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“We’re on a mission to
transform the way
people see and
experience the world’s
greatest destinations.”
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Outdoors, Fun
& Family

The pandemic has driven a sea change in
travel, as travelers stay closer to home
and favor outdoor and leisure activities
for family and friends. They are pulling
back on visits to cultural sites and
monuments as well as museums.

Visitation to natural attractions jumped
eight points to 47%, while intent to visit
amusement parks and zoos and aquariums
rose seven points to 27% and 24% of all
travelers, respectively.

Arival’s Attractions Revisited: 1000 U.S. Active Travelers

Traveler Intent to Visit Attractions in
2021-2022 vs. 2019 Visitation
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* A natural attraction is a naturally occurring landform or body of water such as parks,

mountains, beaches and waterfalls that appeals to tourists and visitors. A
** Monument includes buildings, sites, statues and other structures of historical or

cultural significance.
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Attraction recommendation:

Prioritize guest experience and explore
upsell and cross-sell opportunities.
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* Respondents were asked to answer for their most important planned trip
within the next 12 months
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« 4{' How Travelers Research Att

.

v A /] Online search
Travel websites (OTAS)

| Thev‘\gvebsites of attractions

Friends and family
recommendation

Social media

Walk or drive around the
destination

Guide books

Hotel concierge or
rental home host

Through an attraction pass
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Buying Earlier: 9in 10
Say They Plan to Book
in Advance

Last-minute booking has fallen
dramatically - or at least that’s how
travelers say they plan to purchase tickets.
Same-day purchasing intent fell from 38%
to 14% as travelers seek to plan in advance
and as attractions require online booking
to maintain capacity control amid the
pandemic.

The shift to advance booking may reflect
intent and traveler mindset, but travelers
will continue to make last-minute decisions
in destination. However, this does indicate
the heightened importance for attractions
toreach travelers well in advance of arrival.

Arival’s Attractions Revisited: 1000 U.S. Active Travelers

When Travelers Purchase Tickets
(2021 vs. 2019)
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Attraction recommendation:

Prioritize the digital guest experience and
to make buying tickets as easy as possible.
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Admission and Timed-Entry Passes

Visiting our museums and zoo

Museums and Zoo

What to know before you visit:

Timed-Entry Passes

Tips & Guidelines
If you’re sick, Wear a face
@ stay home ‘ covering if not erslblity
fully vaccinated

: . Admission
Free timed-entry passes required. ——
. < : C
Reserve in advance online Free timed-entr | AN
c required for most museums

and the zoo. Passes are ngh

required for outdoor
exhibitions and g
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The Importance of Key
Attraction Ticket Attributes®

" Flexibility

Lowest price

Ability to purhcase
tickets in acf’yénce
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Four Recommendations for Attractions

1. Focus on Fun, Family, Friends. The pandemic has shifted travel priorities
among U.S. travelers away from cultural, historical experiences and “seeing the
great sites” to spending leisure time with family and friends and more time
outdoors. Attractions should focus on these themes and explore both new
experiences and messaging to serve this shift in attitudes.

2. Provide better experiences and options, not promotional pricing. Price
is a secondary consideration for more travelers in 2021. The lack of travel over
the past year as well as improving financial fortunes of U.S. travelers have
increased travelers’ willingness to spend on better experiences and flexibility.
Attractions should explore new upsell and cross-selling opportunities.

3. Optimize for online, advance booking. The past 18 months have brought
about a sea change in planning and booking behavior, and most travelers are now
booking activities well in advance. Attractions must prioritize creating an easy,
compelling digital experience or risk losing those new-found digital gains to OTAs,
especially as international travel resumes. But they should think carefully about
requiring advanced booking and timed entry.

4. Beflexible with timed-entry. Attractions should take a flexible, hybrid
approach to timed-entry as travel returns and operations return to
pre-pandemic capacity. Don’t require advance purchase or timed entry
if you don'’t have to. Give travelers a choice. Most travelers prize the
ability to make a last-mniute decision on visiting an attraction.
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Did you like this? Check out Arival’s
library of research reports, how-to
guides and presentations at

arival.travel/research >»

Become an Arival Insider Pro
Access Member and access

all of our research and online
events for one low price.
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