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Overview & Methodology

e Study of a demographically representative group of adult American travelers
who recently stayedin a hotel and were responsible for finding and selecting

the hotel they stayedin
e 1,014 unique completed surveys collected

e Multifaceted survey questionnaire addressing diverse set of questions
related torecent trip lodging selection, attractions and activities selection,
trip budget, satisfaction with selections, and decision-making process from

inspiration to post-trip

e Topline findings reflect data collected September 8th - 11th
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Outside of price/value, proximity to
attractions is a key decision factor for
lodging choice

Which are some of the reasons you selected the lodging you did?

53.71%

Price/Value for Money

48.80%

Proximity to Attractions/Activities

42.38%

Location (e.g., city center, beachfront)

35.97%
34.37%
32.77%
30.16%

Reviews and Ratings

Accommodations Size and Comfort

Safety and Security

Amenities (e.g., pool, gym, spa)
Free Breakfast/Meals
Free Wi-Fi

22.95%
21.74%

20.94%
20.04%

Loyalty Programs/Points/Rewards

Recommendations from Friends/Family

Special Offers/Discounts 16.23%
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Attraction choice is commonly influenced by
personal interests, recommendations, and a
desire for entertainment, relaxation, and

sce n ic Views Which are some of the reasons you chose the attractions and activities you did on this trip?

Personal Interest or Hobbies _ 58.42%
Recommendations from Friends/Family _ 31.56%
Entertainment Value — 30.56%
Relaxation and Stress Relief _ 27.35%
Natural Beauty or Scenic Views _ 26.75%
Active/Exercise/Walking [ 20.84%
Cultural or Historical Significance _ 18.74%
Adventure or Thrill-Seeking [N 17.84%
Social Media Influence/Inspiration _ 16.63%
Preferences of my adult companions _ 16.43%
Budget-Friendly Options [ 16.03%
Local or Authentic Experiences _ 15.73%
Unique or Unusual Experiences _ 14.83%

Previous Positive Experience at the Same Attraction/Activity _ 14.13%
Travel/Lifestyle Publisher Recommendation (ie Magazine, Newspaper, Podcast, etc) _ 13.93%
Recommendations from Hotel /Lodging/AirBnB _ 13.73%
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Cost and availability are the biggest barriers
in the Trip Inspiration phase

Which of these barriers, concerns or issues did you encounter in the Inspiration & Planning Phase of your trip (if any)?

Too costly/expensive _ 32.57%
Lack of availability/scld out _ 21.54%
Too time-consuming _ 17.23%
Confusion about location [N 15.73%
‘ Lack of good suggestions/recommendations for things to do _ 12.93% ’
Concerns about safety or security _ 12.83%

Hours of operation did not align with itinerary _ 12.32%
Attractions/activities didn't match my interest

Challenges with payment methods

Technical issues with websites or apps used

Lodging options didn’t match my taste

Environmental or sustainability concerns (e.g., impact on the environment)
My needs as a traveler could not be met

Lack of pet-friendly accommeodations or services

Purchase/Booking seemed too risky

Lack of accessible accommodations or services for travelers with special...
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Cost and availability—as well as feelings of
being too time consuming—are the biggest
barriers in the Booking phase

Which of these barriers, concerns or issues did you encounter in the Booking & Decision-Making Phase of
your trip (if any)?

Too costly/expensive [ 32.26%
Lack of availability/sold out [ 21.04%
Too time-consuming [ 18.74%
Confusion about location || NG 14.33%

Lack of good suggestions/recommendations for things to do [N 12,22%
Hours of operation did not align with itinerary [N 11.32%
Concerns about safety or security [ 11.12%
Attractions/activities didn’t match my interest [N 10.22%
Lodging options didn’t match my taste [N 10.02%
Technical issues with websites or apps used [ g 429
Challenges with payment methods [N 8.92%
Environmental or sustainability concerns (e.g., impact on the environment) R 8.82%
My needs as a traveler could not he met _ 7.82%
Lack of accessible accommodations or services for travelers with special... [N 7.82%
Lack of pet-friendly accommodations or services T 7.41%
Purchase/Booking seemed too risky - 4.91%
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One-third of travelers spent more than their
anticipated budget on their last trip

Less I 3.31%
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Was this more, less or about equal to your anticipated budget for this trip?




Travelers are very open to—and, in fact

desire—hotels introducing them to

attractions

How much do you agree with the following statements?

4%

Hotels should offer more services related to booking

attractions and activities for guests %

!U‘l
ag

41%
23%

3%

5%
Hotels could help their guests discover more attractions
N 22%
for their trips
43%
26%

3%

4%

| would be open to recommendations for attractions to
visit from the hotels | stay in
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A7%

Strongly Disagree

Disagree
w Neutral- neither agree or disagree
m Agree
m Strongly Agree






Key Takeaway

Hotels and attractions can work
together to increase the number of
activities an average travel party
participates in during their trip.




Key Takeaway

Destination organizations can bring
hotels and attractions together.
This collaboration among
stakeholders can positively impact
the travel economy in a community.

Future Partners  Hotel and Attraction Partnership Research.
September 2023



Thank You!
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