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1.  Travel Demand 

2.  Changing and Complicated Customer Segments 

3.  Supplier Shifts and Market Evolution 

4.  Opportunities 



TRAVELERS

PORTRAIT
AMERICAN

of

2017–2018



MMGYNYC

MMGYKC

MMGYMADRID

MMGYORLANDO

MMGYDC

MMGYLA

 
TRAVEL DEMAND 

 



$7.1 TRILLION 
BY 2020 



COMMITTING TO BRANDED  
AND UNIQUE NARRATIVE 



$513 





R E S E A R C H  

THE TRAVELER SENTIMENT INDEX™: 
PERCEIVED SAFETY OF TRAVEL (2007–2017) 

Source: MMGY GLOBAL travelhorizonsTM 
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LONGER-TERM FORECAST: 
LEISURE SLOWDOWN, 

COMMERICAL STRENGTH, 
TENUOUS INT’L IN-BOUND 



LEISURE TRAVELER SENTIMENT INDEX 
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(2007 – 2017) 

TM 

116 

Source: MMGY Global travelhorizonsTM 

121 
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VALUE AND PRICE ARE GROWING AS DETERMINENT 

29% 

Source: 2017 MMGY Global Portrait of American Travelers 

of domestic U.S. vacations 
in Q1 and Q2 were 

influenced by low airfares 
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BUSINESS INTENT TO TRAVEL DOMESTICALLY  
IN THE NEXT 12 MONTHS 

Source: 2017 MMGY Global Portrait of American Travelers 

32% 
PLAN TO TAKE MORE TRIPS 

12% 
PLAN TO TAKE FEWER TRIPS 



MMGYNYC

MMGYKC

MMGYMADRID

MMGYORLANDO

MMGYDC

MMGYLA

NET OVERALL VARIANCE IN FUTURE BUSINESS INTENT 

Source: 2017 MMGY Global Portrait of American Travelers 

2013 2014 2015 2016 2017 2018 

10 POINTS 
8 POINTS 

2 POINTS 
4 POINTS 

20 POINTS 

2 POINTS 
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2018 CONVENTIONS AND MEETINGS 

4% 
INCREASE 

Source: AMERICAN EXPRESS GLOBAL MEETINGS FORECAST  
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MIXED INDICATORS 

3.7% 

Source: 2017 MMGY Global Portrait of American Travelers and USTA 

Increase in August YOY 
International In-Bound 

3 OF LAST 6 
MONTHS 

International In-Bound 
has Dropped 



THE INDUSTRY 
NEEDS TO BETTER 
UNDERSTAND 
TRAVELERS. 
 





“…differences can be born out of an individual's 
place in the life cycle — whether a young adult, 

middle-aged parent or retiree rather than anything 
unique about that person's generation.” 





84 
of consumers consider 

vacations their #1 priority 
for discretionary spending 

% 















EARLY STAGE 
Young, Investigative,  

Moving Target, Unsure. 

FIGURING IT OUT 
Starting to Follow Patterns, Finding 

Direction, Establish and  
Influencing Tastes. 



FOUNDATIONAL 
Rooted, Predictable, Attached to 

Affinities. 

COMING FULL CIRCLE 
Redefining Mature, Investigative 

Real Time To Explore. 



WITHIN THESE CYCLES, 
THERE ARE ODD BUT 

INTERESTING PATTERNS 













NOT ALL TRAVELERS 
ARE CREATED EQUAL 



S P E C I F I C  T R A V E L E R  S E G M E N T S  

High 
Earners 
Not 
Rich 
Yet 



31 
Average Age 

$350k 
Average Income 

Families Couples Singles 

64% 13% 18% 

HENRYs DEMO PROFILE 

S P E C I F I C  T R A V E L E R  S E G M E N T S  

Source: 2016 MMGY Global Portrait of American Travelers 



Young 
At 
Heart 
Travelers 
Zooming 
Everywhere 
Enthusiastically 

S P E C I F I C  T R A V E L E R  S E G M E N T S  



»  Active Retirees Between  
Ages 55 and 75 

»  Have Taken 3+ Vacations in  
Past 12 Months 

»  12.1M Households in U.S. 

»  Will be 12% of U.S. travelers  
by 2020 

S P E C I F I C  T R A V E L E R  S E G M E N T S  

YAHTZEEs DEMO PROFILE 



Mountain 
Aficionados 
Vacationing 
Everywhere 
Natural 



Are driven by both Mountain 
and City experiences 100% 

97% 

2X 

Want to hike, climb, ski, fish 
or see wildlife and scenery 

Spending on hotels, food & 
beverage and retail 

138 
   index 

to travel more and spend 
more on leisure travel 

89% Seek cultural experiences such 
as museums and architecture 

MAVENS 
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WHAT ARE  
GENERAL TRUTHS  

ABOUT TRAVELERS? 



Travelers Will: 

USE TRAVEL  
AS SOCIAL 
BRAND 
CURRENCY. 



MAKE TRAVEL 
PLANNING 
INTENTIONALLY 
FRENETIC. 

Travelers Will: 



DREAM  
ABOUT ONE 
DESTINATION. 
AND GO TO 
ANOTHER. 

Travelers Will: 



CONSIDER 
OPINIONS OF 
TRAVEL  
AGENTS. 

Travelers Will: 



CHANGE  
PLANS BASED 
ON TERRORISM 
AND DISEASE. 

Travelers Will: 
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IDENTIFYING 
OPPORTUNITITES 



OPPORTUNITY: 
MILLENNIAL FAMILIES 



16 % 
9.5 million households 
36.9 million vacations 
$50.4 billion in travel spend 

M I L L E N N I A L  F A M I L I E S  





L E I S U R E  T R A V E L  E X P E N D I T U R E S  

MILLENNIAL FAMIL IES LEAD THE WAY 

Source: 2017 MMGY Global Portrait of American Travelers 

AVG. VACATION SPEND PER HOUSEHOLD MILLENNIAL FAMILIES MILLENNIAL COUPLES MILLENNIAL SINGLES 

PAST 12 MONTHS $5,295 $4,237 $3,688 

NEXT 12 MONTHS $6,282 $3,899 $3,344 

DIFFERENCE (%) 19% (8%) (10%) 
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Source: 2017 MMGY Global Portrait of American Travelers 

MILLENNIAL FAMILIES REMAIN OPTIMISTIC  
DESPITE PERCEIVED INSTABILITY 

83% 
OPTIMISTIC ABOUT  
MY OWN FUTURE 

82% 
OPTIMISTIC ABOUT THE 

FUTURE OF MY JOB 

65% 
OPTIMISTIC ABOUT THE 
FUTURE OF AMERICA 





OPPORTUNITY: 
BLEISURE 



58% Business travelers who say they will make 
plans for leisure activities and bring others to 
the destination while traveling for business. 

2016 MMGY Global Portrait of Business Travelers 
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24% Business travelers who admit to scheduling a 
meeting around their leisure travel plans. 

2016 MMGY Global Portrait of Business Travelers 



LEISURNESS? 



OPPORTUNITY: 
EMBRACE DISRUPTORS 
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Source: 2017 MMGY Global Portrait of American Travelers 

2 IN 3 

MINUTES OF DIGITAL CONSUMPTION 

1 BILLION 

LOCATION POINTS PER MONTH 







WHICH BRINGS US TO  
THE KING OF TRAVEL 

DISRUPTION 



BRAND TIES AT THE TOP OF THE FUNNEL 



BRAND TIES AT THE TOP OF THE FUNNEL 



4 MILLION 



BRAND TIES AT THE TOP OF THE FUNNEL 



BRAND TIES AT THE TOP OF THE FUNNEL 



BRAND TIES AT THE TOP OF THE FUNNEL 



12% 
GenXers Boomers 

16% 
Millennials 

21% 
Source: 2017 MMGY Global Portrait of American Travelers® 

But is there scale? Business travelers intent to use shared lodging 

8% 
Matures 



OPPORTUNITY: 
RE-THINK LOYALTY 

AND BRAND 



PLAN BUY 

PURCHASE

CONSUMER



34 8.5 







Costanza Wallet Syndrome 



M O T I V A T I N G  B E H A V I O R S  O R  A D D I C T I O N  T O  O U R  P H O N E S ?  



BRAND TIES AT THE TOP OF THE FUNNEL 



 
IF YOU DON’T OWN YOUR BRAND, 

OTHERS WILL 



SEA OF  
SAMENESS 

RED SECTION DIVIDERS 
Futura STD BOLD 60pt all caps 

 
Red dividers should be reserved 

for primary section divider pages 

AGENCY LOGO 
Outline/White 
Right aligned 

RED SECTION/DIVIDERS NOTE 
The red header section/dividers are for presentation setup only. 
Meet the team, offices, case studies, etc. 

















 70% Are more likely to buy after 
seeing a relatable consumer 
generated image online 

of all consumers 





 BRAND  
AUTHORITY 



TARGETED ADDRESSABLE TV 





Arturito | Campbell’s 
#RealRealLife 

Arturito | Campbell’s #RealRealLife 



Arturito | Campbell’s 
#RealRealLife 

Your Father | Campbell’s #RealRealLife 



O U R  R E S E A R C H :  T R A V E L E R S  A R E  I N C R E A S I N G L Y  G R E E N  

32% 
SELECT SERVICE 

PROVIDERS BASED ON 
ENVIRONMENTAL 

PRACTICES 



PATAGONIA  









BIG CONCEPT IN COLORADO 
HYPERLOOP, OTHER 





THANK 
YOU 
 
@CLAYTONREID 
 

KANSAS CITY        LOS ANGELES       MADRID       NEW YORK       ORLANDO/FT MYERS       WASHINGTON DC    
       
       mmgyglobal.com 

 


