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2024 Impacts of Tourism in Cape May County
2024 Tourism Highlights

Cape May County experienced record tourism growth, with a 5% increase
and an economic impact with $8.1 billion in direct tourism spending in
2024.

- The county welcomed 12.11 million visitors, supporting 4,703 jobs and
generating $668.5 million in state and local taxes.

- In 1994, Cape May County generated $2 billion in direct tourism spending.

- By 2025, this figure grew to $8.1 billion, marking an increase of $6.1 billion
over 31 years.

- 84% of visitors return; 44% have been coming for 20+ years.
- 48% take 2 or more vacations in Cape May County.

- 90% said their vacation met their expectations.

- 57% travel with families (3-6 in group); 34% are couples.

- 50% stayed a week or longer.

- 15% are first time visitors.




Cape May County Tourism Economic Impacts

Total Direct Tourism Expenditures in 2024 - $8.102 Billion
This represents a 5% or $388 million increase in visitor spending over 2023.

Lodging Food & Beverage Retail Recreation Transportation
$3.344 billion $1.87 billion $1.52 billion $828.1 million $546.3 million

» Cape May County ranks second to Atlantic County in total direct spending. Lodging included rentals and casino spending.
Transportation includes both ground and air transportation. In-person spending in Atlantic City was $2.81 billion.

» Cape May County outpaced all other counties in Food & Beverage, Retail, and Recreation.
> All sectors measured experienced growth in 2024, with a 5% total increase in visitor spending.

» Cape May County generated $668.5 million in State and Local Taxes, an increase of 4.9%. ($1.83 million per day) 13.4% of the total
share collected in New Jersey.

> Visitor-supported direct jobs 32,051, an increase of 2.3%; 44.7% share of local employment, and 9.6% share of total tourism jobs in
New Jersey.

> Total visitor-supported direct and indirect tourism jobs 41,703 or 58.1% of total county jobs.
» Total visitor volume 12.11 million, an increase of 4.6%, and 9.8% of total visitors to New Jersey.

7.41 million Overnight trips, up 3.2%; and 13.8% total share of overnight trips in New Jersey. 4.70-million day trips, up 6.8%, and 6.7%

of the total share of day trips to New Jersey. 3
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Cape May County Tourism Expenditures Represented by Billions of Dollars
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« Atlantic County generated $8.2 billion with |

23.97 million visitors in 2024. ($4342.24 . - -

per visitor)

 Cape May County generated $8.1 billion in v Monmoh
visitor spending with 12.11 million visitors in
2024. ($669.07 per visitor)
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Occupancy Tax

Occupancy Tax was established in 2025, 2 years ago. the amount collected has significantly increased, but the grant

awards returned to many recipients, particularly those generating the most revenue, have not kept pace. From 2016 to

2024, Cape May County's Occupancy Tax revenue more than doubled, rising by over 50% from $11.418 million to

$23.067 million. In 2024, Cape May County, which is the second-highest generator of Occupancy Tax in the state,

collected $23.067 million and received a return of only 6%, amounting to $1.4 million. In contrast, two other counties

received returns exceeding 100%, while one county received an 88.5% return. The top 5 generators of this tax include —

Bergen County - $24,224,494 collected and 5.72% return or $1.38 million
Cape May County - $23,066,528 collected and 6% return or $1.4 million
Middlesex County - $22,436,931 collected and12.48% return or $2.3 million
Hudson County — 17,254,876 collected and 8% return or $1.38 million
Morris County - $15,810,967 collected and 14.5% return or $2.29 million

Five of 21 counties generated $80.36 million of the $194 million collected statewide and saw a return of $8.75 million in

2024. The breakdown equates to those 5 counties generated 41% of the total dollars collected in Occupancy Tax and

received 21.5% of the dollars allocated through Tourism, Arts, and History grants. The formula is flawed, with no

incentive to work harder.



The four beach counties generated $53.13 million, or 27.46% of the statewide Occupancy Tax
collected in 2024, and received in total grant awards $6.8 million or 12.8% return.

Occupancy Tax Beach Counties 2024
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Cape May County 2024 Occupancy Tax by Month

% Change % Change
2022 % Change 2023 2022 2024 2023
Jan $185,209.26 103.27% $318,002.47 71.70% $449,363.46 41.31%
Feb $229,955.47 107.70% $424,966.12 84.80% $502,668.10 18.28%
Mar $322,408.96 39.90% $549,409.91 70.41% $656,919.97 19.57%
Apr $641,567.13 49.02% $807,684.39 25.89% $772,867.88 -4.31%
May $1,340,917.61 17.10% $1,555,113.96 15.97% $1,675,755.94 7.76%
June $2,973,752.60 17.72% $3,297,817.05 10.90% $3,537,897.67 7.28%
July $4,719,041.68 12.74% $5,288,929.09 12.08% $5,373,561.19 1.60%
Aug $4,811,223.97 16.94% $5,211,879.08 8.33% $5,374,967.74 3.13%
Sept $2,394,749.20 19.47% $2,439,872.30 1.88% $2,298,262.58 -5.80%
Oct $854,630.52 8.01% $941,229.04 10.13% $1,088,286.02 15.62%
Nov $409,804.53 32.93% $485,834.08 18.55% $565,884.08 16.48%
Dec $519,014.17 44.29% $666,683.88 28.45% $770,093.95 15.51%
Total $19,402,275.10 19.05% $21,987,421.37 13.32% $23,066,528.58 4.91%
1st Quarter $737,573.69 70.62%  $1,292,378.50 75.22% $1,608,951.53 24.50%
2nd Quarter $4,956,237.34 20.83%  $5,660,615.40 14.21% $5,986,521.49 5.76%
3rd Quarter $11,925,014.85 15.73% $12,940,680.47 8.52% $13,046,791.51 0.82%
4th Quarter $1,783,449.22 22.22%  $2,093,747.00 17.40% $2,424,264.05 15.79%
Jun-Aug $12,504,018.25 15.50% $13,798,625.22 10.35% $14,286,426.60 3.54%
April-Oct $17,735,882.71 16.70% $19,542,524.91 10.19% $20,121,599.02 2.96%




ATLANTIC
BERGEN
BURLINGTON
CAMDEN
CAPE MAY
CUMBERLAND
ESSEX
GLOUCESTER
HUDSON
HUNTERDON
MERCER
MIDDLESEX
MONMOUTH
MORRIS
OCEAN
PASSAIC
SALEM
SOMERSET
SUSSEX
UNION
WARREN
Total

lan-24
447 857.85

1,325,687.31

577,053.55
252,751.59
449,363.46

89,508.28
447,902.33
205,241.72
767,083.43
104,145.40
431,655.86

1,344,943.15

577,986.23
905,489.53
180,703.73
216,968.87

38,537.79
630,258.44
206,290.81
358,949.06

10,652.84

Feb-24
510,398.15
1,363,827.98
624,400.48
267,894.68
502,668.10
100,404.59
479,392.23
205,706.24
182,707.73
95,079.81
432,793.32
1,339,167.77
600,974.86
928,612.18
210,732.75
205,204.74
36,711.82
614,673.37
100,652.73
354,900.55
12,014.85

2024 - Occupancy Tax by County

Mar-24
546,206.40
1,760,651.31
696,087.23
342,001.89
656,919.97
125,457.94
606,295.55
257,003.72
1,232,355.91
107,053.34
521,175.95
1,602,651.34
693,477.33
1,114,561.31
255,398.59
264,535.62
57,864.70
660,106.99
307,433.73
434,029.32
12,298.90

Apr-24
658,515.68
1,898,695.48
883,609.46
434,128.53
772,867.88
150,428.89
638,618.97
321,236.93
1,319,408.17
136,183.30
620,637.95
1,797,151.01
837,789.06
1,282,403.23
299,381.10
295,866.68
82,932.74
835,185.89
206,379.52
484,213.76
14,431.63

May-24
818,566.44
2,284,266.53
934,090.55
447,989.27
1,675,755.94
164,347.33
711,835.48
317,369.83
1,559,472.30
163,848.47
872,780.07
2,271, 3417
1,262,979.98
1,395,326.13
600,020.67
325,168.60
73,084.86
923,622.41
302,150.14
560,939.90
18,264.90

Jun-24
1,114,619.37
2,266,229.54

949,772.98
455,833.71
3,537,897.67
197,462.58
775,287.33
333,815.72
1,582,935.51
188,100.49
812,280.12
2,330,394.52
1,815,038.40
1,523,013.39
1,048,229.28
369,966.09
71,113.66
1,073,833.48
348,454.51
609,618.13
19,997.80

Jul-24
1,344,253.78
2,194,686.09

875,998.12
406,908.16
5,373,561.19
201,494.69
683,476.76
295,845.66
1,568,369.34
169,262.82
760,694.00
2,179,552.41
2,097,553.18
1,442,911.75
1,623,213.73
351,778.11
57,482.63
952,197.16
393,897.12
536,286.45
19,283.37

Aug-24
1,182,578.98
2,136,590.83

912,255.40
387,312.94
5,374,967.74
176,100.94
699,469.54
287,536.05
1,536,223.82
174,012.43
794,691.79
2,051,156.04
2,130,386.26
1,447,818.34
1,573,003.05
352,998.66
59,922.50
918,333.56
471,448.12
549,562.19
19,714.52

Sep-24
705,225.11
2,370,257.79
770,281.36
372,748.64
2,298,262.04
165,059.09
757,262.58
279,841.44
1,818,217.11
166,659.58
711,859.52
2,002,762.38
1,464,277.88
1,513,720.78
573,688.52
351,226.11
57,344.63
944,180.25
348,602.24
577,295.24
17,233.88

Oct-24
597,102.44
2,497,070.25
799,883.30
407,603.33
1,088,286.02
161,354.06
759,540.74
296,214.23
1,881,809.37
203,288.62
803,747.43
2,157,617.67
1,015,346.55
1,625,387.%
331,916.73
376,422.62
47,958.02
1,137,319.57
344,292.97
621,063.33
18,522.07

Nov-24
523,242.82
1,926,378.07
742,747 .87
314,022.19
565,884.08
139,630.01
681,642.73
268,479.89
1,432,808.54
153,380.97
658,745.60
1,697,735.62
806,457.21
1,359,382.72
248,556.01
316,412.19
48,643.31
816,428.03
304,933.37
523,430.73
15,335.85

Dec-24 Total

433,774.12
2,200,153.63
592,193.11
308,041.24
770,093.95
107,488.95
65,051.75
210,303.63
1,773,485.27
127,905.00
521,832.86
1,662,565.77
664,291.70
1,272,340.60
219,535.56
321,892.49
33,894.05
719,262.35
305,399.23
517,730.36
10,528.55

8,882,341.77
24,224,454.76
9,358,373.63
4,397,302.03
23,066,529.25
1,778,738.16
71,905,776.20
3,278,595.11
17,254,871.67
1,788,920.20
71,942,894.97
22,436,931.66
14,016,558.93
15,810,968.25
71,164,439.61
3,748,441.05
665,490.52
10,225,402.41
3,639,934.33
6,128,019.26
188,279.23

'9,569,037.23 " 9,768,918.93 12,253 627.04 14,020,065.86 17,683,113.97 21,423,894.28 23,528,706.52 ' 23,236,143.70 18, 266,006.17 17,171, 747.32 13,544, 277.81 13,437, 764.17 193,903,308.99
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#lovewhereyoulive

Visitors have a deep affection for the Jersey Cape, and for many families, visiting has
become a cherished tradition. In 2024, Cape May County welcomed a record 12.11
million visitors, an increase from 11.58 million in 2023.

They came. They stayed. They spent $8.1 billion.
9.8% of total visitors to New Jersey — nearly 1in 10 visitors to the state
visited Cape May County
Spending $669 per person
67% have been coming for 10+ years
26% vacation in Cape May County 2 times a year
21% vacation 3-4 times a year
0.8% growth in Day Trips — 4.7 million
3.2% growth in Overnight stays -7.1 million
57% of visitors come because they find the county charming
82% come because they feel safe
69% come for relaxation
/6% come for value
42% come because a referral from family and friends
84% come for the beaches
34% come for the Zoo
36% come for the eco/nature/outdoor options




The Economy’s Impact on Visitor Spending

Data taken from 2025 Visitor Survey

Did the economy impact your Where did they make the cuts?
vacation plans? 42% cut spending on meals
A29% YES 29% cut spending for attractions
58% NO 44% cut spending on shopping

Of the 42% who responded yes,

- 219 ing f ’
58% reduce spending % cut spending for recreation

39% cut lodging options to fit budget

42% did not reduce spending

13% cut spending in other ways
How did they reduce spending? " ° g

18% Canceled their vacation
51% Took fewer vacations

14% Took staycations

30%  Took weekend getaways
37%  Took more daytrips
28%  Reduced length of stay



International Visitors

Rising costs, debt, and financial stress are impacting travel in the U.S.
Foreign travel to the country has decreased and now represents only a
small percentage of our visitors. In the first quarter, some reservations
from Canadian travelers were canceled, although reports of new
bookings made in recent weeks.

International travel plans to Europe have dropped by 8%, from 45% to
36%, marking the lowest level since 2021. Only 18% of those surveyed
indicated they would travel to Europe, a decrease from 28% in 2024.
Travel warnings issued in several European countries have contributed
to this decline.

29% of Americans surveyed by MMGY reported that they will shift from
international to U.S destinations in 2025, with 24% planning to choose
less expensive modes of transportation. 72% of U.S. travelers are
expected to take road trips. This trend is promising for Cape May
County as a drive-to destination.




Important Factors When Choosing a Vacation

(2025 Cape May County Visitor’s Survey)

SAFETY & SECURITY 81.49%
VALUE 75.9%

QUIET 46.83%
ROMANTIC 16.87%
FAMILY ORIENTED 46.75%
RELAXATION 68.6/%
CLOSE TO HOME 22.69%
OUTDOOR ACTIVITIES 27.3%

CHARMING SURROUNDINGS 56.81%
Other 9.23%



https://app.constantcontact.com/pages/reporting/lp#/surveys/activity/76a1061a-ac8a-4099-9d1c-def4f0f7b204/details?question_ids=0eb9112c-24ed-48d9-8ae4-aa2aa47284d1&choice_ids=d858ca0d-8cf8-42dc-b3f0-ddd932d04897
https://app.constantcontact.com/pages/reporting/lp#/surveys/activity/76a1061a-ac8a-4099-9d1c-def4f0f7b204/details?question_ids=0eb9112c-24ed-48d9-8ae4-aa2aa47284d1&choice_ids=8e07d7ed-1280-4a5a-8e42-160ec62e128a
https://app.constantcontact.com/pages/reporting/lp#/surveys/activity/76a1061a-ac8a-4099-9d1c-def4f0f7b204/details?question_ids=0eb9112c-24ed-48d9-8ae4-aa2aa47284d1&choice_ids=176733f0-b9d8-4762-bfae-1e2112f535e2
https://app.constantcontact.com/pages/reporting/lp#/surveys/activity/76a1061a-ac8a-4099-9d1c-def4f0f7b204/details?question_ids=0eb9112c-24ed-48d9-8ae4-aa2aa47284d1&choice_ids=3ca24ff4-a4ba-41f7-ac7e-c58004b52567
https://app.constantcontact.com/pages/reporting/lp#/surveys/activity/76a1061a-ac8a-4099-9d1c-def4f0f7b204/details?question_ids=0eb9112c-24ed-48d9-8ae4-aa2aa47284d1&choice_ids=f619e56d-109e-46fe-962c-a49021dae395
https://app.constantcontact.com/pages/reporting/lp#/surveys/activity/76a1061a-ac8a-4099-9d1c-def4f0f7b204/details?question_ids=0eb9112c-24ed-48d9-8ae4-aa2aa47284d1&choice_ids=538fcd84-36db-4d3f-b5a9-c9fb096bed5a
https://app.constantcontact.com/pages/reporting/lp#/surveys/activity/76a1061a-ac8a-4099-9d1c-def4f0f7b204/details?question_ids=0eb9112c-24ed-48d9-8ae4-aa2aa47284d1&choice_ids=39eba84d-cc9a-4126-bfba-b8a0a38e8c5f
https://app.constantcontact.com/pages/reporting/lp#/surveys/activity/76a1061a-ac8a-4099-9d1c-def4f0f7b204/details?question_ids=0eb9112c-24ed-48d9-8ae4-aa2aa47284d1&choice_ids=14538b13-9d82-490c-b0ee-9cb2c83bf281
https://app.constantcontact.com/pages/reporting/lp#/surveys/activity/76a1061a-ac8a-4099-9d1c-def4f0f7b204/details?question_ids=0eb9112c-24ed-48d9-8ae4-aa2aa47284d1&choice_ids=643a4c18-86e7-42d2-88ad-c8a19648d50f
https://app.constantcontact.com/pages/reporting/lp#/surveys/activity/76a1061a-ac8a-4099-9d1c-def4f0f7b204/details?question_ids=0eb9112c-24ed-48d9-8ae4-aa2aa47284d1&choice_ids=d95d5f95-4e09-4b78-9355-e80d8bc11a8f

Canada

Cape May County has been marketing to Quebec visitors since 1968 and maintained a full-time office
from 1970-1995. Visitors from Quebec, who usually come in July and August, made up 7-9% of our pre-
pandemic guests, while Ontario visitors were less than 1%.

We are monitoring cancellations and reduced bookings from hotels, motels, campgrounds, and rentals.
Reports from the lodging sector indicate that not all Canadians have canceled, and new reservations are
trickling in.

= The reduction in the number of Canadian visitors is influenced by several factors beyond tariffs,
annexation discussions, and general political dissatisfaction.

= The economic situation in Canada has affected travel to the U.S. over the past three years and has
not yet returned to pre-2019 levels.

= Soaring debt, inflation, a housing crisis, a lack of private investment, and stagnant growth have
affected core Canadian household expenses, leading to reduced discretionary spending.

= The Canadian dollar has, on average, been trading at below 69 to 70 cents against the U.S. dollar.
During the 1970s, the dollar traded at par.

= March 2020 to November 2021, the U.S.-Canadian border was closed, representing two summer
seasons with no travel between the two countries.
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Sample of French Ads — Print, Digital, Social Media

CAPE MAY COUNTY NEW JERSEY OCEAN CITY, SEA ISLE, AVALON, STONE HARBOR, THE WILDWOODS, CAPE MAY

¥ ] . N s i L I
7 2 A ) i TELLEMENT CHARMANT
WCCLCHLERL U ) : /
BIENVENUE dans un endroit réel... - L 4 ;ﬁ Mﬁ .
et vraiment charmant. Une des dix premiéres s - ‘ -

destinations mondiales pour |'observation des oiseaux, V E R S L E C A P J. E R S E T

entourée de petites villes pittoresques, tout pleins
d'aliments provenant directement de la mer et du sol,
ainsi que de brasseries artisanales et de distilleries
qui reflétent notre environnement local...

Echappez a la routine et
poursuivez vos passions,

Détachez-vous de la routine et optez pour la passion

www.escapetothejerseycape.com ou 1.800.227.2207

\ s
#escapetothejerseycape

NEW JERSEY

- M[A SOUTHERN SHORE
VERS LE CAP JERSEY & CUMBERLAND COUNTIES

PART BY A GRANT FROM THE NEW JERSET DEFARTMENT OF STATE TRAYEL & TOURISH. WWW.v1

l.

2.

EL)
D'ARTIFICE

4.

LES ACTIVITES . LESPLAGESDES it LES PISTES FILMS SUR
GRATUITES A WILDWOODS & LAPLAGE

JANS [E

LE COMTE DE CAPE M/
DES DOUZAINES DE sl
PLUSIEURS ONT DES

AVOIR TOUS LES VENDREDIS
SOIRS DE JUIN A AOUT SUR LE LDWOODR CREST, SEA SLE

GUVERT A L'ANNEE, ACCES NMILDWOODS SONT . 5
BOARDW CITY ET STONE HARBOR

TN %I)F \I FACILE POUR TOUS, GRATUITES,
(_J" =1 l i STATIONNEMENT GRATUIT. LE

PRIX D'ENTREE EST LAISSE A
VOTRE DISCRETION

PROJECTION HEBDOMADAIRE QUI
DEBLITE AL COUCHER DE SOLEIL

L Cap de Jersey

i atult s play



Cape May County Visitor Profile

Visitor Return Rate 85%
How many in travel group?

1-2 34 T9%
3-4 35 4%
5-6 21.7%
7 or more 8.21%
Who did they travel with?

SPOUSE-MO CHILDREM 19,81%
CHILDREN OMLY 1%
FAMILY (SPOUSE & CHILDREN) 36.97%
COUPLE ANDVOR FRIEMDS 7.66%
EXTENDED FAMILY (PARENTS,
GRAMNDPARENTS, SIBLINGS, ETC)) 24 05%
GROUP 1.27%
TRAVEL ALONE OR SOLO T 23%
Other 2.02%
Length of Stay

DAY TRIFP 12.26%
1 NIGHT 7 31%
2-5 NIGHTS 30.39%
6-7 MIGHTS (1 we=sk) 29.89%
8-10 NIGHTS 2 41%
2 WEEKS 6 21%
MORE THAN 2 WEEKS 4 2%
Other 7. 34%
Did the Economy impact your Vacation Spending?
Yes 41 55%
Mo 58.45%
Vacations planned for 2025

1 52.01%
2 26.1%
3 6.02%
4 or MORE 8. 43%
Other T 43%

Age

18-35 14.28%
36-45 19.07%
465-53 24 5%
5471 28 09%
72 AND OWVER 14 23%
Travel Season

SLIMMER 21.67%
FALL 46.14%
WINTER 18,43%
SPRING 37 43%
Top Markets

Mew Jersey 33%
Fennsylvania 31%0
Mew York 19%
Maryland/DC 8%
Cther 0%
Vacation met expectations.
YES B9 47T%
MO 10.53%
Years vacationing in CMC?
FIRST TIME 15.16%
1-2 YEARS 7.24%
34 YEARS 7 29%
5-8 YEARS 3 61%
T-8YEARS 0%
2-10 YEARS 2. 41%
11-15 ¥YEARS 0.64%
16-20 ¥YEARS 11.04%
20 PLUS YEARS 44 38%

Vacation Spending
$100 - $300

$300 - $500

$500 - $700

$700 - $1,000

$1,000 - $1,500
$1.,500 - %2,000
$2,500 - $3,000

MORE THAM 53,000

Top Reasons for Vacationing in CMC

SAFETY & SECURITY
VALUE

QUIET

ROMANTIC

FAMILY ORIENTED
RELAATION

CLOSE TO HOME
OUTDOOR ACTIVITIES
CHARMING

Other

Top Attractions

BEACH

SHOPPING

RESTAURANT/DINING
CULTURAL/MHISTORIC ATTRACTIONS
BOARDWALK

ECO/MNATURE-BASED

(eq. Whale Watching Excursion)
BIRDING

FISHING/BOATING

GOLFING

WATERSPORTS

CAMPING

00

SPECIAL EVENTS

AGRI-FARM MARKET- FARM T2TABLE
WINERIES, EREWERIES, DISTILLERIES

6.59%
T.69%
12.66%
13.94%
15.19%
18 4%
10.16%
15.19%

81.49%
75 9%

46.83%
16.87%
46._75H%
B68.67T%
22 69%
27 3%

56.81%
9.23%

24.49%
FB6.27T%
79.49%
27 T1%
67 .45%

14 45%
2.43%
13.25%
3.2%
8.61%
3.61%
33.92%
20.07%
12.61%
29.89%




Travel Trends - If the trend fits, wear it!

Travel trends are crucial for tourism marketers. Understanding these trends, identifying
how your business fits, and incorporating them into your messaging is essential for
developing an effective marketing plan.

Cultural tourism is an emerging trend incorporates many of the attractions Cape May
County offers visitors. Local culture and nostalgia trends fit us perfectly.

2025 Travel Trends Local Culture Travel Trends include
Detour Destinations — stop along the way to visit lesser- | = Connecting with local

known spots on road trips. communities

Eco-friendly — prioritizing environmental options. * Immersing in local culture
Local Immersion — experiencing local culture « Seeking authentic experiences
Sports Tourism — more travelers are interested in sports |« Prioritizing neighborhoods and
and sporting events. local culture

Stargazing — Growing interest in stars and space. » Exploring history and political
Slow Travel — emphasis on relaxing and enjoying the tours.

moment. « Focusing on economic
Nature-focused travel — more interest in the outdoors opportunities in sharing
Food-Focused travel — rising interest in culinary tourism. heritage, stories, and traditions
Cultural Tourism — understanding different cultures, with visitors.

cuisine, and values. ,




More Trends

Road Trips continue to grow and are popular with Millennials, Families, and Baby
Boomers. Rising airfare, cancellations, and delays are changing the focus to drive
destinations. 72% of Americans are planning a summer vacation.

Sodl

With falling fuel prices, more travel planners are hitting the road for both day trips
and extended trips. Cape May County is within 300 miles of 30 million people.

y
1
e

 Shopping - 39 % of our visitors are cutting costs by shopping for better
prices and deals as a result of the economy. This is common among travelers.

* Experiential travel remains high on the trend list as travelers are spending
their money on more adventures and experiences over ‘stuff’.

 Last-minute bookings are more common, with 29% of travel planners
booking 30 days or less. The reason,

* Deals,

« Spontaneity in traveling.
* Flexibility

* Budget constraints

« Baby Boomers are increasingly taking more SKI vacations.

19
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