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PREVIOUS SEASONS IN REVIEW
2023 and 2024 Overview

General softening of booking from pandemic years, normalization with 2019 numbers.

Return of European travel over the last two summers, inflation, and economic hardship impacted 
some travelers.

The market supply has increased by over 5,500 units since 2019 – supply vs demand.

Direct spending is up compared to where it would have been if pre-pandemic trends had 
continued.

Visitor rating and likelihood to return have increased slightly in the last two years.

Booking trends have shifted since the pandemic to shorter booking windows, relaxed policies, etc.



TOURISM TRENDS 2025
Florida Tourism

Late 2021 & 2022: Revenge Travel
2023 & 2024: Normalization

2025 Outlook
• US GDP forecasted to grow 1.9% (Convera)
• Optimistic for slight growth in tourism (Phocuswright)
• 4 in 5 plan on taking a vacation this year, up 7% (MMGY)
• But, more than half plan on spending less per trip (Booking.com)
• Consumers continue to spend more on experiences than things (US Dept. of Commerce)



TOURISM TRENDS 2025
Trip Planning & Marketing

• The most relied-upon resources remain recommendations from friends and family 
(58%), general search (51%), and online travel agencies (OTAs) (41%). (Phocuswright)

• Email has re-emerged as the most effective way to build brand awareness and 
simultaneously track engagement back to bookings. (Skift & Curacity)

• 94% increase in traveler’s preferences to learn about new destinations. (Future 
Partners)

• More than half of respondents said that they had been influenced “somewhat” or “a 
great deal” by influencers, compared to 41% by celebrities. (MMGY)

• Facebook, Instagram, and YouTube are the most used social media for trip planning. 
(Phocuswright)



TOURISM TRENDS 2025
Family Travel

• 70% of global travelers who travel with their children pick the vacation destination based on kids’ 
needs and interests. (Hilton)

• 73% of global travelers often seek out authentic, local experiences when traveling with children. 
(Hilton)

• 56% of families will choose hotels based on their kids’ club or youth programming. (Hilton)

• Searches for pet-friendly hotel options doubled year-over-year, ranking among the top 10 most 
used search filter terms and is also the fourth highest in search-to-stay conversion. (Hilton)

• Rise in multigenerational SKI (Spending Kids’ Inheritance) trip

• 49% of baby boomer respondents would rather spend money on a trip of a lifetime in 2025 
than leave an inheritance to their children. (Booking.com)



TOURISM TRENDS 2025
Culinary Travel

• 50% of travelers book restaurants before flights. (Recommend.com)

• Nearly 1 in 5 will travel specifically to seek out new restaurants or culinary experiences. (Hilton)

• 60% of luxury travelers prioritize staying at hotels with great restaurants. (Hilton)



TOURISM TRENDS 2025
Wellness Travel

• About 22% of travelers surveyed plan to get away soon for self-discovery or mental health rather 
than for family outings, business, or other more traditional purposes. Many people share visuals of 
these trips on social media, and refer to the vacations as “soft travel,” Hilton’s report said. (Hilton)

• Americans spent $425B on wellness-related travel in 2024 (Skift)

• Wellness tourism is experiencing remarkable growth, with an annual increase of 16.6 percent. 
(Global Wellness Institute)

• 62% of American travelers say they feel more mindful about their overall health and wellbeing 
than ever before. (Skyscanner)



TOURISM TRENDS 2025
Luxury Travel

• 89% of luxury travelers are more likely to book a luxury hotel if they’re already familiar 
with the brand. (Skift & Curacity)

• Luxury travelers prioritize recommendations from travel media as the most reliable 
source for brand reputation, quality, and value when making decisions on where to stay. 
(Skift & Curacity)

• By the end of 2025, Millennials and Gen Z will make up 45% of luxury sales. (IGES)

• Cooler destinations are among the most popular once again.

• Seventy-six percent of luxury travel advisors say clients now favor destinations with 
more moderate weather. (Virtuoso)



QUESTIONS?

Downs & St. Germain Research
Contact@dsg-research.com

(850)-906-3111



2025 OUTLOOK
ADR and Occupancy January - September

January – March ADR and occupancy are trending down

April – June ADR and occupancy are trending up 
 - Spring Break falls in April in 2025 vs March in 2024

July – September ADR and occupancy are trending down slightly



Market Visitation vs Market Spend

2025 OUTLOOK



Market Visitation vs Market Spend

2025 OUTLOOK



WHAT ARE YOU SEEING?



UPCOMING OPPORTUNITIES
Wheel the World

Integrated solution to help destinations evaluate, enhance, and promote accessibility, ensuring they are fully 
prepared to welcome all travelers.

Wheel the World sends a trained mapper to gather accessibility information with the WTW Accessibility 
Mapping System.

Wheel the World then transforms the accessibility information into bookable destination listings on their 
website.

Once information is gathered, Walton County will receive a Destination Verified seal and each participating 
partner will receive an Accessibility Verified seal. 

Partners also receive access to training and resources for future accessibility enhancements.



UPCOMING OPPORTUNITIES
Wheel the World



UPCOMING OPPORTUNITIES
Annual Co-Op Sales

FY2026 Media Plan in development

Sales period = May 5 – May 9



QUESTIONS?

Downs & St. Germain Research
Contact@dsg-research.com

(850) 906-3111

Zehnder Communications
Zvsw@z-comm.com

(504) 558-7778

Walton County Tourism
marketing@wcfltourism.com

(850) 267-1216
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