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TAKE ON TOMORROW:
RESTORING A VIBRANT AND 
THRIVING SANTA MONICA







GREEN SANTA MONICA

The City of Santa Monica has been 

named a LEED Platinum City for its 

sustainability and resilience 

achievements
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SantaMonica.com

• Hotels
• Arts & culture
• Outdoor dining
• Wellness
• Shopping
• Activities
• Events Calendar



Shahid Kayani - Member

General Manager, Hilton Santa Monica Hotel & Suites

Jeff Klocke - Member
Vice President & General Manager, Pacific Park

Charlie Lopez-Quintana - Member
VP & Managing Director, ETC Hotels

RoseMary Regalbuto - Member

Resident

Anuj K. Gupta - Member

Deputy City Manager, City of Santa Monica

2021/2022 SMTT Board of Directors

Albin Gielicz - Chairman

Resident

Neil Carrey - Vice Chair
Resident

Younes Atallah - Treasurer
General Manager, Loews Santa Monica Beach Hotel

Jan Williams - Secretary

Executive Director, 18th Street Arts Center

Lauralee Asch - Member

Resident

Darlene Evans - Member

Resident
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Chairman’s Circle

• Richard Chaker

• Raphael Lunetta

• William Crookston

• Bill Doak

• Don Girard

• West Hooker

• Jeffrey Jarow

• Katharine King

• Tim Kittleson

• Jean McNeil Wyner

• Ellis O’Connor

• Tony Palermo

• Mary Ann Powell

• Rodney Punt

• Nat Trives
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James Graham - Member

General Manager, Sea Blue Hotel

Julien Laracine - Member
Managing Director, Santa Monica Proper Hotel

Jessica Rincon - Member
General Manager, JW Marriott Santa Monica Le Merigot

Juan Viramontes - Member

General Manager, Gateway Hotel Santa Monica

2022 TMD Committee

Younes Atallah - Chair

General Manager, Loews Santa Monica Beach Hotel

Sam Jagger - Vice Chair
General Manager, Fairmont Miramar Hotel & 

Bungalows

Aileen Carreon - Secretary/Treasurer

VP of Sales and Marketing, ETC Hotels

Melissa Alvarez - Member

General Manager, Courtyard by Marriott Santa 
Monica

Kevin Anawati - Member

Director of Sales & Marketing, Le Méridien Delfina 

Santa Monica
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KATHRYN JEFFERY, Ph.D.
Superintendent & President

Santa Monica College
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DAVID WHITE
City Manager

City of Santa Monica
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DANNY ALVAREZ
Chief

Santa Monica Fire Department
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Santa Monica Fire Department

• Introduction
• Fire Department Priorities
• Community Response Unit
• Therapeutic Transport Van



RAMON BATISTA
Chief

Santa Monica Police Department
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Panelist

Q & A
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THANK YOU
Panelists
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Jeff King Santa Monica Tourism 

Champion of the Year Award
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Jeff King Santa Monica Tourism 

Champion of the Year Award

Past recipients include:

• Elaine Polachek

• Shelley Luce

• Nat Trives

• Heal the Bay Aquarium

• Santa Monica Pier & Pacific Park
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Jeff King Tourism Champion Award 

Recipient

JENNIFER TAYLOR
Economic Development Manager

City of Santa Monica
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CHARLIE LOPEZ-QUINTANA
Vice President and Managing Director

ETC Hotels
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Thelma Parks Tourism Spirit Award
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“Having found myself a 

tourist many times, I enjoy 

putting the visitor first.”
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Past recipients include:
• Manju Raman, General Manager, The Huntley Hotel

• Barbara Moss, Banquet Manager Fairmont Miramar Hotel & Bungalows
• Fernando Ceron, Doorman, Loews Santa Monica Beach Hotel

• Kat Wells, Driver, Circuit (formerly Free Ride)

• Melanie Lawson, Hilton Santa Monica Hotel & Suites (formerly Doubletree)

• Derek Davis, Downtown Santa Monica Ambassador

• Jessica Mahone, Front Desk Manager, JW Marriott Santa Monica Le Merigot
• Mickey Barnes, Server, The Lobster

• Elizabeth Wilsonhoyles, Director of Guest Services, The Huntley Hotel

Thelma Parks Tourism Spirit Award



Thelma Parks Tourism Spirit
Award Recipient

DARIUS SMILEY
Guest Services Agent

Le Meridien Delfina Hotel
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CAROLINE BETETA
President & CEO

Visit California
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Santa Monica 
Travel & Tourism 
Tourism Summit

Wednesday May 4, 2022



Caroline Beteta

President & CEO 

Visit California



• Officially formed in 1996

• Nonprofit 501(c)6

• 19,000+ assessed businesses

• Mission: Create desire for the 
California experience

• 37-member board of directors



Board Leadership



Santa Monica Board Representation



Santa Monica Tourism Representation

• CEO Destination Council 

• Marketing Advisory 
Committee

• Professional Meetings & 
Events Task force

President & CEO, Santa Monica 
Travel & Tourism

Misti Kerns











State of Tourism



State & Local Tax Revenue

$9.8B
Tourism Employment

927K
Tourism Related Spending

$100.2B



Los Angeles County Economic Impact 

2021 2020 2019
Visitor Spending $19.6 B +47.8% -40%

Tax Revenue $2.3 B +26.5% -24.5%

Change since



2019 2020 2021 2022 2023 2024 2025

Travel Spending Forecast

Source: Tourism Economics, January 2021 ForecastSource: Tourism Economics, January 2022 Forecast
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Forecast Recovery by Key Sector
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May is California Tourism Month

• Industry toolkit 
• Statewide speaking tour

• Media outreach 

industry.VisitCalifornia.com

#CATourism.com



Accelerating Recovery
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$  1,500,000Business/Group Travel $  4,500,000

Culinary $     250,000

Kidifornia/Snow (Family) $ 17,560,000

Urban Core Programming $   6,600,000

Am I Dreaming $ 41,050,000

California Road Trip Republic $ 10,415,000

Calling All Californians $ 10,736,525

‘Always On’ Search and Content Distribution $  3,000,000

Contingency $     888,475
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‘Am I Dreaming?’



“Am I Dreaming” Platform Creative





Urban Core 
Programming 



Collaborating with 
Visit California 



17,000+ Partner Handoffs
400,000+ Website Pageviews 

59 Social Media Posts





Restoring Group Travel



‘The Birthplace’     
Campaign





Global Investments and Opportunities



Resources

industry.VisitCalifornia.com



Thank You! 



THANK YOU
Caroline Beteta
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ERIN FRANCIS-CUMMINGS
President & CEO

Destination Analytics
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Report of Findings
May 2022







Agenda
Economic Considerations

The Pandemic

Sentiment Towards Travel & Travel Outlook

Travel Attitudes & Preferences

How We Have Changed

The International Outlook 



IMPACT OF INFLATION 
ON TRAVEL



EXPECTATIONS FOR THE ECONOMY

59.0% of American travelers believe 

it is likely an economic recession will 

begin in the U.S. this year.

Just 27.8% believe inflation will weaken 

this year and just 24.2% believe the U.S. 

will experience strong economic growth.



23.2% 
of American Travelers Agree 

that recent inflation in consumer 
prices has led them to cancel an 

upcoming trip. 

INFLATION & TRIP CANCELLATION



58.0% 
of American travelers agree that if gasoline prices don't come 
down, they will be taking fewer road trips this spring/summer.

IMPACT OF GASOLINE PRICES ON ROAD TRIPS



IMPACT OF GASOLINE PRICES ON TRIP DISTANCE

60.4% 
of American travelers 
agree that if gasoline 
prices don't come 
down, they will be 
staying closer to home 
on my road trips this 
spring/summer.



TRAVEL PRICES AS AN IMPEDIMENT TO TRAVEL

38.3% 
of American travelers agree high 

travel prices have kept them from 

traveling in the past month.



IS IT A GOOD TIME TO SPEND ON TRAVEL?

Question: Thinking only of 
your household's finances, do 
you feel NOW is a good or bad 
time for you to spend money 
on leisure travel? (Select one)
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% Good or Very good time to spend on travel



TRAVEL AS A BUDGET PRIORITY

Question: Thinking carefully 
about how you expect to 
spend your income in the 
NEXT THREE MONTHS, please 
use the scale below to describe 
your spending priorities.  
(Select one)

Leisure travel will be a(n) 
_________________.
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MAXIMUM TRAVEL SPENDING: NEXT 12 MONTHS

Question: How much IN TOTAL 
is the maximum you will 
spend on leisure travel 
(including airfare, 
accommodations and all other 
trip related spending) during 
the NEXT 12 MONTHS?

Maximum I would spend on 
leisure travel (next 12 months): 
_________
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EXPECTATIONS FOR TRAVEL (NEXT 12 MONTHS)

Question: In the NEXT 12 
MONTHS, do you expect to 
travel more or less for leisure 
than you did in the most recent 
12-month period? (Select one)
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EXPECTATIONS FOR TRAVEL SPENDING (NEXT 12 MONTHS)

Question: In the NEXT 12 
MONTHS, do you expect to 
spend more or less for leisure 
travel than you did in the most 
recent 12-month period? 
(Select one)
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EXPECTATIONS FOR FUTURE FINANCES

Question: LOOKING 
FORWARD—do you feel that a 
year from now, you (and your 
household) will be better off 
financially, or worse off, or just 
about the same as now?
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Question: Overall, how close to “normal” is the U.S. in terms of resuming leisure activities (dining out, travel, etc.)?

RETURNING TO NORMAL
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Question: How much is the 

COVID-19 issue impacting your 

ability to have meaningful 

travel experiences? (Select one)

COVID-19’S IMPACT ON MEANINGFUL TRAVEL EXPERIENCES
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EXPECTATIONS FOR THE CORONAVIRUS OUTBREAK (MAR 2020 – APR 2022)

Question: In the NEXT 
MONTH, how (if at all) do 
you expect the severity of 
the coronavirus situation in 
the United States to change?

In the next month the 
coronavirus situation will get 
________

(Base: All respondents, 1,200+ 
completed surveys each wave.)

“Worse” or 
“Much worse”

“Better” or 
“Much better”



P A G E  2 1

PROJECT 
OVERVIEW

PANDEMIC EXPECTATIONS

45.8% 
of American travelers feel it’s likely 

a dangerous new variant of COVID-

19 will emerge in the U.S. in the 

remainder of the year.



CONFIDENCE IN ABILITY TO TRAVEL SAFELY

Question: How confident are you that you can travel safely in the current environment?

(Base: All respondents, 4,060 completed surveys.  

Data collected April 18-24, 2022.)
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confident, 
12.2% 

Not at all confident, 
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Historical data
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AVOIDING CONVENTIONS & CONFERENCES
How much do you agree with the following statement?
Statement: I will be unlikely to attend any conferences or conventions until the coronavirus situation is resolved.

(Base: All respondents, 4,060 completed surveys. 

Data collected April 18-24, 2022.)



MOST RECENT OVERNIGHT TRIP: COVID-19 ANXIETY

Question: While traveling on your 

most recent overnight trip, HOW 

MUCH ANXIETY did you generally 

feel about the COVID-19 situation?
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EXCITEMENT FOR LEISURE TRAVEL IN THE NEXT 12 MONTHS

More
Excitement

Mean Score (0 - 10-point scale)

Less
Excitement

Question: Which best 
describes how excited you 
are about LEISURE TRAVEL in 
the NEXT TWELVE (12) 
MONTHS? (Please answer 
using the 11-point scale 
below)
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TRAVEL STATE-OF-MIND 

Question: When it comes to getting back out and traveling again, which best describes your current state of mind? (Select one)

(Base: All respondents, 4,060 completed surveys. 

Data collected April 18-24, 2022.)



How much do you agree with the following statement?
Statement: I do not want travelers coming to visit my community right now. 

(Base: All respondents, 4,060 completed surveys. 

Data collected April 18-24, 2022.)
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TRAVELERS IN COMMUNITY ARE UNWANTED



Question: IN TOTAL, how many leisure trips (of 50 miles or more from your home) do you expect to take in the NEXT 
TWELVE (12) MONTHS? (Select one)

NUMBER OF LEISURE TRIPS ANTICIPATED IN THE NEXT 12 MONTHS
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Question: In which months do you 
currently have any leisure trips 
planned (even if only tentatively)? 
(Select all that apply)

(Base: All respondents, 4,060 completed surveys. 

Data collected April 18-24, 2022)

MONTHS OF EXPECTED LEISURE TRIPS IN 2022
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Question: In the NEXT THREE (3) 
MONTHS, how many of each type of 
trip are you likely to take?  (Select 
the correct number of each trip type)

EXPECTED TRIPS IN THE NEXT THREE MONTHS: BY TRIP TYPE
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% who have taken 1 or more overnight trips in the past month
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(Base:. All respondents, 4,060 completed surveys. Data 

collected April 18-24, 2022)
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Question: At this moment, how excited are you in learning about new, exciting travel 
experiences or destinations to visit?

OPENNESS TO TRAVEL INSPIRATION

More
Open

Less
Open

Mean Score (0-10)



Question: In the PAST WEEK, which of the following have you done? (Select all that complete the sentence)

In the PAST WEEK I have ____________
(Base: All respondents, 4,060 completed surveys. Data 

collected April 18-24, 2022)

TRAVEL PLANNING IN THE PAST WEEK

47.4% 

45.7% 

34.0% 

15.5% 

9.5% 

19.3% 

0% 10% 20% 30% 40% 50% 60%

Talked to a friend or relative about a future
trip

Day-dreamed about taking a leisure trip

Researched travel ideas online

Made travel reservations (lodging,
transportation, tickets, etc.)

Researched travel ideas offline (magazines,
printed visitor guides, etc.)

NONE OF THESE

80.7% of American 
Travelers did some 
trip dreaming and 
planning in the last 
week alone



BUSINESS TRAVEL

65.1%  
of American travelers 
feel it’s likely 
companies will 
require more 
employees to return to 
the office in the 
remainder of the year.

Only 36.5% 
of American travelers 
currently feel that business 
travel will return to pre-
pandemic levels this year—
as 64.7% believe that 
virtual meetings will 
continue to replace many 
in-person meetings.



TOURISM & HOSPITALITY WORKFORCE

65.3% 
of American travelers feel it’s likely tourism businesses will 

continue to have problems finding employees this year.



TRAVEL ATTITUDES & PREFERENCES



MOST DESIRED DOMESTIC DESTINATIONS IN THE NEXT 12 MONTHS ( U NA I D E D )

Question: Which domestic 
destinations do you most want to 
visit in the NEXT TWELVE (12) 
MONTHS? (Write in up to five)

(Please only include destinations 
in the United States)

54.7%
Last 

week

(Base: All respondents, 3,645 completed surveys. 

Data collected April 18-24, 2022.)
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EXCITEMENT FOR LEISURE TRAVEL, BY TRIP TYPE

Question: Thinking carefully about THE 
NEXT TWELVE (12) MONTHS.  

Use the 10-point scale where 10 = 
"Extremely excited" and 1 = "Not at all 
excited" to state how generally excited 
you are to take each of these types of 
trips?

69.5% 

54.9% 

41.6% 

35.6% 
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35.4% 
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34.1% 

33.0% 

21.9% 
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Family trips (your nuclear family only)
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Girlfriend trips

Wellness and healing trips

Multi-family trips (more than 1 nuclear family)

Solo trips (traveling alone)

Multi-couple trips (no kids)

Reunion trips (Family, military, school, etc.)

Multi-generational trips (3 or more generations)

Guy getaways

Combined business and leisure trips

Workcations (Extended trips where you work remotely)

(Base: All respondents, 4,060 completed surveys. 

Data collected April 18-24, 2022.)



TRAVEL PRIORITIES 

Question: Thinking about your travel 
during the NEXT TWELVE (12) 
MONTHS, what travel experiences 
will you prioritize?  

However you personally define each, 
use the scale provided to indicate 
how you will prioritize them.

77.0% 

56.7% 

55.7% 

46.4% 

43.6% 

41.9% 

39.1% 

29.4% 

27.1% 

26.9% 

26.3% 

20.6% 

19.8% 

0% 20% 40% 60% 80%

Spending time with loved ones

Enjoying nature

New places I haven't visited before

Getting away from crowds

Excitement and energy

Budget travel

Bucket list travel

Visiting cultural institutions

Visiting theme parks

Visiting large cities

Luxury travel

Staying close to home

Attend sporting events

(Base: All respondents, 4,060 completed surveys. 

Data collected April 18-24, 2022.)



TRAVEL EXPERIENCES PRIORITIZATION

Question: Continuing this line of 
thought:  Thinking about your travel 
in the NEXT TWELVE (12) MONTHS, 
what travel experiences will you 
prioritize?  

However you personally define each, 
use the scale provided to indicate 
how you will prioritize them.

(Base: All respondents, 4,060 completed surveys. 

Data collected April 18-24, 2022.)

84.1% 

77.5% 

73.6% 

71.2% 

55.7% 

48.4% 

48.1% 

40.9% 

32.3% 

26.3% 

23.7% 

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

Having fun

Relaxation

Finding happiness

Escaping stress

Escaping boredom

Food/culinary experiences

Adventure

Cultural experiences

Learning/education

Brag-worthy experiences

Meeting new people



LUXURY TRAVEL EXPERIENCES

35.6%  
of American travelers say having 

luxury travel experiences is usually an 

important part of their leisure trips.



GROUP TOUR EXPERIENCES

28.1% 
of American travelers say they enjoy having group 

tour experiences as part of their leisure trips.



AVOIDING “TOURISTY” DESTINATIONS

43.2% 
of American travelers agree they 

usually avoid visiting touristy or 

overdeveloped places.



PREFERENCE FOR NEW DESTINATIONS

53.5% 
of American travelers prefer visiting places they have 

never been to over places they have visited before.



PREFERENCE FOR INTERNATIONAL TRAVEL

25.3%  
of American travelers are currently more 

interested in traveling outside the United 

States than inside the United States.



PREFERENCE FOR ACTIVE VACATIONS

47.2% 
of American travelers tend to prefer 

"active time" to "down time" on vacations.



MAKING FRIENDS WHILE TRAVELING

37.3% 
of American travelers say they are 

the kind of person that often makes 

new friends while traveling.



ENJOYS THE ENERGY OF CROWDS

28.0% 
of American travelers enjoy the energy 

of being in a crowd of people



PATRONIZING MINORITY-OWNED BUSINESSES

33.1%  
of American travelers usually make an 

effort to support minority-owned 

businesses when they travel.



LIMITING PERSONAL ENVIRONMENTAL IMPACT

54.0% 
of American travelers usually make an effort to limit 

their personal impact on the environment when traveling.



HOW WE HAVE CHANGED



CHANGE IN LENGTH OF TRIP

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)

2.7%

4.8%

9.5%

59.8%

13.0%

6.6%

3.6%

0% 20% 40% 60% 80%

Much longer

Longer

Slightly longer

Unchanged

Slightly shorter

Shorter

Much shorter

Question: Have you (or will you) 

changed the length of your trips? 

Compared to before the pandemic, 

the length of the trips I’m likely to 

take now will be _____________ .

17.0%

23.2%



CHANGE IN DISTANCE OF TRIP

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)

5.1%

12.1%

14.8%

54.4%

5.5%

5.7%

2.4%

0% 20% 40% 60% 80%

Much closer to home

Closer to home

Slightly closer to home

Unchanged

Slightly further from home

Further from home

Much further from home

Question: How far from home are you 

likely to be traveling? Compared to 

before the pandemic, the trips I’m likely 

to take now will be____________ .

32.0%

13.7%



CHANGE IN CAUTIOUS 
PLANNING OF TRIP

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)

13.6%

21.7%

21.2%

40.4%

2.0%

0.8%

0.3%

0% 20% 40% 60% 80%

Much more carefully

More carefully

A little more carefully

Unchanged

A little less carefully

Less carefully

Much less carefully

Question: How carefully will you 

be planning your travels? 

Compared to before the pandemic, 

I will be _________ planning the 

details of my trips.

56.5%

3.1%



CHANGE IN DESIRE TO TRAVEL

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)

11.3%

15.5%

20.1%

36.0%

9.8%

4.0%

3.3%

0% 20% 40% 60% 80%

Much more

More

Slightly more

Unchanged

Slightly less

Less

Much less

Question: How strong is your desire to 

travel now? Compared to before the 

pandemic, I am __________ motivated 

to travel..

46.9%

17.1%



CHANGE IN SENTIMENT TOWARDS FRONT 
LINE STAFF OF TRAVEL COMPANIES

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)

Question: How do you feel about the 

tourism industry employees serving you 

while you travel? Compared to before the 

pandemic, I am _________ sympathetic to 

the front-line staff of travel companies 

(hotels, airlines, restaurants, etc.).

18.5%

24.6%

21.1%

32.0%

2.7%

0.5%

0.6%

0% 20% 40% 60% 80%

Much more

More

Slightly more

Unchanged

Slightly less

Less

Much less

64.2%

3.8%



CHANGE IN INTEREST IN VISITING 
CITIES OR URBAN AREAS

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)

Question: Has your interest in visiting 

cities or urban areas changed?

Compared to before the pandemic, 

I am ________ interested in visiting 

cities or urban areas.

5.7%

7.9%

10.6%

55.8%

10.6%

5.2%

4.1%

0% 20% 40% 60% 80%

Much more

More

Slightly more

Unchanged

Slightly less

Less

Much less

24.2%

20.0%



CHANGE IN INTEREST IN OUTDOOR-
ORIENTED DESTINATIONS

(Base: All respondents, 4,007 completed surveys. 

Data collected March 15-23, 2022.)

Question: Has your interest in visiting 

outdoor-oriented destinations (e.g., 

rural areas, mountain towns, beach 

destinations, State or National Parks, 

etc.) changed? Compared to before the 

pandemic, I am ________ interested in 

visiting outdoor-oriented destinations.

10.4%

15.1%

16.6%

51.6%

4.2%

1.0%

1.1%

0% 20% 40% 60% 80%

Much more

More

Slightly more

Unchanged

Slightly less

Less

Much less

42.2%

6.3%



+ A Profile of Global Travelers Hot for the South



THE STATE OF THE INTERNATIONAL TRAVELER STUDY

• Online survey of international travelers in 15 top feeder markets 
to the United States

• 800+ surveys per market; 12,000 total surveys collected

• Examines sentiment, media consumption, perceptions, travel 
desires and behaviors, as well as the brand performance of 
over 65 destinations

• Fielded February 4th-16th, 2022



THE STATE OF THE INTERNATIONAL TRAVELER STUDY MARKETS

CANADA

MEXICO

BRAZIL

CHINA

JAPAN

INDIA

AUSTRALIA

COLUMBIA

GERMANY

FRANCE

UNITED KINGDOM

ARGENTINA

SOUTH KOREA

NETHERLANDS

ITALY



GLOBAL 
TRAVEL SENTIMENT
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LIKELIHOOD TO TRAVEL INTERNATIONALLY THIS YEAR

47.8%

27.2%

14.2%

6.6%
4.2%

25.4% 23.9%

15.4%

12.9%

22.5%

0%

10%

20%

30%

40%

50%

60%

Very likely Likely Somewhat likely Not likely Not at all likely

Leisure Business
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MONTH OF NEXT INTERNATIONAL TRIP

3.1%

7.0%

8.2%

9.7%

9.6%

10.9%

9.1%

6.5%

5.2%

3.2%

4.5%

6.9%

4.0%

3.2%

0% 5% 10% 15%

February 2022

March 2022

April 2022

May 2022

June 2022

July 2022

August 2022

September 2022

October 2022

November 2022

December 2022

Sometime between January-June 2023

Sometime between July-December 2023

2024 or later

76.9% 
in 2022

10.8% 
in 2023
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TRAVEL VOLUME & SPENDING EXPECTATIONS

52.8%

53.6%

51.1%

48.3%
50.4%49.5%

50.4%

48.5%

46.2% 47.2%
46.4%

43.9%

41.3%

43.0%
42.0%

44.2%43.6%

41.2%

48.2%

43.6%

47.1%

44.7%

46.5%
45.0%44.4%43.3%

41.6%

45.9%

41.0%

44.0%

42.0%
43.1%42.8%

43.0%43.1%
41.2%

30%

35%

40%

45%

50%

55%

60%

202220212020201920182017201620152014

I expect to take more domestic trips I expect to spend more on domestic leisure travel

I expect to take more international trips I expect to spend more on international leisure travel

Global Travel Sentiment: 2014—2022 
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International Travel is a "High" or "Extremely High“ Budget Priority

49.9%

43.8%
41.6%

39.4%
39.8%

37.4%

40.6%39.5%

35.2%

30%

35%

40%

45%

50%

55%

202220212020201920182017201620152014

International Travel as a “High” or “Extremely High” Budget 
Priority, Total Aggregate

2018 2019 2020 2021 2022
% CHNG 

2021-2022
India 61.3% 64.8% 62.8% 73.6% 79.3% 7.6%

Brazil 45.1% 48.5% 52.1% 60.5% 65.1% 7.6%

China 49.8% 43.9% 48.7% 51.0% 59.8% 17.2%

Germany 48.8% 44.5% 45.3% 45.3% 59.6% 31.8%

Mexico 52.1% 48.5% 48.8% 51.1% 59.1% 15.6%
United 

Kingdom
36.8% 37.5% 42.2% 36.0% 56.4% 56.6%

France 33.6% 37.1% 35.0% 38.6% 53.6% 38.8%

Argentina 32.3% 28.6% 37.4% 51.3% 51.4% 0.2%

South Korea 42.9% 42.5% 44.2% 46.0% 48.6% 5.7%

Canada 27.0% 30.5% 33.4% 31.0% 47.0% 51.6%

Italy 32.0% 30.7% 30.4% 35.8% 46.4% 29.7%

Colombia - - - - 37.9% -

Netherlands 26.1% 20.5% 29.4% 25.9% 34.4% 32.9%

Japan 30.8% 36.8% 32.5% 33.4% 29.0% -13.1%

Australia 37.6% 36.9% 39.8% 34.0% 21.5% -36.8%

HIGH PRIORITIZATION OF INTERNATIONAL 
TRAVEL IN BUDGET
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Maximum Budgeted for International Travel
(reported in respondents’ domestic currencies and converted to USD)

2018 2019 2020 2021 2022
% CHNG 2021-

2022

China $6,979 $6,554 $6,973 $6,557 $7,166 9.3%

Canada $3,261 $3,896 $3,681 $4,148 $4,796 15.6%

United Kingdom $3,820 $3,861 $3,884 $4,289 $4,361 1.7%

Argentina $2,936 $3,612 $2,958 $2,831 $3,705 30.8%

Germany $3,639 $3,320 $3,381 $3,541 $3,675 3.8%

Netherlands $3,533 $3,163 $3,941 $3,576 $3,481 -2.7%

Brazil $3,689 $3,783 $4,056 $3,022 $3,326 10.1%

Mexico $3,157 $3,632 $3,149 $2,993 $3,229 7.9%

South Korea $3,669 $4,358 $5,439 $3,996 $3,182 -20.4%

Australia $6,171 $5,950 $6,171 $4,289 $3,158 -26.4%

India $4,491 $4,733 $5,282 $3,720 $3,020 -18.8%

France $3,234 $2,883 $3,248 $3,133 $2,719 -13.2%

Italy $2,992 $3,124 $2,884 $2,544 $2,639 3.7%

Japan $3,463 $3,669 $4,635 $3,341 $2,550 -23.7%

Colombia - - - - $2,095 -

BUDGET FOR INTERNATIONAL TRAVEL
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2018 2019 2020 2021 2022
% CHNG 2021-

2022

Netherlands 22.2 20.6 20.6 21.2 21.8
3.1%

Argentina 20.9 19.2 19.5 19.8 19.0
-3.9%

United Kingdom 17.3 16.8 16.5 21.0 18.7
-11.3%

Canada 16.1 15.6 16.1 18.8 18.3
-2.6%

Brazil 18 17.1 17.5 18.7 17.6
-5.8%

Germany 17.1 16.5 17.9 17.5 17.2
-1.5%

Australia 19.3 18.9 20.3 16.1 14.1
-12.4%

France 13.3 12.1 13.7 11.9 13.6
14.3%

China 15 14.7 15.1 14.7 13.5
-8.4%

Colombia - - - - 13.4
-

Italy 14.7 15 14.2 14.0 12.9
-8.0%

Mexico 15.8 15.6 14.3 13.9 12.8
-8.2%

India 13.7 14.5 13.8 11.9 11.4
-4.5%

South Korea 10 10.1 10.3 10.9 9.2
-15.9%

Japan 7.1 6.9 7.7 6.1 5.8
-5.4%

DAYS AVAILABLE FOR INTERNATIONAL 
TRAVEL THIS YEAR



WHAT DEFINES THEM AS 
INTERNATIONAL TRAVELERS





INSPIRATION &
TRAVEL PLANNING
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IMPORTANT FACTORS IN BOOKING 
INTERNATIONAL TRAVEL

Question: How important is each of the following factors when booking international travel?

Trip Cost 76.9%

Convenience of planning 74.9%

Strict COVID-19 entry requirements 69.5%

Welcoming environment to people 
of diverse identities

69.2%

Cultural diversity in the local 
population of the country

61.8%

Cultural diversity in the tourists 
that visit the country

59.3%

Sustainability and carbon footprint 52.2%

Trendy—being a “hot” place 
to go at the moment

42.5%

(Table shows % rating each as “Important” or “Very important”) 
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Sources of Destination Inspiration
(Overall – all countries)

2019 2020 2021 2022
% CHG 2021-

2022

Opinions of friends and relatives — in person/ through direct 
contact (email, text, etc.) 54.0% 52.9% 46.1% 43.5% -5.7%

Online Media— Travel content found on Internet 42.5% 44.2% 42.8% 43.1% 0.7%

Opinions & experiences of digital influencers 25.6% 27.5% 28.4% 33.6% 18.2%

Opinions of friends and relatives — via social media 30.4% 31.4% 29.5% 29.0% -1.6%

Online VIDEO travel content (Video only) 24.8% 26.3% 28.3% 25.2% -11.0%

Travel agencies or tour operators 27.2% 23.4% 23.1% 20.9% -9.8%

Offline Media—TV, printed newspapers, magazines 19.6% 19.1% 19.0% 15.8% -16.9%

Television 19.1% 18.2% 15.2% 12.0% -20.9%

Movies 11.2% 12.1% 10.0% 8.5% -15.1%

SOURCES OF DESTINATION INFORMATION
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Use of Digital Travel Planning Resources (Overall—all countries)
(% likely to use for international travel planning) 

Use of Traditional (Offline) Travel Planning Resources (Overall—all countries)
(% likely to use for international travel planning) 

*Examples given were specific to each country 

Online search engines (Google, Bing, Yahoo, etc.) 54.9%

Online travel agencies (Expedia, Travelocity, etc.) 43.3%

Official visitor's bureau website 34.9%

Tour agent or tour operator websites 26.3%

Online travel reviews, blogs, itineraries 24.8%

Online mapping website (Google Maps, Mapquest.com, etc.) 24.2%

Social media (Facebook, Twitter, Pinterest, etc.) 22.9%

Official visitor's bureau social media content 18.1%

Online video travel content 17.5%

Travel or lifestyle magazine websites (online content) 15.2%

Travel-related apps 14.0%

Home-sharing or Vacation Rental Websites (Airbnb, etc.) 13.0%

Travel-related e-mail newsletters 9.6%

Newspaper travel section (online content) 9.5%

Digital influencers 8.2%

Opinions of friends, colleagues, or relatives 43.7%

Travel agent - offline (traditional or store front) 34.6%

Travel related TV programming 28.8%

Commercial guidebook 27.2%

Travel or lifestyle magazine 25.9%

Official visitor information center 19.8%

Newspaper travel section 17.3%

Travel related radio programming 11.0%

TRIP PLANNING RESOURCES



THE UNITED STATES BRAND
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Most Desired International Destinations (Unaided)
(Overall - All Countries)

35.9%36.3%

14.4%15.2%

16.9%

18.9%

15.5%15.3%

12.8%

7.5%

12.7%

17.3%

7.0%

12.3%
10.3%8.6%

7.0%6.9%

7.3%

2.9%
0%

5%

10%

15%

20%

25%

30%

35%

40%

202220212020201920182017201620152014

United States Spain France Italy Japan
United Kingdom Austrailia Canada Germany Mexico

2018 2019 2020 2021 2022
% CHNG

2021-2022 

United States 32.7% 33.5% 33.8% 33.6% 35.9% 7.0%

France 16.6% 17.1% 18.5% 17.3% 16.9% -2.3%

Italy 15.0% 15.2% 14.9% 14.4% 15.5% 7.8%

Spain 17.3% 17.8% 18.0% 19.5% 14.4% -26.2%

Japan 12.3% 14.2% 13.4% 12.9% 12.8% -0.4%

United Kingdom 11.7% 14.0% 14.7% 13.6% 12.7% -6.6%

Canada 8.7% 9.2% 10.5% 10.4% 10.3% -1.1%

Mexico 5.3% 4.8% 4.8% 4.6% 7.3% 58.6%

Australia 10.7% 9.6% 8.2% 9.1% 7.0% -23.2%

Germany 7.1% 9.0% 8.3% 9.1% 7.0% -23.0%

MOST DESIRED INTERNATIONAL 
DESTINATIONS
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2018 2019 2020 2021 2022
% CHNG 2021-

2022
USA's Rank in 2022

Brazil 51.1% 54.4% 58.0% 59.8% 56.9% -4.9% 1

Mexico 53.7% 55.7% 44.9% 51.4% 52.3% 1.7% 1

Japan 42.1% 46.4% 45.9% 41.6% 51.8% 24.5% 1

India 38.1% 39.9% 36.7% 52.2% 50.4% -3.4% 1

South Korea 31.0% 30.7% 40.0% 40.9% 45.1% 10.3% 1

Colombia - - - - 43.1% - 1

Argentina 31.3% 35.6% 28.5% 38.2% 39.4% 3.2% 1

Canada 39.4% 42.7% 41.0% 41.6% 39.2% -5.6% 1

China 38.6% 39.2% 41.9% 26.9% 38.6% 43.2% 2

United Kingdom 27.4% 26.8% 29.9% 26.3% 28.0% 6.2% 2

Australia 33.9% 30.6% 35.2% 23.7% 25.7% 8.4% 3

Italy 25.5% 27.5% 25.2% 23.5% 23.7% 0.7% 3

France 21.0% 18.9% 19.3% 18.2% 20.1% 10.5% 3

Germany 12.1% 11.5% 9.9% 10.6% 13.6% 27.6% 6

Netherlands 11.6% 8.9% 14.6% 12.2% 11.6% -4.7% 6

THE UNITED STATES AS A TOP DESIRED 
DESTINATION
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WORLD PERCEPTIONS OF THE USA

Question: Please describe why you most want to visit the United States of America.
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DRIVERS OF ASPIRATION TO VISIT THE USA



DETERRENTS TO 
VISITING THE USA
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DETERRENTS TO VISITING THE USA
27.8%

22.3%

18.5%

18.0%

15.9%

15.4%

14.9%

13.9%

13.9%

13.3%

13.3%

11.8%

11.1%

11.0%

10.7%

10.7%

10.4%

10.2%

9.5%

9.0%

8.8%

7.7%

7.5%

7.3%

7.0%

0% 10% 20% 30% 40%

Concerns about COVID-19 infection rates in the United States
The cost of airfare to the United States is too expensive

Concerns about gun violence in the United States
The United States is generally too expensive/currency exchange rate is…

Concerns about my personal safety in the United States
Visa wait times

Application/Visa process and fees associated with it is too cumbersome
The United States is too far away
I don’t have enough holiday time

Concerns about social unrest
Concerns about racial injustice/racism

Better destinations exist
The security policies of the United States are difficult

I am uncomfortable with the United States’ national politics
I’ve been there before and have more interest in other destinations

The United States is too difficult to travel to
Personal health concerns

The size of the United States feels unmanageable for a vacation
I just don’t think about the United States as a place to travel to –it’s not on …

The people I travel with prefer other destinations
The United States does not fit the travel experiences I am seeking

The United States' trade policy with other countries
Traveling such a far distance is bad for the environment

I don't feel welcome in the United States
There is no direct airline service to the places I want to visit in the United States
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Handling of the COVID-19 Pandemic

19.6%

25.0%

31.8%

15.9%

7.8%
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Very well Well Neutral
(Neither well
nor poorly)

Poorly Very poorly

PERCEPTIONS OF THE US HANDLING 
OF THE PANDEMIC

17.6%

25.4%

40.9%
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Much less
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Effects of Handling of the COVID-19 
Pandemic on Interest to Visit the U.S.
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Importance of Continuing COVID-19 Protocols

33.2%

29.7%

15.6%

15.5%

2.4%

1.3%

2.3%

0% 10% 20% 30% 40%

Extremely important

Important

Slightly important

Neutral - neither important
nor unimportant

Slightly unimportant

Unimportant

Extremely unimportant

IMPORTANCE OF CONTINUING PANDEMIC 
PROTOCOLS
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95.9%95.0%93.8%91.4%91.1%88.3%87.8%
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Awareness of COVID-19 Requirements to Travel to USA
(% who said yes to being aware of requirements to travel to USA)
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62.1% 59.6%

50.8% 49.3% 47.5% 47.0% 46.0% 45.1% 44.4%
41.0% 39.3% 39.1% 36.4%
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Impact of Political Climate on Desire to Visit U.S.
(% who said yes to Political Climate impacting their desire to visit)

IMPACT OF THE CURRENT AMERICAN 
POLITICAL CLIMATE
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Question: Which of the following statements describe the impact the current political climate in the United States has 
desire to visit—if any?

I feel more reluctant to visit the United States 33.5%

I feel it’s less safe to visit the United States 25.7%

I feel more excited to visit the United States 22.7%

I feel it’s safer to visit the United States 20.6%

I will visit when I feel the political climate has improved 20.4%

I am avoiding travel to the United States as a form of political 
expression

8.2%

I want to travel to the United States to express my support 3.2%

IMPACT OF THE AMERICAN POLITICAL 
CLIMATE ON DESIRE TO VISIT 
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Question:Which of the following statements describe the impact the current political climate in the United States has on your desire to visit—if any?

58% 56%

47% 47%
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More Reluctant to Visit More Excited to Visit

Impact of American Political Climate: Reluctance vs Excitement to Visit

IMPACT OF THE AMERICAN POLITICAL 
CLIMATE ON DESIRE TO VISIT 
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Overall Likelihood of Visiting the USA in Next Two Years
(All Countries)

Likely to Visit the USA – by Market
(% “very likely” or “certain” to visit the USA in next 2 years 

2018 2019 2020 2021 2022
% CHNG 

2020-2021

Top 2 Box 
Score

45.9% 44.1% 44.2% 47.2% 51.0% 8.1%

Will certainly 
visit 22.4% 21.6% 21.4% 22.3% 23.9% 7.2%

Very likely 23.5% 22.5% 22.8% 24.8% 27.0% 8.8%

Somewhat 
likely 26.2% 25.2% 27.4% 25.7% 24.0% -6.5%

Somewhat 
unlikely 13.8% 14.6% 14.4% 12.7% 11.5% -9.0%

Very unlikely 8.3% 8.6% 8.1% 7.3% 6.6% -9.7%

Will not visit 5.7% 7.5% 5.9% 7.2% 6.9% -3.9%

2018 2019 2020 2021 2022
% CHNG 

2020-
2021

India 76.4% 74.1% 71.3% 81.5% 82.4% 1.1%
Brazil 65.4% 66.1% 68.2% 78.8% 82.0% 4.1%

Mexico 69.2% 70.0% 63.0% 71.3% 75.0% 5.3%
China 68.9% 58.6% 54.5% 48.1% 63.9% 32.7%

Canada 57.6% 54.3% 56.9% 47.6% 60.8% 27.6%
Colombia - - - - 56.6% -
Argentina 31.3% 31.4% 34.6% 57.5% 55.5% -3.5%

Italy 39.1% 37.6% 35.6% 44.1% 49.6% 12.5%
United 

Kingdom 38.7% 38.4% 41.9% 32.8% 46.5% 42.0%

Germany 44.4% 38.1% 36.8% 39.5% 43.5% 10.1%
France 30.6% 28.9% 29.8% 32.4% 41.1% 27.0%

South Korea 34.0% 32.0% 33.9% 39.0% 38.3% -1.9%
Japan 26.8% 33.7% 29.5% 31.6% 28.9% -8.7%

Netherlands 21.4% 18.3% 26.2% 24.1% 22.5% -6.7%

Australia 37.3% 34.2% 34.3% 32.0% 18.0% -43.8%

LIKELIHOOD TO VISIT THE USA
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Timing of Future Visit to the USA – by Market

First Half 
of 2022

Second 
Half of 
2022

First Half 
of 2023

Second 
Half of 
2023

2024 or 
later

India 29.0% 36.8% 15.1% 8.1% 3.8%
Mexico 23.5% 39.1% 13.6% 13.0% 4.9%

China 22.3% 27.8% 16.8% 10.1% 7.4%
Canada 20.6% 30.3% 13.0% 10.6% 4.4%

Brazil 16.4% 35.1% 18.6% 13.6% 8.8%
United Kingdom 10.6% 21.4% 16.5% 12.6% 9.1%

Argentina 10.0% 22.8% 16.8% 18.4% 16.9%
Italy 8.0% 21.8% 16.1% 20.3% 14.1%

Colombia 7.8% 21.3% 15.5% 18.0% 16.9%
France 7.4% 18.1% 15.8% 18.3% 13.5%

Germany 6.3% 14.1% 15.8% 15.8% 16.0%
South Korea 5.0% 20.5% 21.6% 20.3% 15.5%
Netherlands 4.8% 11.5% 12.0% 12.9% 15.8%

Japan 3.8% 17.1% 13.5% 11.1% 13.0%
Australia 2.4% 8.9% 7.9% 7.3% 11.4%

Timing of Future Visit to the USA
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TIMING OF FUTURE VISIT TO USA
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ARGENTINA AUSTRALIA BRAZIL CANADA CHINA COLOMBIA FRANCE GERMANY INDIA ITALY JAPAN MEXICO
NETHER-
LANDS

SOUTH 
KOREA

UNITED 
KINGDOM

U.S. National Parks 7.8 6.4 8.6 6.8 7.8 8.2 7.5 7.5 8.4 7.6 6.7 8.4 7.3 7.3 7.1

Cities or metropolitan 
areas 7.9 6.0 8.6 7.0 7.9 8.1 7.2 7.5 8.7 8.1 6.0 8.4 6.9 7.4 7.2

Beach 
destinations/resorts 7.9 5.3 8.2 7.3 7.9 8.0 6.7 7.3 8.5 7.2 6.2 8.0 6.4 7.6 6.8

Theme or amusement 
parks 7.9 4.8 8.7 6.2 7.8 8.4 6.6 6.4 8.4 7.1 6.2 8.6 5.7 7.3 6.1

Small towns, villages or 
rural destinations/ 
attractions

6.7 6.1 7.4 6.6 7.5 7.1 6.8 6.4 8.2 7.2 5.9 7.8 6.6 6.5 6.6

Mountain destinations/ 
resorts (including ski 
resorts)

7.4 5.2 7.9 6.2 7.4 7.4 6.5 6.1 8.5 6.7 5.6 8.1 6.2 6.3 6.4

Desert 
destinations/resorts 6.5 5.2 7.5 6.4 7.2 6.8 6.8 6.3 8.1 7.1 5.1 7.6 6.0 6.3 6.3

Question: Please think about the United States destinations you are MOST EXCITED TO VISIT. Use the 
10-point scale where 10 = "Very excited" and 1 = "Not at all excited" to state how generally excited 
you are to visit each.)

DESTINATION TYPE EXCITEMENT INDEX 

Destination Types Most Excited to Visit 
(Avg. excitement score out of a possible 10 for each destination type)

Rank 1 Rank 2 Rank 3Legend:
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Argentina Australia

Colombia

Japan

France

Mexico

Content Important to Destination Decisions
(Top 3 content types that are most important to their decision to visit the U.S., by country)

31.5% Hotels/lodging

28.0% Theme parks

27.4% Restaurants

35.1% Restaurants

33.8% Theme parks

32.3% Hotels/lodging

28.1% Restaurants

27.8% Safety

24.6% Hotels/lodging

29.4% Safety

28.5% Hotels/lodging

26.6% Transportation

24.3% National Parks

23.0% Experience nature

22.4% Restaurants

29.1% Family fun

29.0% Theme parks

28.6% Restaurants

Brazil Canada

Germany

Netherlands

India

South Korea

36.5% Shopping

30.4% Theme parks

29.9% Hotels/lodging

26.6% National Parks

25.5% Iconic attractions

23.5% Experience nature

31.6% National Parks

30.0% Hotels/lodging

22.6% Historical attractions

30.1% Restaurants

24.9% Hotels/lodging

20.4% Safety

26.8% Restaurants

25.0% Shopping

21.6% Entertainment

29.4% Hotels/lodging

27.8% Restaurants

20.0% Safety

China

Italy

28.1% Experience nature

23.3% Experience lifestyle

21.1% Sightseeing tours

24.9% Museums

22.6% National Parks

22.1% Experience nature

United Kingdom

30.8% Restaurants

25.4% Hotels/lodging

20.0% National Parks

MOST COMPELLING CONTENT FOR 
PLANNING USA TRIP
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DESIRED FEELINGS ON  A UNITED STATES VACATION

Question: On your perfect United States vacation, how do you want to feel?
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APPEALING EXTREMELY APPEALING TOP 3 BOX SCORE*

New York City, New York 29.9% 34.5% 79.4%

San Francisco, California 32.1% 28.3% 77.3%

Los Angeles, California 27.7% 32.7% 76.7%

Hawaii (anywhere in the state) 28.7% 30.1% 75.3%

Washington, DC 30.4% 24.8% 73.8%

Miami, Florida 27.1% 28.8% 73.7%

Niagara Falls, New York 28.8% 26.7% 73.5%

Orlando, Florida 26.0% 24.9% 69.5%

Boston, Massachusetts 28.2% 20.2% 68.9%

Las Vegas, Nevada 27.1% 24.0% 68.8%

TOP 10 MOST APPEALING AMERICAN 
DESTINATIONS

Question: Given what you currently know and feel about these destinations, please use the scale below to 
state how appealing each is to you as a place to visit on a vacation.
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Wendy Kheel
Tourism Economics
wkheel@tourismeconomics.com

April 2022

THE TRAVEL RECOVERY: 

A STORY OF GREAT PROMISE BUT UNCERTAINTY

13th Annual Travel & Tourism Summit

Santa Monica Travel & Tourism

May 4, 2022



Tourism Economics, a subsidiary of Oxford Economics, serves over 500 
travel destinations, companies and associations each year



MAIN OBSERVATIONS:

RECOVERY DESPITE 
WORRIES

UNDERPININGS OF 
ECONOMY REMAIN STRONG

BUT, INFLATION, GAS 
PRICES, LABOR 
CONSTRAINTS, AND 
EXTENDED COVID-19…

ALL PRESENT HEADWINDS 
AND RISKS



Unemployment rate from 14.7% to 3.6% in record time 
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So… wages are rising fast



Historically low debt burden…household net worth in good shape



But persistent inflation



Consumers feeling uneasy



But having little bearing on their behavior



Services are rapidly gaining ground
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Source : Oxford Economics/Haver Analytics

Percent difference from February 2020



Recovery constraint: Labor shortages

Leisure & 
hospitality

Total private



No immediate sign of easing (1.9 job openings per unemployed)



The Great “Shift” - people switching jobs

3.0%

6.4%

0%
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4%
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7%

2016 2017 2018 2019 2020 2021

Leisure & hospitality

Total 

Job quits rate
Share of quits as a percent of total employment

Source: BLS

• 4.5 million Americans quit in November 2021 –
highest rate in two decades

Ø Top reasons given – low pay, no advancement 
opportunities, and minimal flexibility

Ø 78% now employed, suggesting they quickly 
obtained new jobs

Ø Travel industry employees disproportionately 
switched industry



• Slowing immigration – 2.4 million fewer immigrants of 
working age vs pre-2017 trends

• Lack of seasonal workers – H-2B visa has reached the 
cap until the Biden administration increases it

• Record number of early retirements – more people 
leaving the labor force than entering it

• Lack of childcare - Many, especially women, forced out 
of the workplace to care for children. Some by choice or 
necessity will not return

• Entrepreneurs – blossoming of “cottage industries” –
new businesses started and grown from home

• Drug crisis – 860,000 prime working age men out of the 
work force due to opioid addiction

Culmination of several labor constraints



A slowing but deliberate economic outlook

GDP growth:
2021: 5.7%
2022: 3.1%
2023: 2.0%



Thank you!

Have a wonderful summer!



LAUREN SCHLAU
Founder & President

Lauren Schlau Consulting

TRAVEL & TOURISM

TRAVEL & TOURISM



The Santa Monica Story
Yesterday, Today, Tomorrow

2022 SMTT Annual Outlook Forum
May 4, 2022

Market Research | Consulting1



▪ LSC supports leading destinations and travel providers with research services and 
insightful analysis

▪ 2022 is our 30th year in operation; been working with SMTT since 1984
▪ LSC partners with SMG as Travel Analytics Group          integrating research and strategy

2



Welcome;  “Whales Watching” in Santa Monica…

Market Research | Consulting3

“I guess we’ll never 
know why they 

beach themselves?”



Context is Key
Comparing Current to Recent Years

Market Research | Consulting4
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Volume Visitor Days

▪ Santa Monica visitation peaked in 2017 with 8.7 million visitors and 
11.9 visitor days. 

▪ Softening evidenced in 2018 and 2019, especially international
▪ COVID plunged visitation in 2020, recovery starting in 2021



International of Key Importance to Santa Monica

▪ International visitors historically account for 50%+ of Santa Monica volume, days and spending, but 
was 25% of visitation in 2020 and 9% for 2021.

▪ That compares to 6% of visitor volume for California and 22% for Los Angeles County in 2019.  

Market Research | Consulting5
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Santa Monica Top International Markets

▪ In 2021 top 
international feeder 
markets: Mexico, Asia  
Canada.
❑ Asia mainly India

▪ They displaced 
Western Europe, UK, 
So. America and 
AUS/NZ from 2019.
❑ Asia mainly Japan, & 

Asia Pacific

Market Research | Consulting6
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Santa Monica in Recovery (“off life support”)

▪ Visitor Volume and Days Up from 2020, still well below 2019

▪ 2021 visitor length of stay between 2019 and 2020 length

▪ During the pandemic Santa Monica the main destination for more visitors; therefore a 
higher share stayed overnight and a bit longer.  

Market Research | Consulting7

Indicator

2021

2020 2019Indicator % ChangeFr 2020
Total Number of Visitors 3,504,048 72.5% 2,031,100 8,413,100
Average Days Length of Stay (all visitors) 1.45 -4.7% 1.52 1.37
Total Visitor Days 5,071,296 64.7% 3,079,900 11,528,200
Percent of Day (only) vs. Overnight Visitors 72% / 28% 71% / 29% 86% /14%

Historically 
day visitors = 
80%+ of total



Tourism Generated Spending & Taxes are Key to Santa 
Monica’s Economy & Employment Base

▪ 2021 spending reached $750 million, +65%, still 60% below 2019  
❑ 2019 visitor spending approached $2.0 billion

▪ 2021 the City realized $45 million in visitor lodging and sales taxes
❑ 2019 the City realized $72 million in visitor paid lodging and sales taxes

▪ These taxes pay for equivalent services to local households, averaging $937 in 2021

▪ Visitor activity and spending supported nearly 5,800 local jobs in 2021
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Indicator

2021

2020 2019Number % ChangeFr 2020
Total Annual Visitor Spending $750,259,292 65.3% $453,820,900 $1.89 billion
Per-capita Daily Visitor Spending $148 .7% $147 $164
Hotel Tax Revenue to City (from non-local visitors) $41,927,620 124.2% $18,698,400 $58,315,740
Visitor Retail Sales Tax Revenue to City $3,730,376 20.7% $3,090,100 $13,875,500
Equivalent tax per SM household from visitor spend $937 106.8% $453 $1,496
Santa Monica Jobs Supported by Tourism 5,747 85.7% 3,095 12,010



Hotels Seeing Moderate Growth in Occupancy 
(Demand) with Surging Room Rates

▪ Hotels essentially closed as of April 2020; many, not all reopened in August
❑ At first, demand shift to younger guests, on leisure/vacation trips, from L A region, California, western 

states
❑ During this period (and still), hotel demand stronger than short term rentals (STR)

▪ With vaccinations as of January 2021, demand building, shifting to broader long-haul U. S. 
markets, older and higher income travelers.

▪ 2021 occupancy up 25% from 2020 with all hotels operating; some business and group demand

▪ Rates surging! 2021 Record ADR = $312 (unlike 2008-2010 recession when hotels discounted) 

▪ With higher ADRs, hotel tax growing much faster than demand and visitor spending
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Indicator

2021

2020 2019Number % ChangeFr 2020
Hotel Occupancy Rate 51% 24.4% 41% 82.5%
Average Hotel Daily Room Rate $312 20.9% $258 $274
Hotel Tax to City (non-local visitors) $41,927,620 124.2% $18,698,400 $58,315,740

SM hotel occpy. 
at  80%+ for 
years.



Visitors Have Changed! 
Shift to:
▪ More from U.S.
▪ SM main destination
▪ Not flying to arrive in So. Cal.
▪ Fewer for pleasure/vacation or 

business purposes
▪ More staying overnight
▪ More staying in SM hotels
▪ Shorter overnight stays
▪ Lower per-capita spending
▪ More people per group 

(families)
▪ Younger
▪ Lower household income
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Visitor Profile Characteristic 2021 2020 2019

International Visitor share (of total visitors) 9.2% 24.9% 51%
U.S. Resident visitor share (of total visitors, excl. CA) 60.8% 42.6% 30%
California Resident share (of total visitors) 30.0% 32.6% 19%
Mainly visiting Santa Monica for pleasure/vacation 48% 42% 56%
Mainly visiting Santa Monica for business/meeting 3% 3% 4%
Santa Monica main trip destination 31% 30% 16%
Arrived in Southern California by commercial air 34% 47% 68%
Day Visitor / Overnight Visitor Share in Santa Monica 72% / 28% 71% / 29% 86% /14%
Staying in a Santa Monica hotel: 
all Visitors / overnight visitors 23% / 80% 24% / 83% 10% / 69%

Avg. stay in Santa Monica - overnight visitors (nights) 2.6 2.8 3.6

Avg. daily per-person spending in SM (all visitors) $148 $147 $164
Average travel group size (persons) 3.5 2.5 2.5
Median age (respondent) 32 35 40
Median annual household income $81,400 $76,000 $96,500



What to Expect
Where Do We Go 

Expect in 2022
▪ Continued popularity of Santa Monica destination worldwide
▪ Continued recovery from strong U.S. visitation, international slowly recovering (uneven, dep. on country 

policies and COVID situation) 
❑ LAX reported first 1 million Int’l. arrivals last month since COVID
❑ Potential plateauing of U.S. visitation as more U.S. residents traveling out of country

▪ International marketing will accelerate and be increasingly competitive as destinations seeking 
international visitors will also be marketing to rebuild share and volume

▪ Steady recovery in business transient and group travel 
▪ Continued rise in hotel room rates; slower rate of growth

Where to Go From Here
▪ Shift the paradigm from volume to yield, i.e., visitors who stay longer, do more activities and spend more 

in Santa Monica 
❑ Emphasis on overnight, longer-haul visitors

▪ Growing attention to quality of destination experience for both residents and visitors
❑ Recognizing the importance the intersection between visitors and residents
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Bon Voyages..



Panelist

Q & A

TRAVEL & TOURISM

TRAVEL & TOURISM



THANK YOU
Panelists

TRAVEL & TOURISM

TRAVEL & TOURISM



THANK YOU SPONSORS



Join us at the bar for a

BEES BETTER cocktail

SPONSORED BY

TRAVEL & TOURISM
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THANK YOU!
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MISTI KERNS, CMP CDME
President & CEO

Santa Monica Travel & Tourism

TRAVEL & TOURISM
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How to Work with SMTT
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Julia Ladd
Assistant Vice President for

Property Management, 
Macerich

Raphael Lunetta
Owner/Partner and Chef 

Proprietor, Lunetta & 
Lunetta All Day

Ellis O’Connor
Principal / Asset Manager, 

MSD Hospitality
(Fairmont Miramar)



Santa MoniCARES is a coalition of representatives from Santa Monica 

Travel & Tourism and tourism community partners with a mission to 

harness the hospitable nature and generosity of Santa Monica’s tourism 
industry and provide support to local non-profit agencies.

Learn more and donate at

SantaMoniCARES.com





Misti Kerns Rachel Lozano Michael Gurrieri

Mandy Eck 

Evan Edwards

Todd Mitsuhata Ozzie Otero Stephanie Nakasone Aaron Seals

Christine Emhardt Kristin Farrel Kevin LinaresCayla Turain Iris Nishina-Gee Jacquelene Saquic Alyssa Dorn

Luis Vazquez Susanne Skaggs Daniel Tec Michelle Dimas Christine Bianco

Santa Monica
Travel & Tourism

Team
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