or less 30%
2 months 15%
3-5 months 18%
6-12 months 16%
More than 1 year in advance 5%

Did not plan anything in advance 17%

NNNNNNNNNNNNN



Opportunity to Maximize $$$ By Taking
Event Beyond the Venue...
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03

Requires a lot of
coordination and
partnership but great
way to extend visitor
experience and spend!
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04

Were You Hoping |
Would Not Say
Artificial Intelligence?




IMPACT ON TRAVEL PLANS

In the last six months, have you used Chat GPT or similar Al software in the trip
planning process?

| did not use Chat GPT or similar Al software to plan my trip 67%

| used Chat GPT or similar Al software to plan my trip 19%

| do not know what Chat GPT or similar Al software is 14%

0% 10% 20% 30% 40% 50% 60% 70% 80%

U.S. Travel Sentiment Tracker: Wave 88



IMPACT ON TRAVEL PLANS

How likely are you to use Chat GPT or similar Al software in the planning process

for your next trip?

Very likely 14%

Somewhat likely 20%

Neither likely nor unlikely 24%
Somewhat unlikely 11%
Very unlikely 21%
| do not know what Chat GPT or similar Al software is _ 10%
0% 5% 10% 15% 20% 25%

U.S. Travel Sentiment Tracker: Wave 88
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With generative Al,
your roles as creators
of content & factual
accuracy is more
important than ever!

Be the trusted source!
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04

While the jury is still out as
to how much travelers will
intentionally seek out Al to
plan their travels, most
travel brands are investing
in and implementing Al
tools on their platforms...



2024 Q1-Q3 Louisiana Overnight Trips:

Information Sources

A hotel or resort
Advice from relatives or friends
Online travel agencies

Social media

Atravel agent/company [ 1106
Travel company websites [N . 1 0%
An airline/commercial carrier | I NNNNININGINGEGEGEGEGEGEGEGEGEEN ©°0
Destination websites | IIIINININGTGTGTGNGNGEGNGNGNGNGNGE ©°5
Short term rental websites | S
Travel guide/other books [
Auto club/AAA I -9

0% 5% 10% 15%

Base: 2024 Overnight Trips

20%

20%

25%

L@ngwoods
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The reality is... most
travelers are likely not
aware when they are
interacting with Al
powered tools! Don’'t be
muted because they
cannot find your content!
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Heightened
Expectation of
Service!

Despite Ongoing
Workforce Challenge...



IMPACT ON TRAVEL PLANS

On your most recent trip in the last three months, what level of service did you
receive from tourism and hospitality businesses?

17%
A higher level of service than before the pandemic
19%

The same level of service as before the pandemic

68%

22%

A lower level of service than before the pandemic

13%

0% 10% 20% 30% 40% 50% 60% 70% 80%

® August 6, 2024 mJune 12, 2024

U.S. Travel Sentiment Tracker: Wave 88



IMPACT ON TRAVEL PLANS

When traveling in the next three months, what level of service do you expect to
receive from tourism and hospitality businesses?

23%
A higher level of service than before the pandemic

24%

65%
The same level of service as before the pandemic
67%

12%
A lower level of service than before the pandemic

0% 10% 20% 30% 40% 50% 60% 70% 80%

m August 6, 2024 = June 12, 2024

U.S. Travel Sentiment Tracker: Wave 88



Looking Ahead...

- Manage Expectations & Lean Into Technology!
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06

Heightened
Expectation of
Flexibility!

2-3% of trips cancel...
Even more change...
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06

Heightened
Expectation of
Flexibility!




As We All Know...

“LIFE IS WHAT HAPPENS
WHILE YOU ARE BUSY
MAKING OTHER PLANS.”

/ [ )
- 7o P ennon




What We Learned During COVID...

Travel Brands could be flexible!

FOREVER!!!



...But How Quickly We Forgot

Change Fees Are Back...
72 Hour Cancellation Policies Are Back...



Meet Travelers in the Middle...

Those who do, will earn their loyalty...
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06

Travelers overall are
not unreasonable...

An opportunity to
win their hearts and
loyalty!
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07

Can We Talk
About the
Weather?




IMPACT ON TRAVEL PLANS

In the past year, have you changed your leisure travel plans due to extreme
weather events, such as extreme heat, drought, flooding, hurricanes, etc?

Postponed the trip to a later date

Altered the itinerary of the trip

Shortened the duration of the trip

Changed the destination(s) of the trip

Canceled the trip

| have not changed my leisure travel plans due to extreme weather
events

U.S. Travel Sentiment Tracker: Wave 88
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IMPACT ON TRAVEL PLANS

Thinking about your leisure travel plans in the next 12 months, to what extent does the
likelihood of extreme weather events at a destination impact your decision to travel there?

13%

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Noimpactatall 1 m2 m3 m4 M Greatlyimpact 5

U.S. Travel Sentiment Tracker: Wave 88
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Will the Growing
Frequency of
SUCEERAYEEM I E
Events Create New
Travel Patterns?
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Larger Party
Sizes!




Looking Ahead...

Family Travel, Multi-Generational Travel, &
Friends “Togethering” Are All On The Rise!



IMPACT ON TRAVEL PLANS

When thinking of travel this summer, what travel plans do you have
that involve traveling with others?

Traveling with my spouse/significant other
Traveling with my immediate family/children
Traveling with close friends

Traveling with extended family

| plan on only traveling by myself

o
N
o

40

Travel Sentiment Study Wave 84



IMPACT ON TRAVEL PLANS

When thinking of travel this holiday season, what travel plans do you have that
involve traveling with others?

49%

Traveling with my spouse/significant other

Traveling with my immediate family/children 46%

Traveling with extended family 19%

Traveling with close friends 18%

| plan on only traveling by myself 15%

°\° I

0 20% 40% 60%

U.S. Travel Sentiment Tracker: Wave 90
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Average Overnight Trip
Party size

US Norm: 2.8

2024 Longwoods Travel USA®
Base: 2024 Overnight Trips
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Market &
Accommodate!




Looking Ahead...

Multi-Family rooms and floors, larger dining

group accommodations, more home rentals,
transportation... They want turnkey!
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Big Opportunity!

But May Not Be
for All...
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Expectations of

Locals Are Now

More Important
Than EVER!



2024 Q1-Q3 Louisiana Overnight Trips: Satisfaction

L@ngwoods

Base: 2024 Overnight Trips
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“Your Residents
Are Your Most
Important
Customers!”

= Jack Johnson, Destinations
International



Shift to Understand

My local area benefits from a strong tourism industry

2024 23% 19%

2023 25% 24%

2022 24% 25%

50 100

o

m Agree mNeutral mDisagree




Ongoing Disconnect!

Residents are consulted when major tourism development takes
place in this area

Canada 32%
United 0
States 32%

0 50 100

m Agree mNeutral mDisagree

105 L@fngwoods
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There are jobs in the tourism industry with desirable pay and

benefits
U.S. Norm 51% 33% 16%
Generation Z 44% 32% 24%
‘ Millennials 58% 27% 14%
Generation X 49% 35% 16%
Boomers 49% 37% 15%
e 54% 37% 9%

o

50 100

m Agree mNeutral mDisagree




There are opportunities for career advancement in the tourism

industry
U.S. Norm 51% 32% 17%
Generation Z 42% 32% 26%
‘ Millennials 56% 27% 17%

Generation X 51% 34% 15%
Boomers 50% 36% 14%
Silent

Generation 48% 44% 8%

50 100

o

m Agree mNeutral mDisagree




Millennials Negative!

Most jobs in the tourism industry are low-paying and seasonal

U.S. Norm 49% 33% 18%
Generation Z 44% 33% 23%
‘ Millennials 54% 29% 17%
Generation X 49% 34% 18%
Boomers 47% 35% 18%
Silent

Generation 47% 38% 15%

50 100

o

m Agree mNeutral mDisagree
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Resident &
Community
Engagement s
Now Essential for
Every Tourism
Business!



Because No One Wants This Outcome...



* Full Reports Released — Jan.’25 Available via
Destinations International

« USA
« (Canada

 Updated White Paper — Jan/Feb ‘25
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Let’s talk about
“Re...”
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The First Age Of “Re”

Immediately Post 9/11

Feelings of Shock,
Fear, Despair, &
Uncertainty

Only Lasted a Few
Months



NNNNNNNNNNNNN

The First Age Of “Re”

We Gathered Our
Loved Ones...

..And Got Away!

Focused On Relax,
Relationships, and
Restoration, etc...
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The Second Age Of
“RE": Post-COVIDI19

Lockdowns

Feelings Like
Disconnected/Lost

Afraid Of Repeat

Much Longer Impact
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Because We
Wanted To...

2021-2024



Reunite... Relax... Reconnect... etc...



So messaging responds...



So messaging responds...



Looking Ahead... Wihat We Wamn:

Expectation of Balance!



IMPACT ON TRAVEL PLANS

Strongly agree with the following statements regarding your work

activities compared to 2020/2021:

| am less likely to work during leisure travel

I am more focused on having a work/life balance

I am more likely to work on-site than remotely

I am more likely to work from my home rather than temporary accommodations in another area

I am more likely to include leisure travel activities on my business trips

Travel Sentiment Study Wave 84

o

20

30

Percent Who Strongly Agree

m April 10, 2024

B February 1, 2023

40
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..ANnd can we
talk about the
word “bleisure?!”
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2025

Travelers Still
Want Some “Re!”



IMPACT ON TRAVEL PLANS

What is your main motivation for leisure travel?

Rest and relaxation

A fun time

Spend time with my immediate family/children
Spend time with friends and relatives

New experiences

Benefit mental health

Celebrations and milestones

Learning and educational purposes

Travel Sentiment Study Wave 82

o.

4

2

X

7

10

1

16%

16

5%

%

15

1

8%

21%

!
X

20

25



IMPACT ON TRAVEL PLANS

What is your main motivation for leisure travel?

Rest and relaxation

A fun time

Spend time with my immediate family/children
Spend time with friends and relatives

New experiences

Benefit mental health

Celebrations and milestones

2%
%

Learning and educational purposes

B February 7, 2024 B September 13, 2023

Travel Sentiment Study Wave 82
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But Just Add
Some “Me!”

2024-2026:



So messaging responds with some more of
this...



But also some of this...



And this...



And this...
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Take this time of And be sure to add time
“Re..." for “ME!”

RE-unite While the high demand to
RE-connect reconnect with others will still
RE-kindle drive a lot of travel decisions, the
RE-lax thirst to find balance within one's
RE-set self and satisfy more personal &
RE-juvenate hedonistic-like needs will grow
RE-invigorate as a key motivator in the coming
RE-Iimagine year...

RE-invent, etc...

Speak “Re” & Show “Me!”



Thank You!

Amir Eylon

President & CEO, Partner
aeylon@longwoods-intl.com

longwoods-intl.com

n Longwoodsinternational
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