
1



METHODOLOGY      3

KEY INSIGHTS       4

NORTH CAROLINA PROPRIETARY QUESTIONS   8

NORTH CAROLINA PROSPECT     19

TRAVEL OUTLOOK SNAPSHOT     24

WHERE PEOPLE WANT TO VISIT    30

ROAD TRIPS       34

FAMILY TRAVEL      43

TRAVEL ADVISORS      48

TRAVELER PERSPECTIVES     52

VACATION MOTIVATORS & ACTIVITIES   60



3

Methodology
Total: 4 ,50 9 U.S. a d u lt s  in  Ma y 20 25. 

North Carolina Prospect : d e fin e d  a s  th ose  wh o in te n d  to  ta ke  at least one ove rn ig h t  le isu re  
t rip  d u rin g  th e  n ext  24  m on th s  and a re  in te re s te d  in  vis it in g  North  Ca rolin a  (4  or 5 on  a  5-
p oin t  sc a le ) Th e re  we re  a  to ta l of 1,70 3 t ra ve le rs . 

Re sp on d e n ts  we re  se le c te d  ra n d om ly a n d  p a rt ic ip a te d  in  a  20 -m in u te  on lin e  su rvey. Th e  
sa m p le  h a s  b e e n  b a la n c e d  b y s ta t is t ic a l we ig h t in g  to  e n su re  th e  d a ta  is  re p re se n ta t ive  of a ll 
le isu re  t ra ve le rs  in  Am e ric a .

Generation Age % of Respondents

Ge n  Ze rs 18–28 14%

Mille nn ia ls 29– 44 29%

Ge n  Xe rs 45–60 24%

Boom e rs 61–79 29%

Sile n t /GI 80 + 3%
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Demographics
U.S. Leisure
Travelers

North Carolina 
Prospects

Ge n  Zs 17% 14%

Mille nn ia ls 27% 34%

Ge n  Xe rs 25% 24%

Young  Boom e rs 17% 17%

Old e r Boom e rs 11% 9%

Ha ve  c h ild re n  und e r 18 a t  hom e 31% 41%

HHI <$10 0 K 54% 46%

HHHI $10 0 K+ 46% 54%

Em p loye d  (fu ll or p a rt- t im e) 59% 70%
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Base: U.S. Le isu re  Tra ve le rs  (n =3,652), North  Ca rolin a  Prosp e c t  (n =1,70 3)
Source: MMGY’s  20 25 Portrait of American Travelers® “Su m m e r Ed it ion ”
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12%

26%

19%

15%

28%

13%

28%

18% 17%

24%

15%

30 %

18%

14%

24%

Extremely interested Somewhat interested Neither interested nor
uninterested

Not too interested Not at all interested

In te re s t  in  Vis it in g  North  Ca rolin a  Ove r Tim e

2023 2024 2025

Base: U.S. Le isu re  Tra ve le rs  (n =3,652)
Source: MMGY’s  20 25 Portrait of American Travelers® “Su m m e r Ed it ion ”

Da ta  in  b o ld  in d ic a te s  a  s ig n ific a n t  d iffe re n c e  from  Su m m e r 20 24 .
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More travelers are interested in visiting North 
Carolina compared to the previous two years.
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Millennials are the most interested in visiting, although 
Gen Zers  and Gen Xers both saw significant increases in 
interest too.

43%
46%

39%

34%

26%

43%
46%

40 %
37%

35%

49%

55%

48%

42%
38%

Gen Z Millennials Gen X Young Boomers Older Boomers

In te re s t  in  Vis it in g  North  Ca rolin a  By Ge n e ra t ion
2023 2024 2025
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Da ta  in  b o ld  in d ic a te s  a  s ig n ific a n t  d iffe re n c e  from  Su m m e r 20 24 .
Base: U.S. Le isu re  Tra ve le rs  (n =3,652)
Source: MMGY’s  20 25 Portrait of American Travelers® “Su m m e r Ed it ion ”
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Higher - income travelers ($100K+) are the most 
interested in visiting North Carolina.

40 %
36%

39% 39%38%
41% 42% 43%42% 44%

50% 50%

Less than $50,000 $50,000 - $99,999 $100,000 - $149,999 $150,000 or more

In te re s t  in  Vis it in g  North  Ca rolin a  By House h old  In c om e

2023 2024 2025
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Base: U.S. Le isu re  Tra ve le rs  (n =3,652)
Source: MMGY’s  20 25 Portrait of American Travelers® “Su m m e r Ed it ion ”

Da ta  in  b o ld  in d ic a te s  a  s ig n ific a n t  d iffe re n c e  from  Su m m e r 20 24 .



North Carolina
Proprietary Questions
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If you were to visit North Carolina in the next 12 -24 months, 
which of the below regions would you visit?
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Da ta  in  b o ld  in d ic a te s  a  s ig n ific a n t  d iffe re n c e  from  U.S. le isu re  t ra ve le rs .
Base: U.S. Le isu re  Tra ve le rs  (n =3,652) & North  Ca rolin a  Prosp e c t  (n =1,70 3)
Source: MMGY's  20 25 Portrait of American Travelers® “Su m m e r Ed it ion ”

Coast: 
Prospects: 67% 

U.S. leisure travelers: 55%

(In c lu d e s  Alb e m a rle  & Pa m lic o Sou n d s , Bru n swic k 
Is la n d s , Crys t a l Coa s t , In n e r Coa s ta l Pla in , Ou te r 

Ba n ks  & Cu rritu c k, Top sa il Are a , Wilm in g ton  Are a )

Mountains: 
Prospects: 51%

U.S. leisure travelers: 43%

(In c lu d e s  Ash e ville  & th e  Footh ills , Hig h  
Cou n t ry, Sm oky Mou n ta in s  & Ch e roke e )

Piedmont: 
Prospects: 44%

U.S. leisure travelers: 33%

(In c lu d e s  Ch a rlot t e  Re g ion , Gre e n sb oro & Win s ton -Sa le m , 
Pin e h u rs t  & Sa n d h ills , Ra le ig h , Du rg a m  & th e  Tria n g le )
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When traveling to North Carolina, what destination types are 
you most likely to consider?
(By travel party composition)
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Base: North  Ca rolin a  Prosp e c t  (n =1,70 3)
Source: MMGY's  20 25 Portrait of American Travelers® “Su m m e r Ed it ion ”

Destination types Alone With significant 
other Family vacation With friends Group tour

Beach vacations 36% 66% 59% 55% 38%

His toric  a t t ra c t ions  a nd  m use um s 31% 45% 36% 35% 38%

Culina ry exp e rie nc e s 24% 37% 19% 31% 27%

Outd oor a c t ivit ie s  a nd  exp loring  
  na tu re 21% 35% 33% 34% 25%

Moun ta in  Va c a t ions 20 % 33% 25% 26% 19%

Urb a n  d e s t ina t ions 41% 33% 22% 36% 30 %

The m e  a nd  wa te r p a rks 10 % 23% 41% 24% 18%

Top  two d e s t ina t ion  typ e s  fo r e a c h  t ra ve l p a rty a re  in  b o ld
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If planning a trip to North Carolina, which of the following 
sources would you use for travel inspiration?
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Base: North  Ca rolin a  Prosp e c t  (n =1,70 3)
Source: MMGY's  20 25 Portrait of American Travelers® “Su m m e r Ed it ion ”

41%

31%

24% 24% 24%

  Recommendations
from friends or family

  Travel review
websites (i.e.

TripAdvisor, Lonely
Planet)

  VisitNC.com   Online travel
agencies (i.e.

Expedia, Travelocity,
etc.)

  Youtube/travel
videos
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‘Top 10’ lists are the mos t influential travel 
media/news stories for ideas and inspiration.
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51%

42% 41%
37% 36%

61%

52% 50% 47% 46%

  'Top 10' or 'Best of' lists   Suggested vacation itineraries   Travel destination profiles   Travel blogger blog posts   Readers choice and editorial
awards

How in flue n t ia l a re  e a c h  of the  fo llowing  t ra ve l m e d ia /ne ws  s torie s  for t ra ve l id e a s  a nd  in sp ira t ion?
(% ra te d  ‘ext re m e ly/ve ry in flue n t ia l)

U.S. Leisure Travelers North Carolina Prospects

Da ta  in  b o ld  in d ic a te s  a  s ig n ific a n t  d iffe re n c e  from  U.S. le isu re  t ra ve le rs .
Base: U.S. Le isu re  Tra ve le rs  (n =3,652) & North  Ca rolin a  Prosp e c t  (n =1,70 3)
Source: MMGY's  20 25 Portrait of American Travelers® “Su m m e r Ed it ion ”
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All types of brand partnerships are significantly more 
appealing to prospects than U.S. leisure travelers.
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4 8%
40 %

36% 33%
29% 28%

58%

47% 46%
41% 39% 37%

  Preferred partner discounts
(ex. activity or lodging

discounts) for travelers in
specific destinations

  Travel brand partnerships,
such as airline packages,
luggage deals, or similar

  Culinary brand pop-up
experiences in destinations I

want to visit

  Sponsored events from
brands I follow in destinations I

want to visit

  Co-branded apparel, beauty,
or other retail products specific

to a destination

  TV show integrations

How in flue n t ia l a re  e a c h  of the  fo llowing  b ra nd  p a rtne rsh ip s  for t ra ve l id e a s  a nd  in sp ira t ion?
(% ra te d  ‘ext re m e ly/ve ry in flue n t ia l)

U.S. Leisure Travelers North Carolina Prospects

Da ta  in  b o ld  in d ic a te s  a  s ig n ific a n t  d iffe re n c e  from  U.S. le isu re  t ra ve le rs .
Base: U.S. Le isu re  Tra ve le rs  (n =3,652) & North  Ca rolin a  Prosp e c t  (n =1,70 3)
Source: MMGY's  20 25 Portrait of American Travelers® “Su m m e r Ed it ion ”



14

Most North Carolina prospects prioritize their 
destination choice based on the type of travel 
offering.
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4 3%
39%

18%

45%
40 %

15%

Prioritize destination choice
based on type of travel offering

Prioritize destination choice
based on type of travel party

Neither

Do you  p riorit ize  d e s t ina t ions  b a se d  on  you r t ra ve l p a rty or the  t ra ve l offe ring ? 

Summer 2024 Summer 2025

Da ta  in  b o ld  in d ic a te s  a  s ig n ific a n t  d iffe re n c e  from  U.S. le isu re  t ra ve le rs .
Base: U.S. Le isu re  Tra ve le rs  (n =3,652) & North  Ca rolin a  Prosp e c t  (n =1,70 3)
Source: MMGY's  20 25 Portrait of American Travelers® “Su m m e r Ed it ion ”



15

Key Insights
North Carolina Proprietary Questions

• In te re s t  in  vis it in g  North  Ca rolin a  h a s  
in c re a se d  s ig n ific a n t ly across all 
demographics  c om p a re d  to  th e  p revious  
two ye a rs .

• Beach vacations we re  th e  on ly d e s t in a t ion  
typ e  th a t  a p p e a re d  in  th e  top  two se le c t ion s  
for a ll t ra ve l p a rt ie s , sh owc a s in g  th e ir 
u n ive rsa l a p p e a l. 

• Tra ve l m e d ia /n e ws  s torie s  featuring ‘Top 10’ 
lists and preferred partner discounts , a re  
e ffe c t ive  wa ys  to  d rive  in te re s t  a m on g  
p rosp e c t s . Bra n d  p a rtn e rsh ip s  wh ic h  offe r 
d e a ls  or d isc ou n ts  will work e sp e c ia lly we ll 
fo llowin g  tightening economic conditions.



Travel 
Outlook 

Snapshot
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$4,575 
$4,810 

$2,000

$2,500

$3,000

$3,500

$4,000

$4,500

$5,000

0

0.5

1

1.5

2

2.5

3

3.5

4

4.5

5

2023 2024 2025

Prosp e c t s  Le isu re  Tra ve l a nd  Sp e nd ing /Next  12 Mon ths

Avg. Number of Vacations Expect to Take Next 12 Months
Avg. Amount Expect to Spend

North Carolina prospects are planning to spend 
more and take more vacations in the next 12 months.
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Base: In t e re s t e d  in  Vis it in g  North  Ca rolin a  & Pla n n in g  to  Ta ke  a  Trip  in  th e  Ne xt  12 Mon th s  (n =1,393)
Source: MMGY’s  20 25 Portrait of American Travelers® “Su m m e r Ed it ion ”

/ In  c on t ra s t  to  the  
a ve ra g e  U.S. le isu re  
t ra ve le r, t he  
exp e c te d  sp e nd ing  
($4 ,810  vs . $4 ,699) 
a nd  num b e r of 
va c a t ions . (4 .0  vs . 
3.85) in  the  next  12 
m on ths  ha s  ris e n  for 
p rosp e c t s . 
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Nine in 10 (88%) prospects are planning to take their 
next leisure vacation within the next six months.
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30 %

34%

20 %

12%

3%

25%

38%

23%

10 %

4%

26%

37%

25%

9%

2%

Within the next 30 days

Within the next 3 months

Within the next 6 months

Within the next 12 months

Within the next 24 months

Exp e c te d  Tim ing  of Next  Le isu re  Va c a t ion

2023 2024 2025

Da ta  in  b o ld  in d ic a te s  a  s ig n ific a n t  d iffe re n c e  from  Su m m e r 20 24 .
Base: North  Ca rolin a  Prosp e c t  (n =1,70 3)
Source: MMGY’s  20 25 Portrait of American Travelers® “Su m m e r Ed it ion ”

88%
In  th e  n ext  
s ix m on th s
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North Carolina prospects have a much more positive travel outlook 
overall compared to Summer 2024.
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Base: U.S. Ad u lt s  (n =4 ,50 9) (Bla c k lin e ) & North  Ca rolin a  Prosp e c t  (n =1,70 3) (Re d  fill)
Source: MMGY’s  20 25 Portrait of American Travelers ® “Su m m e r Ed it ion ”
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Inflationary pressures are continuing to have the biggest 
impact on prospects, while concerns about personal 
financial situations/job security are growing.

B
ar

ri
er

s 
To

 T
ra

ve
l

NA = Not  a ske d .
Da ta  in  b o ld  in d ic a te s  a  s ig n ific a n t  d iffe re n c e  from  Su m m e r 20 24 .

31%

26%

NA

NA

NA

25%

29%

31%

24%

NA

NA

NA

27%

30 %

30 %

29%

29%

28%

28%

27%

24%

Inflationary pressures on the household budget

Concerns about my personal financial situation/job
security

Concerns about the impact of the U.S. Presidential
Election

Concerns about the impact of tariffs

Concerns about the safety of international air travel

The availability of great travel deals

Price of gas

% Who Are  Ext re m e ly Im p a c te d  By…

2023
2024
2025

Base: North  Ca rolin a  Prosp e c t  (n =1,70 3)
Source: MMGY’s  20 25 Portrait of American Travelers® “Su m m e r Ed it ion ”
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Key Insights
Traveler Outlook

• Prosp e c t s  a re  p la n n in g  to  sp e n d  
$4,810 (vs . $4 ,575 in  20 24) on  va c a t ion s  
in  th e  n ext  12 m on th s  a n d  ta ke  4.0 
trips  (vs . 3.8) ove r th e  sa m e  p e riod . 

• Th e  U.S. le isu re  t ra ve le r is  p la n n in g  to  
reduce  t h e ir sp e n d in g  a n d  n u m b e r of 
va c a t ion s  c om p a re d  to  20 24 .

• Pe rson a l fin a n c ia l c on c e rn s , th e  
im p a c t  of ta riffs  a n d  in fla t ion a ry 
p re ssu re s  c on t in u e  to  im p a c t  
p rosp e c t s .

• On  a  m ore  positive  n ote , th e  im p a c t  of 
th e  p ric e  of g a s  h a s  b e e n  s ig n ific a n t ly 
re d u c e d  on  p rosp e c t s ’ t ra ve l p la n s .



Where People 
Want to Visit
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Base: North  Ca rolin a  Prosp e c t  (n =1,70 3)
Source: MMGY’s  20 25 Portrait of American Travelers® “Su m m e r Ed it ion ”

Florida, Hawaii, South Carolina, and Colorado are the other 
top states of interest among North Carolina prospects.

D
es

tin
at

io
ns

 o
f I

nt
er

es
t

Top 5 States of Interest
Among Prospects 2023 2024 2025

Florid a 70 % 73% 75%

Ha wa ii 73% 71% 75%

Sou th  Ca rolin a 72% 67% 69%

Colora d o 67% 67% 67%

Ne w York 62% 63% 65%

North  Ca rolin a  In te re s t : 
U.S. Re sp on d e n ts  = 38%
Prosp e c t s  = 100%
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Base: North  Ca rolin a  Prosp e c t  (n =1,70 3)
Source: MMGY’s  20 25 Portrait of American Travelers® “Su m m e r Ed it ion ”

Charlotte and Outer Banks are consistently the top 
two North Carolina destinations for prospects.
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Top Destinations of Interest
Among Prospects 2023 2024 2025

Florid a  Keys /Key We s t , FL 70 % 68% 69%

Ma u i, HI 66% 66% 68%

Is la n d  of Ha wa i’i 69% 66% 67%

Hon olu lu , HI 66% 64% 66^

Hilton  He a d  Is la n d 59% 63% 64%



Summer 
Module

Road 
Trips
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of North  Ca rolin a  Prosp e c t s  h a ve  ta ke n  a  roa d  t rip  
d u rin g  th e  past 12 months

68%
PROSPECT

Road trips are hugely popular 
among prospects.

Base: North  Ca rolin a  Prosp e c t  (n =1,70 3)
Source: MMGY’s  20 25 Portrait of American Travelers® “Su m m e r Ed it ion ”

of North  Ca rolin a  Prosp e c t s  in te n d  to  ta ke  a  roa d  
t rip  d u rin g  th e  next 12 months

73%
PROSPECT

63%
USLT

70%
USLT
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Motivation For Past or Future Road Trips

Ro
ad

 T
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ps

Base: Ta ke n  or Pla n  to  t a ke  a  roa d  t rip  & North  Ca rolin a  Prosp e c t  (n =1,411)
Source: MMGY’s  20 25 Portrait of American Travelers®  “Su m m e r Ed it ion ”

Da ta  in  b o ld  in d ic a te s  a  s ig n ific a n t  d iffe re n c e  from  Su m m e r 20 24 .

2023 2024 2025

Ab ility to  exp lore  m ult ip le  p la c e s  on  a  s ing le  t rip 45% 50 % 49%

Ab ility to  b e  sp on ta ne ous  wh ile  t ra ve ling 49% 50 % 48%

Ab ility to  p a c k eve ryth ing  ne e d e d  for va c a t ion  in  th e  c a r 43% 44% 38%

Th rill o f m a king  d isc ove rie s  on  th e  roa d 38% 41% 38%

Lowe r va c a t ion  c os t s 42% 34% 33%

Ab ility to  ta ke  va c a t ion  a t  th e  la s t  m inu te 28% 33% 33%

Nos ta lg ia  for p a s t  roa d  t rip  va c a t ions 26% 26% 27%

Ea se  in  ta king  p e t s  a long 16% 21% 14%

None  of th e  a b ove 4% 6% 4%

/ Be ing  a b le  to  exp lore  m u lt ip le  
p la c e s  a nd  b e  sp on ta ne ous  
wh ile  t ra ve ling  a re  the  
b ig g e s t  m ot iva tors  for roa d  
t rip s  a m ong  North  Ca rolina  
p rosp e c t s .
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North Carolina prospects are planning to travel further and 
visit more places on their road trips than U.S. leisure travelers.

Base: Pla n  to  t a ke  a  roa d  t rip  & North  Ca rolin a  Prosp e c t  (n =1,291)
Source: MMGY’s  20 25 Portrait of American Travelers ® “Su m m e r Ed it ion ”

Average number of cities/places North Carolina 
Prospects intend to visit on their next road trip
(vs . 3.2 a m ong  U.S. Le isu re  Tra ve le rs)

3.4

Average number of miles North Carolina Prospects 
are willing to drive on their next road trip
(vs . 980  a m ong  U.S. Le isu re  Tra ve le rs)

1,005
46%

41% 40 % 37%
30 %

46%
42% 43% 41%

35%

  Gas Prices   New or rental car
prices

  Vehicle
maintenance

  Car servicing and
repair costs

  Vehicle parking

What road trip costs will be impacted by tariffs?

U.S Leisure Travelers North Carolina Prospects
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The Blue Ridge Parkway is the most popular road trip route for 
prospects in the next 12 months.

Ro
ad

 T
ri

ps

Base: Pla n  to  t a ke  a  roa d  t rip  & North  Ca rolin a  Prosp e c t  (n =1,291)
Source: MMGY’s  20 25 Portrait of American Travelers ® “Su m m e r Ed it ion ”

18%

47%

27%

7%
2%

17%

47%

27%

7%
2%

Less than 1 month in
advance

1-3 months in
advance

4-6 months in
advance

7-12 months in
advance

More than 12 months
in advance

Number of Months in Advance Road Trip Is Planned

U.S Leisure Travel North Carolina Prospects
Most popular 
road trip routes: 
(next 12 months)

1. Blue  Rid g e  Pa rkwa y (25%)

2. The  Texa s  Hill Coun t ry (19%)

3. Pa c ific  Coa s t  Hig hwa y (17%) 

4 . Ove rse a s  Hig hwa y (17%)

5. Rou te  66  (16%)
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Key Insights
Road Trips
• In te n t  to  ta ke  a  roa d  t rip  re m a ins  h ig h  

a m ong  p rosp e c t s  in  Sum m e r 20 25, with  
73% of p rosp e c t s  p la nn ing  to  ta ke  a  
roa d  t rip  in  the  next  12 m on ths . 

• Exp loring  m u lt ip le  p la c e s  a nd  b e ing  
sp on ta ne ous  a re  the  p rim a ry p u ll 
fa c tors  for the se  t ra ve le rs .

• Com p a re d  to  the  U.S. le isu re  t ra ve le r, 
t hey fe e l tha t  the  ove ra ll im p a c t  of 
ta riffs  on  roa d  t rip  c os t s  will b e  la rg e r



Summer 
Module

Family Travel
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Over 4 in 10 (43%) prospects are 
planning to travel with their 
children during the next 12 months.

38%
of North  Ca rolin a  Prosp e c t s  p la n  to  t ra ve l with  c h ild re n  
u n d e r 18 d u rin g  th e  n ext  12 m on th s

43%
2024 2025

Base: North  Ca rolin a  Prosp e c t  (n =1,70 3)
Source: MMGY’s  20 25 Portrait of American Travelers®  “Su m m e r Ed it ion ”

37% p la n  to  t ra ve l with  th re e  or 
m ore  g e n e ra t ion s  of th e ir 
fa m ily in  th e  n ext  12 
m on th s
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Children’s role in travel is highly significant for prospects, 
with more children having an influence in selecting a 
hotel/place to stay than anytime in the past 3 years.

Fa
m

ily
 T

ra
ve

l

Base: Ha ve  c h ild re n  & North  Ca rolin a  Prosp e c t  (n =770 )
Source: MMGY’s  20 25 Portrait of American Travelers®  “Su m m e r Ed it ion ”

83%

76%

63%

78%

73%

64%

79%

74%

67%

Planning daily activities

Choosing a vacation destination

Selecting hotel/place to stay

Child re n’s  In flue nc e  Whe n  Ta king  a  Fa m ily Va c a t ion

2023 2024 2025
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66%
U.S. Leisure Traveler

Fa
m

ily
 T

ra
ve

l

o f North  Ca rolin a  Prosp e c t s  
(wh o h a ve  c h ild re n ) p la n  to  
t ra ve l for th e ir c h ild re n  to  
p a rt ic ip a te  in  a c t ivit ie s .

74%
North Carolina Prospect

Traveling For Children’s Events/Activities

Type of Activity* USLT North 
Carolina 

Sp ort ing  eve n t s 33% 37%

Pe rform ing  a rt s  a nd  m us ic  eve n t s 24% 28%

Cultu ra l a nd  he rita g e  eve n t s 22% 27%

Sum m e r Ca m p 23% 26%

Ta le n t  shows 20 % 25%

Ac a d e m ic  c om p e t it ion /c a m p 16% 19%

Colle g e  p re p a ra tory eve n t s 15% 17%

* Am on g  th ose  wh o p la n  to  t ra ve l fo r th e ir c h ild re n  to  p a rt ic ip a te  in  a  sp ort in g  e ve n t
Base: Ha ve  c h ild re n  & North  Ca rolin a  Prosp e c t  (n =770 )
Source: MMGY’s  20 25 Portrait of American Travelers®  “Su m m e r Ed it ion ”
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Key Insights
Family Travel

• Ch ild re n  c on t in u e  to  b e  h ig h ly in flu e n t ia l in  
t ra ve l d e c is ion s  for p rosp e c t s , with  a lm os t  8 
in  10  (79%) wh o h a ve  c h ild re n  s ta t in g  th ey 
a re  in flu e n t ia l in  p la n n in g  d a ily a c t ivit ie s .

• Ad d it ion a lly, 74% of p rosp e c t s  wh o h a ve  
c h ild re n  p la n  to  t ra ve l for th e ir 
eve n t s /a c t ivit ie s , m os t  c om m on ly for th e ir 
sp ort in g  eve n t s , or p e rform in g  a rt s  a n d  
m us ic  eve n t s .

• A s ig n ific a n t  37% of p rosp e c t s  a re  a lso  
p la n n in g  to  t ra ve l with  th re e  or m ore  
g e n e ra t ion s  of th e ir fa m ily in  th e  n ext  12 
m on th s .



Summer 
Module

Travel Advisors
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26%
of th ose  in te re s te d  in  vis it in g  North  Ca rolin a  
h a ve  use d  th e  se rvic e s  of a  t ra ve l a d visor 
d u rin g  th e  p a s t  2 ye a rs

32%
2024 2025

More prospects are using travel 
advisors compared to previous years.

Base: In t e re s t e d  in  Vis it in g  North  Ca rolin a  (n =1,70 3)
Source: MMGY’s  20 25 Portrait of American Travelers® “Su m m e r Ed it ion ”

34%
of th ose  in te re s te d  in  Vis it in g  North  Ca rolin a  
p la n  to  use  th e  se rvic e s  of a  t ra ve l a d visor 
d u rin g  th e  n ext  2 ye a rs

37%
2024 2025
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Increasing use of travel agents among prospects is driven 
by a desire to get the best prices for a vacation, assistance 
with complex arrangements and a desire for peace of mind 
when booking travel.

Reasons to Use a Traditional Travel Agent 2023 2024 2025

To g e t  th e  b e s t  p ric e s  for a  va c a t ion 56% 48% 42%

For a ss is ta nc e  with  c om p lex t ra ve l a rra ng e m e n ts NA NA 42%

To h a ve  p e a c e  of m ind  th a t  wh a t  I’m  b ooking  is  th e  exp e rie nc e  I exp e c t  it  will b e 42% 46% 42%

Th ey p rovid e  h e lp  if th ing s  g o  wrong 43% 40 % 39%

To ta ke  th e  t im e  a nd  h a ss le  ou t  of re se a rc h ing  a nd  b ooking  t ra ve l 43% 46% 37%

To g a in  a c c e ss  to  exp e rie nc e s  I c a n’t  g e t  on  m y own 35% 44% 36%

To g e t  re c om m e nd a t ions  on  th e  h ot te s t / t re nd ing  p la c e s  to  vis it 27% 42% 33%

To g e t  ta ilo re d  it ine ra rie s  for sp e c ific  oc c a s ions , p re fe re nc e s  or ne e d s NA NA 33%

Oth e r 5% 5% 1%

Base: Use d  or Pla n  to  Use  a  Tra ve l Ag e n t  & In te re s t e d  in  Vis it in g  North  Ca rolin a  (n =728)
Source: MMGY’s  20 25 Portrait of American Travelers ® “Su m m e r Ed it ion ”

Da ta  in  b o ld  in d ic a te s  a  s ig n ific a n t  d iffe re n c e  from  Su m m e r 20 24 .

Tr
av

el
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dv
is

or
s
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Travel advisors are most used to book a vacation package/tour 
and lodgings/accommodations.

45%
42% 43% 43%

33%

28%

1%

55%

47%
44% 44%

38%

33%

1%

55%

45% 44% 43%

37%

30 %

1%

To book a vacation
package/tour

To book a lodging/
accommodations stay

To book a cruise To book an airline ticket To identify or select a
vacation destination

To book a rental car Other

Se rvic e s  Like ly to  Use  a  Tra d it iona l Tra ve l Ag e n t  to  Book
2023 2024 2025

Base: Pla n  to  u se  a  t ra d it ion a l t ra ve l a g e n t  & In t e re s t e d  in  Vis it in g  North  Ca rolin a  (n =728)
Source: MMGY’s  20 25 Portrait of American Travelers ® “Su m m e r Ed it ion ”

Da ta  in  b o ld  in d ic a te s  a  s ig n ific a n t  d iffe re n c e  from  Su m m e r 20 24 .

Tr
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or
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Key Insights
Travel Advisors

• Th e  n u m b e r of p rosp e c t s  wh o h a ve  b oth  
use d  a  t ra d it ion a l t ra ve l a g e n t  in  th e  p a s t  2 
ye a rs , a n d  wh o p la n  to  use  th e ir se rvic e s  in  
th e  n ext  2 ye a rs  h a s  in c re a se d  s ig n ific a n t ly 
from  Su m m e r 20 25. 

• Th e se  t ra ve le rs  a re  m os t  like ly to  use  th e ir 
se rvic e s  for lowe r p ric e s , a ss is ta n c e  with  
c om p lex a rra n g e m e n ts  a n d  for p e a c e  of 
m in d  wh e n  b ookin g  va c a t ion s . 

• AI sh ou ld  b e  in c re a s in g ly use d  a s  a  tool b y 
t ra ve l a d visors  h e lp  su p p ort  th e se  
im p orta n t  p rofe ss ion a l se rvic e s .
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Significantly more prospects are optimistic about the future of the U.S. 
and the world compared to Summer 2023 and Summer 2024.

Tr
av

el
er
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tiv
es

Base: North  Ca rolin a  Prosp e c t  (n =1,70 3)
Source: MMGY’s  20 25 Portrait of American Travelers®  “Su m m e r Ed it ion ”

83%

73%

69%

69%

58%

43%

42%

80 %

74%

69%

67%

60 %

44%

41%

83%

74%

67%

67%

63%

55%

50%

The future of my children*

My own future

The future of the company I work for**

The future of my job**

The future of my local community

The future of the U.S.

The future of the world

% Op t im is t ic  Ab ou t…

2023
2024
2025

Da ta  in  b o ld  in d ic a te s  a  s ig n ific a n t  d iffe re n c e  from  Su m m e r 20 24 .

* Am on g  th ose  with  c h ild re n
** Am on g  th ose  wh o a re  e m p loye d
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Making memories and bringing  their family closer together are 
the primary vacation motivators for prospects.

Tr
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er
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er
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es

77%

73%

73%

62%

81%

75%

71%

66%

79%

74%

73%

67%

The memories I get from vacations are more
valuable to me than any material item I purchased

in the last year

Going on vacation together brings my family closer

Taking a vacation is the event I most look forward
to each year

I prefer paying for experiences over buying tangible
items

% Ag re e  with  Sta te m e n ts

2023

2024

2025

Da ta  in  b o ld  in d ic a te s  a  s ig n ific a n t  d iffe re n c e  from  Su m m e r 20 24 .
Base: North  Ca rolin a  Prosp e c t  (n =1,70 3)
Source: MMGY’s  20 25 Portrait of American Travelers®  “Su m m e r Ed it ion ”
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Ag re e : I enjoy being treated 
like a VIP.
(vs . 54% USLT)

58%
2025

Tr
av

el
er

 P
er

sp
ec

tiv
es

Ag re e : I consider myself to be 
a luxury traveler.
(vs . 33% USLT)

37%
2025

57%

50 %

35%

33%

40 %

67%

52%

39%

39%

40 %

54%

43%

38%

33%

32%

Hotel suite/accommodations

Upscale restaurants

First/business airline seat

Upgraded cabin suite on cruise ship

Spa services

Top  Luxury Tra ve l Fe a tu re s  Willing  To Pa y More  For
(Am ong  those  who c ons id e r the m se lve s  luxu ry t ra ve le rs)

2023 2024 2025

Luxury Travel

Base: North  Ca rolin a  Prosp e c t  (n =1,70 3)
Source: MMGY’s  20 25 Portrait of American Travelers®  “Su m m e r Ed it ion ”

Da ta  in  b o ld  in d ic a te s  a  s ig n ific a n t  d iffe re n c e  from  Su m m e r 20 24 .
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Key Insights
Traveler Perspectives

• Prosp e c t s  h a ve  a n  ove ra ll op t im is t ic  
ou t look, with  a  s ig n ific a n t  in c re a se  in  
op t im ism  in  th e  fu tu re  of th e  U.S. a n d  th e  
world  c om p a re d  to  th e  p revious  two ye a rs .

• Ma kin g  m e m orie s  a n d  b rin g in g  th e ir fa m ily 
c lose r tog e th e r a re  th e  b ig g e s t  t ra ve l 
m ot iva tors  for th e se  t ra ve le rs , h ig h lig h t in g  
h ow im p orta n t  va c a t ion s  a re  a s  a  m e d iu m  
for p ric e le ss  exp e rie n c e s  with  fa m ily.

• Fu rth e rm ore , a lm os t  6  in  10  (58%) p rosp e c t s  
e n joy b e in g  t re a te d  like  a  VIP a n d  th e  
lu xu ry exp e rie n c e s  th ey a re  m os t  willin g  to  
p a y for a re  h ote l su ite s  or u p sc a le  
re s ta u ra n t s .



Vacation 
Motivators and 

Activities
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Base:  North  Ca rolin a  Prosp e c t s  (n =1,70 3); t h ose  wh o h a ve  u se d  Ch a tGPT or a n oth e r AI tool for t ra ve l p la n n in g  (n =813)
Source: MMGY’s  20 25 Portrait of American Travelers ® “Su m m e r Ed it ion "

Almost half of all prospects are now using AI tools for 
their travel planning.

of North  Ca rolin a  Prosp e c t s  
h a ve  use d  Ch a tGPT or 
a n oth e r AI tool for t ra ve l 
p la n n in g .
(Com p a re d  to  42% of U.S. leisure 
travelers )

49 %
36%

35%

40 %
41%

49%

Q2 '24 Q3 '24 Q4 '24 Q1 '25 Q2 '25

AI Usa g e  for Tra ve l Pla nn ing  Ove r Tim e
(Am ong  North  Ca rolina  p rosp e c t s) 
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COMPARING 
FEATURES & 

PRICING

BOOKING

65%

25%

27%

65%

28%

28%

With your spouse/partner/significant
other

With your children under age 18

With friends (without spouse or child)

Tra ve l Pa rty During  the  Next  Six Mon ths

USLT Prospect

Prospects are most likely to be traveling 
with their spouse/partner.

Base: North  Ca rolin a  Prosp e c t  wh o in t e n d  to  t ra ve l d u rin g  th e  n e xt  s ix m on th s  (n =1,528)
Source: MMGY’s  20 25 Portrait of American Travelers ® “Su m m e r Ed it ion "

71%

59%

56%

69%

58%

56%

Stay in a hotel or resort

Visit friends and family

Travel by personal car

Top  Tra ve l Exp e c ta t ions  in  the  Next  6  Mon ths
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COMPARING 
FEATURES & 

PRICING

BOOKING

76%

75%

63%

63%

80 %

78%

71%

68%

To spend time with my spouse
and/or children

The desire to get away and
unplug

Experiencing different cultures

Exploring nature and the
outdoors

Va c a t ion  Mot iva tors
USLT Prospect

Experiencing different cultures is significantly 
more important to prospects in 2025.

Base: North  Ca rolin a  Prosp e c t  (n =1,70 3)
Source: MMGY’s  20 25 Portrait of American Travelers ® “Su m m e r Ed it ion "
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Key Insights
Vacation Motivators and Activities

• AI usa g e  a m on g  p rosp e c t s  h a s  in c re a se d  
s ig n ific a n t ly ove r th e  p revious  ye a r, ju m p in g  
from  36% to 49% in  on e  ye a r. On e  in  3 (34%) 
t rus t  AI t ra ve l re c om m e n d a t ion s  in d ic a t in g  a  
g rowin g  n u m b e r of p rosp e c t s  will p la n , a n d  
eve n  b ook, th e ir t ra ve l d ire c t ly th rou g h  AI in  
th e  c om in g  ye a rs .

• Prosp e c t s  a re  m os t  like ly to  s ta y in  a  h ote l or 
re sort , vis it  frie n d s  a n d  fa m ily a n d /or t ra ve l b y 
p e rson a l c a r in  th e  n ext  s ix m on th s . Th e se  
t ra ve le rs  a re  m os t  like ly to  t ra ve l with  th e ir 
s ig n ific a n t  o th e r in  th is  p e riod . 

• Sp e n d in g  t im e  with  fa m ily, a n d  th e  d e s ire  to  
g e t  a wa y a n d  u n p lu g  a re  m a jor t ra ve l 
m ot iva tors .
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Peter Booth
Research Analyst 

PBooth@MMGYIntel.com
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