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The State of the American Traveler

Monthly tracking survey

Tracks traveler sentiment to generate insights into United States Census Regions and Divisions

domestic travel trends West

Midwest Northeast

< East North Central New England

Survey collected:ebruary 2026

Mid-Atlantic
1)

4,000+ fully completed surveys collected each wave

West North Central

Confidence interval of +/1.55% South

South Atlantic

Representative sample of adult American travelers in ezt .,
of the four U.S. regions et

East South Central
West South Central

Data is weighted to reflect the actual population of each
region
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Leisure Travel Enthusiasm Continues to Hold Steady

Question:Which best describes how excited you are about LEISURE TRAVEL in the NEXT TWELVE (12) MONTHS?
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Base: All respondents, approx. 4,000 completed surveys per wave
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Caution Still in the Air:
Recession Fears Increased Then Eased in 2025

Statement Agreementl expect the United States will enter an economic recession sometime in the NEXT SIX (6) MONTHS.

. 2022 2023 2024 2025 2026

60%
40%
40.4%
20%
%Agreeor Strongly agree
0%
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Priority Check:
Leisure Travel Remains High on the List

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

2022 2023 2024 2025 2026

80%

% Top 3 Box Score 61.5%

60% W

40% Avg. =57.7% Avg. = 53.9% Avg. = 57.8% Avg. = 57.9%

20% M

18.6%
% Bottom 3 Box Score
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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?

. 2022 2023 2024 2025 2026

% Good time or Very good time

0% 35.7%
20% 23.4%
% Bad time or Very bad time
Avg. = 30.1% Avg. = 30.2% Avg. = 33.8% Avg. = 34.1%
0,
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Base: All respondents, approx. 4,000 completed surveys per wave



Americans Are Increasingly Keeping the Travel Door Wide
Open on Spending

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 | would spend on leisure travel (next 12 months):

2022 2023 2024 2025 2026

$8,000

$7,000 Historical Record $6,556
$6,000

$5,000

$4,000

$3.000 Maximum Expected Annual —

: 50 wave average = $4,796
Travel Spending (Mean)
$2,000
$1,000
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2025 Key Takeaways

ATravel momentum is strondeeisure travel excitement averages 8.2 (out of 11) and
three-in-five travelers rank leisure travel a high near term priority (58%).

ASpendlng IS a prlorlty but travelers remain cautioMax budget increased and today
AlQa O | NBXO2NR KAIK obcIppc AYy CSo Nz
good time to spend (34%).

AOptimism with economic uncertaintRecession concern has eased but stays elevated
(40%).
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Brand Equity Index Summary

Future Partners Destination Brand Equity Index is made up of the foll@mr@y elementswhich are considered as the important components of
Slidzide® ¢KSasS FlFOuz2NAR |

I 0N} YRQA

Awareness

The extent to which travelers are familiar with a destination as a
viable place to visit.

Reputation

The overall appeal and perceived quality of the
destination among travelers.

Differentiation

How unique and distinct the destination's visitation experience is
compared to others.

Energy/Momentum

The perception of how much the destination's popularity has
increased/decreased recently.

Relevance

The likelihood that a consumer will consider visiting
the destination in the next few years.

Loyalty
The degree to which consumers have visited the destination in the
past.
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Destination
Reno, NV

Year

2025

Destination Type
Cities

Competitive Set
OLf OdA F S + RSaAGAYlIGA2yUE AYRSE a02NB 2V

Reno, NV
(

YOY)

Competitor Rankings 2

(Index RatingsReno, NV vs. Top Ranking Competitive Set)
Average: 52.4

58.9
497 54.1 52.6 46.9

Reno, NV Las Vegas, NV Denver, CO San Francisco, CA Portland, OR

Base: Reno, NV set, 2025 respondents. 673 completed survey:s



Destination Familiarity i

Reno, NV, 2025

Familiarity with Things to See and Do in Reno, NV

Extremely familiar 3.7%

9.9% 28.2%

Familiar

Slightly familiar 14.6%

Neutral 1.2%

R

Slightly unfamiliar

Unfamiliar 17.8%

Totally unfamiliar 36.7%

Base: Reno, NV set, 2025 respondents.

673 completed surveys.
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Year Destination Type Destination
2025 Cities Reno, NV

Competitive Set

Denver, CO, Las Vegas, NV, Portland, OR and San Francisco, CA

Cities Ranked, 2025 K¢

(Top 3 Box % Rating "Slightly familiar" or "Extremely familiar” for Each Destination)
Average  45.7%

Las Vegas, NV 69.5%
San Francisco, CA 52.0%
Denver, CO 45.7%
Portland, OR 32.9%

Reno, NV 28.2%

Base: Competitive set, 2025 respondents.
3,430 completed surveys.

Question: How familiar are you with the things for visitors to see and do in Reno, N



Year Destination Type Destination

Appeal as a Place to Visit i Reno, Y

Competitive Set

Denver, CO, Las Vegas, NV, Portland, OR and San Francisco, CA

Reno, NV, 2025 I Cities Ranked, 2025 I

Appeal of Reno, NV as a Leisure Destination (Top 3 Box % Rating "Slightly Appealing" or "Extremely Appealing" for Each Destination)
Average 58.2%

Extremely appealin 12.2%
yopp ; - Las Vegas, NV 68.5%
Appealing 25.6% 54.3%
Denver, CO 63.4%
Slightly appealing - 16.6%
Neutral - 33.7% San Francisco, CA 58.7%

Slightly unappealing I 4.0%
Reno, NV 54.3%
Unappealing I 4.7%
Port 45.9%
Extremely unappealing I 3.3% ortland, OR
Base: Reno, NV set, 2025 respondents. Base: Competitive set, 2025 respondents.
673 completed surveys. 3,430 completed surveys.

Future Partners Visit Reno Tahoe Destination Research 2025 Question: In your opinion, how appealing is Reno, NV as a place to visit for leisure travel? (Select



Year Destination Type Destination

DeStlnatlon Un|queness 2025 Cities Reno, NV

Competitive Set

Denver, CO, Las Vegas, NV, Portland, OR and San Francisco, CA

Reno, NV, 2025 I Cities Ranked, 2025 I

Uniqueness of Reno, NV as a Leisure Destination (Positive Rating% Selecting "6"10 - Extremely unique" for Each Destination)
Average  63.1%

10 — Extremely unique -

Las Vegas, NV 77.9%
56.9%
Denver, CO 67.5%
San Francisco, CA 63.6%
Reno, NV 56.9%
Portland, OR 49.6%
0 - Not at all unique . 5.4%
Base: Reno, NV set, 2025 respondents. Base: Competitive set, 2025 respondents.
673 completed surveys. 3,430 completed surveys.

Question: Please think about the experiences a traveler can have in Reno, NV and compare that to other destine

Future Partners Visit Reno Tahoe Destination Research 2025 HOW UNIQUE these experiences are. The experiences a visitor can have there are



Change in Destination Popularity

Reno, NV, 2025 K¢

Change in Popularity Perceptions for Reno, NV

Much more popular

211% 46.7%

More popular

Slightly more popular 18.0%

Unchanged 48.0%

Slightly less popular I 3.0%
Less popular I 1.1%
Much less popular I 1.2%

Base: Reno, NV set, 2025 respondents.

540 completed surveys.

Question: In the last few years, has Reno, NV's popularity as a place to visit changed? (Select one to complete the se

Future Partners Visit Reno Tahoe Destination Research 2025

Year Destination Type Destination
2025 Cities Reno, NV
Competitive Set
Denver, CO, Las Vegas, NV, Portland, OR and San Francisco, CA
Cities Ranked, 2025 E

(Top 3 Box % Rating "Slightly More Popular" to "Much More Popular” for Each Destination)
Average 41.7%

Denver, CO 46.8%
Reno, NV 46.7%
Las Vegas, NV 43.1%
Portland, OR 37.2%
San Francisco, CA 34.9%

Base: Competitive set, 2025 respondents.
3,088 completed surveys.

From what | have seen, Reno, NV is becoming



Year Destination Type Destination

Likelihood to Visit i Reno, NV

Competitive Set

Denver, CO, Las Vegas, NV, Portland, OR and San Francisco, CA

Reno, NV, 2025 I Cities Ranked, 2025 I

Likelihood to Visit Reno, NV in the Next Two Years (Top 3 Box % Rating "Slightly likely" to "Extremely likely" to Visit Each Destination)
Average 33.5%

Extremely likely

4.9%
Las Vegas, NV 45.3%

Likely . 10.5% 25.5%
Denver, CO 34.3%
Slightly likely . 10.1%
Neutral - 15.5% San Francisco, CA 34.0%
Slightly unlikely
Portland, OR 28.3%

Unlikely 15.6%

Reno, NV 25.5%

Extremely unlikely 35.4%

Base: Reno, NV set, 2025 respondents. Base: Competitive set, 2025 respondents.
673 completed surveys. 3,430 completed surveys.

Future Partners Visit Reno Tahoe Destination Research 2025 Question: How likely are you to visit Reno, NV for leisure in the NEXT TWO YE,



Recent Visitation (Past Two Years)

Reno, NV, 2025 K¢

Visitation to Reno, NV in the Past Two Years

10 or more | 0.4%
Average 0.38 trips

6-9 0.0%
3-5 | 0.9%
2 5.4%

8.4%

Zero 84.9%

Base: Reno, NV set, 2025 respondents.

673 completed surveys.

Future Partners Visit Reno Tahoe Destination Research 2025

Year Destination Type Destination
2025 Cities Reno, NV

Competitive Set
Denver, CO, Las Vegas, NV, Portland, OR and San Francisco, CA

Cities Ranked, 2025 K¢

(Average Number of Trips per Destination in the Past Two Years)
Average 0.55 trips

Las Vegas, NV 0.75
San Francisco, CA 0.61
Denver, CO 0.57
Portland, OR 0.42

Reno, NV 0.38

Base: Competitive set, 2025 respondents.
3,430 completed surveys.

Question: How many times have you visited Reno, NV on a leisure trip in the PAST TWO (2) Y
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Research Objectives & Methodology

This report presents findings from the 2025 Visit Reno Tahoe Visitor Profile Study, conducted
on behalf of the Ren&parks Convention & Visitors Authority (RSCVA) by Future Partners.

The primary objective of this research is to profile visitors and track visitor behavior to the
region. Specifically, this research examines:

A ¢NALI OKF NI OGSNRAGAOE SGNALI LMzNLR aSs f Sy
A1 OGAGAGASE YR FTOGGNYOGA2ya GAAAGSR AYy w
A In-market spending

A wSy2 ¢IFIK2S5SQa RSaGAYFIGA2Y FGGNRAOdZI Sa
A CNALI LX I YYyAy3a gAYR26a

A +Aard2Nl alrdArAaTlrOiuArzy

A Visitor demographics and origin markets

Future Partners conducted an online survey of N=600 Reno Tahoe visitors aged 18 and order g
who traveled to the region in calendar year 2025. The survey was fielded through a trusted
panel provider from May 202§ January 2026. All quantitative data presented within this
report is weightedo be representative of the population of Reno Tahoe visitors using
f2RIAY3T GeLIS FyR 2NRAIAY YINJSGao
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Executive Summary



01 Demographics & Origin Markets

wSy2 ¢ K2SQa OAaAl
regional drive markets, with meaningful

airTift upside tied to paid lodging.



Origin Markets

Top10O0rigin Metros Z

San Francisco-Oakland, C S 15%
Sacramento, CA e 4%
Los Angeles-Long Beach, AN 5%
Las Vegas, Nv-AZINS 7%
San Jose, CAHNINEGEN 5%
San Diego, CAHIIEGEGEGEGEE 3%
Riverside-San Bernardino-Ontario, CEIIIIGEE 3%
Stockton-Lodi, CAIINININIINN6E 3
Yolo,CA G 3%
Portland, ORWA IIIEGEGGEG 2%

Top10O0rigin States

61%

9%

5% 3% 3% 2% 2%

California Nevada Oregon Washington Florida Texas New York

Future Partners Visit Reno Tahoe Destination Research 2025

Origin Map K¢

4
2% 1% 1%
Arizona Pennsylvania Idaho



Most overnight visitors arrived in the destination using their own car (60%), thownost
one third arrived by airplane $1%).

Visitors staying in a vacation rental were more likely to fly into the area (434 sotal).

Arrival Transportation Detail by Lodging Type

Hotel/Motel Vacation

Airplane _ 31% Own car 60% 62% 53% 38% 66%
Airplane 31% 30% 34% 47% 23%
e car. S Rental car 5% 5% 8% 7% 1%
, I Train 2% 1% 3% 3% 4%

Train 2%
Motorcycle 1% 0% 0% 2% 5%
Motorcycle I 1% Bus 0% 0% 0% 2% 0%
Rideshare 0% 0% 1% 0% 0%
B 0% RV/ camper van 0% 0% 0% 1% 0%
Rideshare 0% Other 1% 1% 0% 0% 0%
Base 501 230 161 164 87

RV/ camper van 0%

Other 1%

Future Partners Visit Reno Tahoe Destination Research 2025



Demographics vs2025

Earilar Generation

Mean Age: 46.8 years in 2024 vs

47.4in 2025
28% [ 23%

Male 48% EOOEE

cenx 24% [ 28%
Female 5194
Millennial

36% [l 35%
Other 1% 0% Genz  12% [J 14%

100% 50% -0 50% 100%

Ethnicity/Race

100%50% -0 50% 100%

Marital Status

Children in Household: 37% in 2024 vs
37% in 2025

B s6%

Single  27% .31%

Married 60%

Divorced 10% I 11%

Widowed 3% | 2%

100%50% -0 50% 100%

Household Income

Mean: $6,967 in 2024s $03,280 in 2025

White  75% 63% Less than $50k 20% [ 21%
$50k - $99k  39% B 2%
BIPOC 35% - 51% $100k - $149k 21% [ 23%
$150k or more 20% [ 24%
100%  50% 0 50%  100%
100% 50% -0  50%  100%
Future Partners Visit Reno Tahoe Destination Research 2025

Heterosexual 93%

Orientation Accessibility

Has needs 7% ‘ 6%

No needs 93%

100%50% -0 50% 100%

LGBTQ+ 7% ‘ 7%

100%50% -0 50%100%

Education

Bachelor's degree or
afrer 55% 58%

100% 50% -0 50% 100%

Less than bachelor's

degree 45%

42%

25



02 Overnight Trip Details

Leisure dominates the funnel, with
smaller business and convention
segments offering directional signals.



Most overnight visitors traveled to Reno Taho for vacation (66%), followed distantly by
those visiting friends or family (17%).

Overnight visitors staying in paid lodging were more likely to visit the area for vacation (82% vacation rental vs 664%ctatdino hotel, 73% nagaming hotel). Overnight visitors

staying in a private home were more likely to travel to the area to see their friends and relatives (61% vs 17%).

PrimaryTripPurpose Detail by Lodging Type
Vacation/leisure 66% . Hotel/Motel Vacation
Vacation/leisure 66% 74% 73% 82% 21%
Visit friends/relatives 17% L. .
Visit friends/relatives 17% 9% 8% 7% 61%
Event/festival 6% 7% 7% 6% 3%
Event/festival 6% Business 4% 3% 5% 2% 8%
Conference/convention 4% 4% 4% 3% 5%
Business 4% Other 3% 3% 3% 1% 2%
49%

of conference/business visitors

extended their stay for leisure* Base E = s UE i

Conference/convention 4%

Other 3%

Future Partners Visit Reno Tahoe Destination Research 2025



A quarter of overnight visitors (25%) traveled to Reno Tahoe with children under the age
of 18.

Ovemight visitors staying in a vacation rental were more inclined to travel with their children (43% vs 23% total).

Travel Party Composition Detail by Lodging Type

My significant other/spouse 68%

Hotel/Motel Vacation

Total Casino Hotel (Non-Gaming) Rental VFR
My children (under 18) - 23%
My significant other/spouse 68% 63% 7% 78% 64%
My friends - 2204 My children (under 18) 23% 22% 26% 43% 24%
My friends 22% 26% 17% 24% 28%
My extended family - 9% i

My extended family (e.g., 9% 9% 7% 12% 13%

aunt/uncle, grandparents, etc.)
My parents . 8% My parents 8% 8% 10% 12% 10%
. My adult children (over 18) 6% 4% 1% 8% 6%

My adult children (over 18) 6%

Other children (under 18) 2% 0% 4% 4% 7%
Other children (under 18)I 2% Other couples 2% 1% 0% 1% 8%
Coworker/colleagues 2% 2% 3% 1% 0%
Other couples 2% Other 2% 2% 1% 2% 1%
Coworker/colleagues 2% Base 501 230 161 164 87

Other 2%

Future Partners Visit Reno Tahoe Destination Research 2025 28



Overnight visitors typically stayed in a casino hotel (56%), with fewer staying at a-non
gaming hotel (20%) or private home (17%).

Gen Z overnight visitors were more likely to stay in vacation rentals (15% vs 8% Total), whereas Boomer overnightreikeessikety to do so(3%).

Accommodation Type

Gaming/ casino hotel
20%

Non-gaming hotel

Private home of family/ friends 17%

Bed & breakfast 10%

Vacation rental (e.g., Airbnb, VRBO, et 8%

Campsite 2%

0%

My second/ vacation home

Other 0%

Future Partners Visit Reno Tahoe Destination Research 2025

Detail by Generation

Gaming/ casino hotel
Non-gaming hotel
Private home of family/ friends

Bed & breakfast

Vacation rental (e.g., Airbnb,
VRBO, etc.)

Campsite
My second/ vacation home

Other

Base

Total

56%
20%
17%
10%

8%

2%
0%
0%

571

Gen Z

51%
18%
27%
17%

15%

1%
2%
0%

89

Millennials

54%
25%
13%
13%

10%

2%
0%
0%

177

Gen X

58%
18%
18%
9%

5%

2%
0%
0%

161

Boomers+

58%
19%
15%
3%

3%

1%
0%
1%

144

29



Overnight visitors stayed, on average, 3.3 nights in market.

Average length of stay has stayed remarkably consistent year oveg geéunights in 2023 and 3.7 in 2024. Among overniglitovss those staying in vacation rentals tended to

stay longerg averaging 4.4 nights compared to 3.3 nights overall.

Trip Length in Nights

7+ 8%

3%

]

9%

10%

N

27%

30%

13%

Future Partners Visit Reno Tahoe Destination Research 2025

Detalil by Lodging Type

Total
T+ 8%
6 3%
5 9%
4 10%
3 27%
2 30%
1 13%
Mean (Nights) 3.3
Base 560

Casino Hotel

6%
2%
10%
1%
29%
30%

12%

35l

255

Hotel/Motel
(Non-Gaming)

6%
5%
10%
8%
24%
35%

11%

3.2

178

Vacation
Rental

11%

10%

24%

20%

19%

13%

3%

4.4

167

VFR

14%

8%

7%

6%

26%

26%

14%

39

90

30



03 Areas Visited

Downtown Reno regained momentum
In 2025, while the broader placenix
remains stable.



Most overnight visitors went to Downtown Ren®G@%), followed by Incline Village ¢840),

Midtown (35%), and the Riverwalk (32%).

Ovemight visitorstaying in a nolgaming hotel were more likely to visit Incline Village (57% vs 44% total), while those staying in a vacttionere more likely twisit Mt. Rose

(27% vs 10%).

Reno Tahoe Areas Visited
Downtown Reno

Lake Tahog Incline Village area

Reno Midtown District 35%

32%

Reno Riverwalk District

Sparks; Sparks Marina 17%

11%

Surrounding desert open spac

Tahoe Meadowsg Mt. Rose Area 10%

Other, specify: 3%

Future Partners Visit Reno Tahoe Destination Research 2025

44%

Detalil by Lodging Type

Downtown Reno

Lake Tahoe - Incline Village
area

Reno Midtown District

Reno Riverwalk District

Sparks - Sparks Marina
Surrounding desert open space

Tahoe Meadows — Mt. Rose
Area

Other, specify:

Base

Total

62%

44%

35%
32%
17%
11%

10%

3%

571

Casino Hotel

69%

38%

38%
30%
19%
1%

8%

3%

260

Hotel/Motel
(Non-Gaming)

50%
57%

30%
36%
19%
13%

14%

4%

184

Vacation
Rental

49%

59%

39%
40%
23%
19%

27%

0%

173

VFR

65%

35%

37%
35%
19%
12%

16%

0%

95

32



Downtown Reno rebounds in 2025, while secondary areas remain largely steady year ov
year.

Downtown Reno visitation rises in 202® @ercentage points vs 2024), returning close to 2023 levels and signaling renewed strength in the core visitor hub. Sesasdhow

relatively stable visitation across years, with only modest shifts suggesting the broader mix of places visitors irodirdeinis holding steady.

Reno Tahoe Areas Visit€ver Time

2023 m2024 w2025

66%

62%

44% 45% 449%

3395 34% 35% 34% 59,

. :

21%
17% 17% 16% 15% 16% 17%

0
1 % 10%
6% 0
Downtown Reno Lake Tahog Incline Village Reno Midtown District Reno Riverwalk District  Sparks; Sparks Marina  Surrounding desert openTahoe Meadowg Mt. Rose Other
space Area

area

Future Partners Visit Reno Tahoe Destination Research 2025



04 InMarket Activity

Gaming participation strengthens
alongside a broad activity mix.



The top activities in market were gambling (649%hopping (50%), and visitingake Tahoe
(49%), followed by outdoor activities (38%) and nightlif85%0).

In-Destination Activities

Gambingicamins I ¢
shopping |, 50%
Lake Taroo N
Outdoor activities | 25%
Bar/Nightclub [ 35
Art galleries/Public art ||| | Nk T 20
spas [ (7
snow activities ||| N 15
Water activities _ 14%
concerts || NG 13
Microbreweries || NNk 12>
Museums _ 11%
Special events/festivalSGTGcG 11
ey
Performing arts ||| NG 72
Live sporting events_ 7%
Other _ 6%
Fishing G 2%

None of the above - 2%

Future Partners Visit Reno Tahoe Destination Research 2025



Gaming strengthens in 2025, while outdoor, events, and cultural participation provides a
steady base.

DFYAY3a NREASEA AY Hnup Oby LISNDSYyidl3IS LRAYyGA @& HnH polDfvsiBdra whs eanie entdrageyiSaddiok StheR S & G A
experiences. While participation in outdoor activities, events, and cultural attractions eases compared to 2024, thesa@@sparntinue to attract a meaningful share of visitqrs

indicating they remain a consistent part of the trip mix and can be grown through targeted signature moments such &s liestiveitime exhibits, and other marquee

programming.

In-Destination Activitie©ver Time
2023 m 2024 m 2025

64%
50% 9%
8%
35%
0%
17% 6% 4% 0
13% 12% 11% 11% 0
9% 7% 7%
i B m -
o) Ry ¢ o & X S C . S G 2 4 £
Ky ", o “% % e R o, %% K e, K % % 7% ‘e K
2 <, Q e 7 - & (o) [Z 7 7 &
//)6"/0 % %o@ o,% @5(‘0 5 <, %’}L . Q‘?}L & "8, 2 4 /))’/go o’?z) ¢
% Z, ) % Z .. %
9, 7% “Z % (v, 7 9, e
"9/,') > %6 < 3 © A % %
© R 7 @J‘f . 2
O& . $
7 %
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05 Visitor Value

Visitgr value. is rising in actual spend,
0dzii a@F t dzS FT2NJ 0K
strategic perception gap.






