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We are the world's leading integrated marketing and communications
company specializing in the travel, tourism and hospitality sector,
backed by 40 years of experience and over 600 travel experts.
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LET'S SET THE STAGE.



CONSUMER CONFIDENCE DROPS AFTER SUMMER SPIKE
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INFLATIONARY PRESSURES ON HOUSEHOLD BUDGETS CONTINUE
T0 AFFECT AMERICAN VAGATION PLANS

Extreme Impact of Select Variables on Leisure Travel in Next Six Months

==—|nflationary Pressures ==—Time Available for Travel == Availability of Great Travel Deals
40%
36%
35% L0 10
1% 81% ooy, 30%  30% 205
o)
30% 6% 27% 28%
259
© 6% 26%  peo; 26%  peo, 2% 21% 26% 7%
o 24% ¢ 24% ° 24% 24%
20% -\23'/0/./._.\22.%/._-\-\/ ././.
20% 20% = 20%
159 9% 5, 19% 18% 18% 170, 18% 18% 18% 9%
(0]
15% 16%
10%

Q122 Q2'22 Q3'22 Q422 Q1'23 Q2'23 Q323 Q423 Q124 Q224 Q324 Q424 Q1'25 Q225 Q3'25

/Source: MMGY'’s 2025 Portrait of American Travelers® “Fall Edition”




Iravel intent 78 o/

remains high - 0

bUt GDUId Stay of U.S. adults are planning
- - their next vacation in the

aSpIratI0n3| next 12 months.




ol%

of consumers plan to spend more on
travel in 2026 compared to 2025.

Traveler spending 8.
Intentions are split 40%
ST 0
headlng Intu 2026. of consumers plan to cut back on travel

spending in 2026 compared to 2025.

/ SOURCE: The Points Guy, “Americans Are Adjusting Travel Plans for 2026”



307 28% 26% 24%

spend more time monitor travel go on shorter trips. engage with more

looking for travel budgets more travel loyalty

deals. closely. programs to offset
costs.

/ SOURCE: Mintel, Future of Travel - U.S. - 2025



EVENT TRAVEL AS A
IEI\[I:JII\II\P]EI?H? F WAY 10 MAXIMIZE
HARDSHIP LEISURE BUDGETS

WE SEE ...



IN TIMES OF
ECONOMIC ROAD TRIPS

FOR QUICK,
\I;\?ERQEEIP BUDGET-FRIENDLY

GETAWAYS



THE EVENT TRAVELER

the party hard-er



WHAT WE'VE SEEN-

When budgets are tight,
travelers combine their
leisure and travel budgets
and look for reasons to travel.




% b6b6% 63% 62%

of U.S. consumersintend to of U.S. sports travelers of U.S. consumersrely on of U.S. event travelers agree
take atrip to attend an event prefer engaging in event social media to discover live that people in their fan
or support their special travel with their friends. events, surpassing communities are good
interest. traditional media channels sources of event travel

like TV and newspapers. information.

/ SOURCE: Mintel, Special Interest & Event Travel, U.S. February 2025 Mintel, Live Entertainment - U.S. — 2025; Mintel, American Lifestyles: Trust in Turbulent Times — U.S. - 2025



WHY IT
MATTERS

The U.S. is in for a jam-packed couple of years
with the FIFA World Cup 2026, the 250th
birthday of the country and the 2028 Summer
Olympicsin LA.




WHAT PERGENT OF U.S. CONSUMERS PLAN T0 TRAVEL
FOR A SPECIAL EVENT OR INTEREST THIS YEAR?
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C 353%
D 77%



WHAT PERGENT OF U.S. CONSUMERS PLAN T0 TRAVEL
FOR A SPECIAL EVENT OR INTEREST THIS YEAR?

A 38%
B 92%
C 353%
D 77%



THE ROAD-TRIP TRAVELER

beep beep!



WHAT PERGENT OF ACTIVE LEISURE TRAVELERS SAY
THEY WILL TAKE A ROAD TRIP IN THE NEXT 12 MONTHS?

A 27%
B 71%
C 42%
D 80%
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1%

of active leisure travelers
intend to take a road trip
In the next 12 months.

/Source: MMGY’s 2025 Portrait of American Travelers™ "Summer Edition"



TRAVELERS WITHOUT CHILDREN IN THE HOUSEHOLD SHOW INCREASING

INTEREST IN ROAD TRIPS

Took a Road Trip in the Past 12 Months

=-Kids =—#—No Kids
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LAST-
MINUTE
PLANNERS
& BUDGET
TRAVELERS

/Source: MMGY'’s 2025 Portrait of American Travelers™ “Summer Edition”

% INTEND TO TAKE A ROAD TRIP IN THE NEXT 12 MONTHS

75% 75%

l 68% 72%
Have Kids Don't Have Kids <$100K $100K+

HOW FAR IN ADVANCE DO YOU TYPICALLY PLAN A ROAD TRIP?

18%

47%
26%
]

<1 month 1-3months 4-6 months 7-12 months 12+ months
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ROAD TRIP MOTIVATORS

mQ2'22 mQ2'23 Q2 '24 Q2 '25

46%  46%  46% 48%  48%

44%
° 41%
40% 39%
I I 33% I

Ability to explore multiple places on  Ability to be spontaneous while Lower vacation costs
a single trip traveling

/Source: MMGY'’s 2025 Portrait of American Travelers™ “Summer Edition”



THE NOSTALGIA-SEEKER



NOSTALGIA RISES
IN TOUGH TIMES

Economic and social factors are

leading consumers to seek an escape.

Regardless of generation,
consumers around the world are
seeking ways to detach from

everyday worries and stressors.



/ SOURCE: IPSOS, September 2024

BUT NOSTALGIA
FOR WHAT?

57% Americans would like their country
to be how it used to, with both younger
individuals and more youthful markets
idealizing the simplicity and perceived
ease of an age they never knew.

Despite this, less than half (46%)
would prefer to have grown up when
their parents were children.



NOW-STALGIA

the act of
breathing new life
INto the past




ANY COOL EVENTS HAPPENING IN 20267
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WHIGH GENERATION IS MOST LIKELY TO LEAVE THE HOST
CITIES FOR A RELAXING UWEEKEND BREAK ?

A GenZ

B Millennial
C GenX

D Boomer
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U.S. leisure
travelers are
ready to get In
on the action.

Portrait of American Travelers™ "Fall Edition"

2%

of active leisure travelers
plan to travel specifically
for the FIFR World Cup

2026 men’s tournament.



KANSAS
GITY
MATCH
oCHEDULE

2 2 \ 2 2 \

TUESDAY, JUNE 16
SATURDAY, JUNE 20
THURSDAY, JUNE 25
SATURDAY, JUNE 27
FRIDAY, JULY 3
SATURDAY, JULY 11



SUNDAY, JUNE 14
WEDNESDAY, JUNE 17
MONDAY, JUNE 22
THURSDAY, JUNE 25
SATURDAY, JUNE 27
TUESDAY, JUNE 30
FRIDAY, JULY 3
MONDAY, JULY 6
TUESDAY, JULY 14

DALLAS
MATCH
oCHEDULE

\ \ \ \ \ \ 2 2 2




THE WWORLD GUP HALO EFFECT



WHAT OTHER
ACTIVITES
ARE YOU
PLANNING
DURING YOUR
TRIP TO A
WORLD GUP
MATCH?

Enjoy food and drink experiences (e.g.

[0)
food tours, wine tasting, local cuisine) _ 39%
Visit cultural or historical sites in the o
same city _ 34%
Visit friends or family in the region _ 32%
Travel outside of the host destination
. : 30%
city for a relaxing break
Travel within the host country for non-
. 30%
football related tourism
Take part in outdoor or adventure
.y - : 29%
activities (e.g., hiking, cycling, water.. |
Explore other cities in the host country
: 29%
for leisure
Travel to another country for a vacation _ o5
after the World Cup ?

Join an organised tour within the same
city or region

19%

/Source: MMGY’s 2025 Portrait of American Travelers™ "Fall Edition"



59% OF GEN ZERS

intend to explore other cities within

the host country for leisure.

597% OF MILLENNIALS

plan to travel outside of the host

destination city for a relaxing break.

/Source: MMGY’s 2025 Portrait of American Travelers™ "Fall Edition"
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Key
Differentiators

Behavioral Insights — Goes beyond
demographics to predict where and when
consumers will travel

Travel-Centric Audiences — Prebuilt,
activation-ready segments across any major
DSP

Seamless Activation — Easier targeting
across multiple platforms

Data Power

60,000+ U.S. households tracked monthly

National probability sample with census-balanced
demographics

Includes traveler and nontraveler data for accurate
market estimates

Why It Works

Aligns marketing with real travel behavior
Targets high-value travelers at key moments

Leverages best-in-class travel data to enhance
strategy



DEMOGRAPHICS
Driven - Social - Experience-Seeking Age Distribution:

Annual Travel Spend: 2,000+

Children in Household: 43%
ABOUT THIS AUDIENCE

For World Gup Travelers, travel isn't just leisure; it's a way to push
boundanes connect with cultures and gain new perspectives. Tech-
and financially confident, the: 3 lance thoughtful ad
planmng spontaneity. World Cup Travelprs are passionate about
community and experiences that tap into a shared excitement. Brands 1
that can deliver on these will earn their attention and loyalty. ThayAre:

THE
\WORLD GUP
TRAVELER

Brand preferences stem from innovation and cultural relevance.
Trendsetting matters, but purpose is essential - brands that champion
sustainability and social impact build lasting trust. Loyalty grows when

it becomes part of th yilay life.

For World Gup Travelers, travel is about immersion in the moment

that makes lasting memories. Taking six to seven trips a year, their

destinations are chosen with purpose. World Cup Travelers balance

adventure, relaxation and world-class experiences. Sporting events, top-
nd outdoor pursuits fuel excitement, while positive reviews

and social buzz influence choices. Whe )

road trip, every journey must offer something new. inspiring and

worth sharing.

WORLD GUP
TRAVELER

Ethnicities:

Sports fans
Tech confident
Adventurous
Ambitious
Gamers
Open-minded

Thay Believe:

Immigration is good for their country
In talking about mental health

Itis important to explore the world
They are good at managing money
In learning about other cultures/
countries

Thay Value:

Contributing to their community
Helping others first
Challenging themselves
Helping the environment

Being successful

W TRiPs

Audie Profiles You Can Trust




NOT ALL \WORLD
CUP HALO TRAVEL
WILL BE ABOUT
o0CCER FANS




KANSAS CAN
BENEFIT FROM
BOTH THE INBOUND

FANS A0 THE
LOCALS ESCAPING
THE FRENZY




WE'VE SEEN THIS ONE BEFORE ...

‘Are There Any Parisians Left?’ The
Olympics Have Residents Fleeing the

City.

'Are there any Parisians left?’ Shopkeepers fear
Olympics will become 'obstacle’ for business

Restaurant owners are complaining about the impact of traffic restrictions in the capital's center ahead of the
Olympic Games opening ceremony.




THE
ACTION-RVERSE

“KC will be ...
Too crowded.
Too expensive.
Too loud.”

THE
OPPORTUNISTS

“This is the perfect time to get
out of the city and explore ...

maybe I’ll even rent out my

house over the weekend.”




THE

WORLD CUP
TRAVELER
IN A
NUTSHELL

THE WORLD CUP HALO

INBOUND FANS
INTERNATIONAL VISITORS

“THE GET-ME-OUTTA-HERES”

KC RESIDENTS
NEARBY LOCALS



FVENT TRAVELERS
LET'S
RECAP



LET'S ROAD TRIPPERS
RECAP



LET'S

REGAP NOW-STALGIA
OEEKERS



BUT WHAT
DOES IT ALL
MVIEAN FOR
KANSAS?



BUT WHAT
DOES IT ALL
VIEAN FOR
KANSAS?



LET'S TALK
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