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Consumer Spending & Travel

Key Takeaways:

O Spending Sentiment — Net Negative

O Consumers report a net negative sentiment toward spending money at the moment relative to what they would consider to be
normal.

O Factors like Inflation and Gas Prices are having a much more of a negative impact than the lift respondents are getting from
positives we asked them about (increased wages, WFH flexibility, tax refund checks, saved money during pandemic, Covid
ending, home value, investments performance).

O Spending Color Varies By Income Band
O Comfort spending money varies greatly by income band. The lower the income, the tighter the wallet is right now.

0 Mixed Feedback on Travel

O Interest in taking trips/vacations is significantly greater than interest levels in 2021 and 2020. Interest in taking trips in 2022
even eclipses interest levels in 2019 (pre-pandemic). Consumers are considerably more likely to take domestic travel
compared to international. Despite the increased interest in travel this year, travel is one of the top areas consumers are
delaying or cancelling because of inflation/gas prices.

O Travel Plans Tracked Sequentially

O From our monthly tracker, bookings and planned travel / theme park visits ran up through the end of 2021, but have pulled
back in the early months of 2022.

Source: ';\f, Bespoke Market Intelligence Survey Travel Custom Survey I



Consumer Spending & Travel

Are any of the following currently negatively impacting your ability to spend money on discretionary
(ie, non-essential) items?

Posed to all respondents. (N=9953)

m No negative impact to my spending m Small negative impact to my spending
B Significant negative impact to my spending mN/A

Investments

Performance

Student
Loans

Inflation

Gas Prices
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Consumer Spending & Travel

Is there anything you can specifically think of that you have been cutting back on as a result of gas

prices, inflation, or student loans?

Posed to all respondents. (N=9953)

Yes (Please Specify) 5%

No / not applicable
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Consumer Spending & Travel

Are any of the following currently positively impacting your ability to spend money on discretionary
(ie, non-essential) items?

Posed to all respondents. (N= 9953)

m No positive impact to my spending m Small positive impact to my spending | Significant positive impact to my spending = N/A

Increased Wages

Work-From-Home Hexibility

Tax refund checks

Saved Money During Pandemic

Covid Ending

My Home Value

Investments Performance

0% 20% 40% 60% 80% 100%

Source: ';\f, Bespoke Market Intelligence Survey Travel Custom Survey I



Consumer Spending & Travel

Is there anything you can specifically think of that you have been spending more on recently as a
result of either Covid ending or positive financial developments for you personally?

Posed to all respondents. (N=9953)

v

Yes (Please Specify) 16.4%

Apr (22)

No / not applicable 83.7%
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Consumer Spending & Travel

Taking all factors into consideration, how comfortable do you currently feel in spending on
discretionary (ie, non-essential) items, compared to what you would consider to be normal for you?

Posed to all respondents. (N=9953)

Much more comfortable
spending than normal

More comfortable spending
than normal

Same as normal 412%

B Apr (22)
Less comfortable spending

6%
than normal

Much less comfortable
spending than normal

0% 20% 40% 60% 80% 100%

B Much less comfortable spending than normal M Less comfortable spending than normal
W Same as normal m More comfortable spending than normal
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$75,000-$99,999
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Consumer Spending & Travel

Which of the following best describes you:
Posed to all respondents. (N=9953)

Money is not tight and |
have no concerns around 19.69
spending

Money is tight but I'm not

0
cutting back on spending 26.2%

Apr (22)

Money is tight and I'm

5 0,
cutting back on spending 54.2%
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B Money is not tight and | have no concerns around spending
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Consumer Spending & Travel

Have you canceled or delayed spending on any of the following in the past month? Please select all
that apply IE - you were planning or looking into spending on the following and decided to cancel or
delay spending on it.
Posed to all respondents. (N=9953)
None of the above 34.6%
Restaurant visits 28.2%
Trips and vacations
Clothing Purchases
Home Improvements, repairs, or maintainance
Buying a car
Food Delivery
Electronics
Furniture
Experiences " Apr (32)
Appliances
Streaming Video
Appliances
Fitness Products or Memberships
Purchasing a Home
Selling a Home

Other (please specify)
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Consumer Spending & Travel

Why did you cancel or delay a trip or vacation?

Posed to respondents who said they delayed a trip or vacation. (N=2554)
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Consumer Spending & Travel

Have you recently or are you currently increasing spending on any of the following? Please select all

that apply

Posed to all respondents. (N=9953)

None of the above

Food Delivery

Home Improvements, repairs, or maintainance
Restaurant visits

Clothing Purchases

Streaming Video

Electronics

Trips and vacations

Buying acar

Furniture

Appliances

Experiences

Appliances

Purchasing a Home

Fitness Products or Memberships
Other (please specify)

Selling aHome
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Consumer Spending & Travel

Please describe your interest level in taking trips/vacations during the following years...?

Posed to all respondents. (N=9603)

2022
2021
mApr (22)

2020
2019 6.37

O-Very 1 2 3 4 5 6 7 8 9 10-Very

Low High
Interest Interest

Source: 5% Bespoke Market Intelligence Survey Travel Custom Survey
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Consumer Spending & Travel

How likely are you to take a trip/vacation between now and the end of the year?
Posed to all respondents. (N=9603)

m Very Unlikely m Unlikely Somewhat Likely Likely m Very Likely

International Travel (To Another Country) 11.9%8 69

226% 18.9%
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Domestic Travel (In My Country)
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Consumer Spending & Travel

Have you done any of the following in the past 1 month:
Posed to all respondents. (N=9603)

mNo mYes

Cancelled atrip that you already
had planned

Delayed atrip that you already
had planned

Delayed booking a trip you were
looking into
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Consumer Spending & Travel

Is the war in the Ukraine impacting your travel/vacation plans this year?
Posed to all respondents. (N=9603)

Yes, it isimpacting my
travel/vacation plans

10{2%

No, no impact 60.4%

Apr (22)

Not applicable
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$0-$24,999
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Consumer Spending & Travel

Are flight costs impacting your travel/vacation plans this year?
Posed to all respondents. (N=9603)

Yes, it isimpacting my
travel/vacation plans

No, no impact 2%

Apr (22)

Not applicable
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B Not applicable B No, no impact H Yes, it is impacting my travel/vacation plans

$200,000 and up
$175,000-$195,999
$150,000-$174,999
$125,000-$149,999
$100,000-$124,999
$75,000-$99,999
$50,000-$74,999
$25,000-$49,999

$0-$24,999
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Consumer Spending & Travel

Are gas prices impacting your travel/vacation plans this year?
Posed to all respondents. (N= 9603)

Yes, it is impacting my

K 0,
travel/vacation plans 34.9%

No, no impact 43.2%

B Apr (22)

Not applicable 218%
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B Not applicable B No, no impact B Yes, it is impacting my travel/vacation plans

$200,000 and up
$175,000-$199,999
$150,000-$174,999
$125,000-$149,999
$100,000-$124,999
$75,000-$99,999
$50,000-$74,999
$25,000-$49,999

$0-$24,999
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Consumer Spending & Travel

Which of the following best describes you currently:

Posed to all respondents. (N=9953)

| often get behind on bills

| occasionally get behind on
bills

| rarely get behind on bills

| never get behind on bills

Source: ';\f, Bespoke Market Intelligence Survey
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Consumer Spending & Travel

If you were looking to book travel today (hotel or flight), where would you start your search?
Posed to all respondents (N = 1,500)

—Directly on the airline/hotel site —Travel Agent —Google Search
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Posed to all respondents (N = 1,500)

Consumer Spending & Travel
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Consumer Spending & Travel

the past three months?

ing in

Have you booked a flight through any of the follow

Posed to all respondents (N = 1,500)
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Consumer Spending & Travel

the past three months?

ing in

Have you booked a hotel through any of the follow

Posed to all respondents (N = 1,500)
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Consumer Spending & Travel

Have you ever gone on a cruise?
Posed to all respondents (N = 1,500)

More than 3 times Mar (22)
® Feb (22)
mJan (22)
m Dec (21)

Nov (21)
m Qct (21)
mSep (21)
m Aug (21)
mJul (21)
mJun (21)
= May (21)
m Apr (21)
m Mar (21)
m Feb (21)
mJan (21)

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

2-3 times

Once, but not again since

Never

Source: ';\f, Bespoke Market Intelligence Survey Travel Custom Survey
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Consumer Spending & Travel

How comfortable would you feel going on a cruise today?

Posed to all respondents (N = 1,500)

Very Comfortable

Comfortable

Neutral/No Opinion

Uncomfortable

Very Uncomfortable

Source: ';\f, Bespoke Market Intelligence Survey
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Consumer Spending & Travel

%o of consumers who have cancelled or postponed travel to avoid catching Covid.

Posed to all respondents (N = 1,500)

Mar (22)
Feb (22)
Jan (22)
Dec (21)
Nov (21)
Oct (21)
Sep (21)
Aug (21)
Jul (21)
Jun (21)
May (21)
Apr (21)
Mar (21)
Feb (21)
Jan (21)
Dec (20)
Nov (20)
Oct (20)
Sep (20)
Aug (20)
Jul (20)
Jun (20)
May (20)
Apr (20)
Mar (20)

Source: 5% Bespoke Market Intelligence Survey

5%

10%

15%

20%

25%

30% 35% 40%

Travel Custom Survey

25



