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“Black consumers typically travel to destinations that have
a high percentage of Blacks in the population, such as the
southern US or the Caribbean. These destinations can be

more cost effective because of a lower cost of living,
frequently offered promotions and discounts to these

destinations.”

- Tonya Roberts, Multicultural Analyst

This report looks at the following areas:

• How have attitudes and behaviors changed in the last few years? Are Black consumers
traveling more to domestic locations or taking staycations?

• What are some of the things that Black consumers are looking for when it comes to
choosing one destination or travel arrangement over another?

• How do Black consumers feel about traveling?
• What are some of the destinations Black consumers are traveling to? How does it vary

demographically, specifically by age?

How do they prefer to travel? What are they looking for in terms of accommodations?The recent Great
Recession has had a major impact on the travel industry, particularly among Black consumers. Rather
than traveling abroad or even to another state for vacations, Black consumers opted for more
economical staycations in their own city or state. Now that the economy is rebounding, we can expect
these consumers to begin traveling again.

Black consumers have a wide range of interests, and travel is one of them – whether actual trips
they’ve taken or aspirations of travel. These consumers are more likely to travel to destinations where
there are people who look like them or have similar lifestyles, which is why the majority of the vacation
trips they take tend to be in the US, Caribbean or Africa. Black consumers, and particularly Millennials,
have a growing interest in learning more about other cultures and this is likely to impact the
destinations that these consumers will travel to in the future.
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Women would travel more but for the cost, for men it is lack of interest
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Attitudes of the Black Traveler

Personal and Business Travel
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Figure 37: Reasons for not traveling in the last 12 months, Black consumers by gender, July 2013

Key points

Women traveled domestically more than men in the last year
Figure 38: Incidence of domestic travel in the last year, Black consumers by gender, May 2012-June 2013

Figure 39: Type of trip taken in the last year. Black consumers by gender, May 2012-June 2013

Figure 40: Incidence of domestic travel in the last year, by household income, May 2012-June 2013

Blacks tend to travel to states with large Black populations
Figure 41: Top 10 domestic destinations for travel, overall by race/Hispanic origin, May 2012-June 2013
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Figure 42: Average amount spent on domestic trip taken in the last year, by race/Hispanic origin, May 2012-June 2013

Activities impact average cost of trips taken
Figure 43: Average amount spent on trip, Black consumers by gender, May 2012-June 2013
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Whites are slightly more likely to travel internationally than Blacks
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Blacks in the Northeast most likely to be international travelers
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Blacks and Hispanics spent less on international travel in last three years
Figure 48: Average amount spent on trips in last three years, by race/Hispanic origin, May 2012-June 2013

Figure 49: Average amount spent on trips in last three years, Black consumers by gender, May 2012-June 2013
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The majority of Blacks aspire to travel to someplace in the US, Africa or the Caribbean
Figure 50: Preferred destination for the ideal vacation, all Black consumers, July 2013
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Figure 51: Preferred destination for the ideal vacation, Black consumers by age, July 2013

Income has little bearing on interest in traveling to Africa or the Caribbean
Figure 52: Preferred destination for the ideal vacation, Black consumers by household income, July 2013

More say their ideal trip would be taken with family rather than friends
Figure 53: Preferred travel companions for ideal vacation, all Black consumers, July 2013

Ideal vacation for men would be more intimate, perhaps romantic
Figure 54: Preferred travel companions for ideal vacation, Black consumers by gender, July 2013

Blacks 18-34 years old more likely to want to travel with friends or couples
Figure 55: Preferred travel companions for ideal vacation, Black consumers by age, July 2013

Higher-income Blacks want to travel with immediate family or alone with spouse
Figure 56: Preferred travel companions for ideal vacation, Black consumers by household income, July 2013

Domestic and International Travel

The Ideal Vacation
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Key points

Past Travel: Domestic Airlines

The expense of domestic air fare likely increases the incidence of road trips
Figure 57: Mode of transportation for travel in last year, by race/Hispanic origin, May 2012-June 2013

Blacks most frequently fly Southwest, Delta – hubs likely drive popularity
Figure 58: Airlines used for domestic travel in last year, by race/Hispanic origin, May 2012-June 2013

Black men more likely to fly than women
Figure 59: Airline used for domestic travel in last year, Black consumers by gender, May 2012-June 2013

Blacks and Hispanics least likely to enroll in frequent flyer programs
Figure 60: Frequent flyer program enrollment, by race/Hispanic origin, May 2012-June 2013

Figure 61: Airline for frequent flyer program enrollment, by race/Hispanic origin, May 2012-June 2013

Automobile rental – Enterprise is first among Blacks
Figure 62: Rented a vehicle in the last year, by race/Hispanic origin, May 2012-June 2013

Figure 63: Car/truck rental company used in last 12 months, by race/Hispanic origin, May 2012-June 2013

Younger people rent from a wider range of companies
Figure 64: Car/truck rental company used in last 12 months, Black consumers by age, May 2012-June 2013

Blacks less likely to fly internationally
Figure 65: Mode of transportation for international travel in last three years, by race/Hispanic origin, May 2012-June 2013

Figure 66: Mode of transportation for international travel in last 12 months, Black consumers by gender, May 2012-June 2013

Prevalence of ship ports influences mode of travel abroad
Figure 67: Mode of transportation for international travel in last three years, Black consumers by region, May 2012-June 2013

Blacks more likely to fly a domestic airline when traveling internationally
Figure 68: US-based vs foreign-based airlines used for international travel in last three years, by region, May 2012-June 2013

Figure 69: Domestic airlines flown for international travel in last year, Black consumers by region, May 2012-June 2013

Ideal vacation – fly then rent a car
Figure 70: Mode of transportation for ideal vacation, to/from vs while at the destination, all Black consumers, July 2013

People 25-44 years of age more likely to take an airplane
Figure 71: Top five modes of transportation to/from ideal vacation, Black consumers by age, July 2013

Lower-income Blacks likely to travel by land – car, train or bus
Figure 72: Top five modes of transportation to/from ideal vacation, by household income, July 2013

No major differences by age or income as to how Blacks get around on ideal vacation
Figure 73: Top five modes of transportation for ideal vacation while at destination, Black consumers by age, July 2013

Figure 74: Top five modes of transportation for ideal vacation while at destination, Black consumers by household income, July 2013

Key points

Blacks are more likely than Hispanics to have stayed at a hotel
Figure 75: Incidence of staying at a hotel while travelling in the past 12 months, by race/Hispanic origin, May 2012-June 2013

Figure 76: Type of accommodations frequented while traveling in last 12 months, by race/Hispanic origin, May 2012-June 2013

Transportation – Past and Future

Accommodations – Past and Future
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Blacks significantly more likely to stay at a hotel in the Hilton chain
Figure 77: Hotel brand used for personal travel, by race/Hispanic origin, May 2012-June 2013

For an ideal vacation Blacks prefer full-service hotels
Figure 78: Attitudes toward travel accommodations, Black consumers by gender, July 2013

Interest in staying at a full-service hotel increases with age
Figure 79: Preference for staying at a full-service hotel, Black consumers by age, July 2013

Affluent Blacks significantly more likely to prefer to stay at a full-service hotel
Figure 80: Preference for staying at a full-service hotel, Black consumers by household income, July 2013

All-inclusive resorts are preferred over hotels for an ideal vacation
Figure 81: Preferred type of accommodations for an ideal vacation, all Black consumers, July 2013

Younger Blacks want to stay at resort, bed and breakfast or boutique hotel
Figure 82: Preferred type of accommodations for an ideal vacation, Black consumers by age, July 2013

Affluent Blacks less interested in boutique hotels, bed & breakfasts
Figure 83: Preferred type of accommodations for an ideal vacation, Black consumers by income, July 2013

Blacks prefer accommodations that are lively and located in downtown areas
Figure 84: Preferred location and atmosphere of accommodations for ideal vacation, Black consumers by gender, July 2013

Older consumers more likely to prefer suburban, quiet, adults-only hotels
Figure 85: Preferred location and atmosphere of accommodations for ideal vacation, Black consumers by age, July 2013

Those whose ideal vacation includes travel to Africa/Caribbean prefer all inclusive
Figure 86: Preferred type of accommodations for ideal vacation, Black consumers by preferred destinations, July 2013

Blacks prefer African or Caribbean hotels to be in quiet and secluded, kid-friendly location
Figure 87: Preferred atmosphere and location for ideal vacation, by destinations, July 2013

Key points

Blacks and Asians more likely to have taken a cruise
Figure 88: Incidence of having taken a cruise in past three years, and plans to do so in next year, by race/Hispanic origin, May
2012-June 2013

Blacks more likely than others to cruise to the Bahamas
Figure 89: Cruise destinations in the past three years, by race/Hispanic origin, May 2012-June 2013

Carnival is the cruise line of choice for Black consumers
Figure 90: Cruise line used in last three years, by race/Hispanic origin, May 2012-June 2013

Women more likely to cruise the Caribbean, while men significantly more likely to cruise Mexico
Figure 91: Incidence of having taken a cruise in past three years, Black consumers by gender, May 2012-June 2013

Figure 92: Cruise destinations in the past three years, Black consumers by gender, May 2012-June 2013

Figure 93: Cruise line used in last three years, Black consumers by gender, May 2012-June 2013

Higher-income Blacks more likely to plan cruise vacations
Figure 94: CPlan to take cruises in next 12 months, by household income, May 2012-June 2013

Figure 95: Cruise destinations in the past three years, black consumers by household income, May 2012-June 2013

Cost-effective cruise destinations drive average amount spent
Figure 96: Amount spent on last cruise, by race/Hispanic origin, May 2012-June 2013

Cruise Vacations – Past and Future
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Key points

Shopping is a favorite activity while on vacation
Figure 97: Attitudes toward vacation activities, Black consumers by gender, July 2013

Younger travelers would like tips on things to do while on vacation
Figure 98: Attitudes toward vacation activities, Black consumers by age, July 2013

Black consumers want a less structured, spontaneous vacation
Figure 99: Attitudes toward vacation activities, by race/Hispanic origin, May 2012-June 2013

Figure 100: Attitudes toward vacation activities, Black consumers by gender, May 2012-June 2013

Black consumers less interested in sightseeing
Figure 101: Preferred activities while on vacation, by race/Hispanic origin, May 2012-June 2013

Winter sports activities may be an opportunity for marketers
Figure 102: Preferred activities while on vacation, Black consumers by gender, May 2012-June 2013

Higher-income Blacks participate in more activities when traveling
Figure 103: Preferred activities while on vacation, Black consumers by household income, May 2012-June 2013

Two out of 10 Blacks visited a theme park in the last year – Six Flags is tops
Figure 104: Incidence of visiting a theme park in last 12 months, among all adults 18+, by race/Hispanic origin, May 2012-June 2013

Figure 105: Theme park visited in last 12 months, by race/Hispanic origin, May 2012-June 2013

Ideal vacation activities – women want to relax, men want thrills
Figure 106: Preferred activities for ideal vacation, Black consumers by gender, July 2013

Older consumers more interested in relaxing, tours, museums and casino gambling
Figure 107: Preferred activities for ideal vacation, Black consumers by age, July 2013

Overview of the brand landscape

American Airlines: Black Atlas
Figure 108: American Airlines, BlackAtlas.com, 2013

Comfort Inn (Choice Hotels): Going Places
Figure 109: Choice Hotels/Comfort Inn Going Places, 2013

Walt Disney World
Figure 110: Walt Disney World, Dreamer’s Academy, 2013

Key points

US population by race/Hispanic origin
Figure 111: Population numbers and projected increase, by race/Hispanic origin, 2008-18

Figure 112: Population numbers, by race/Hispanic origin, 1970-2020

Figure 113: Asian, Black, and Hispanic population numbers and percent change, 1970-2020

Age

Generations by race

Attractions and Activities – Past and Future

Marketing Strategies

US Black Population
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Figure 114: Percentage of US population, by race and generation, 2011

Black population by age
Figure 115: US Black population numbers and percent change, by age, 2008-18

Figure 116: US Population numbers and percent change, by age, 2008-18

US Black geographic concentration
Figure 117: Black geographic concentration, by region, 2010

Black population by state
Figure 118: States with largest Black population, 2011

Figure 119: States with largest Black population, by distribution, 2008

Population by geographic concentration
Figure 120: States (including District of Columbia) ranked with the highest share of Black residents, 2011

Black metro areas
Figure 121: Metropolitan status of Black households, 2006 and 2011

Figure 122: Top 10 metropolitan areas with the largest number of Black residents, 2010

Black households
Figure 123: Average household size, by race/Hispanic origin/race of householder, 2001 and 2011

Figure 124: Presence and ages of children in the household, by race/Hispanic origin, 2011

Figure 125: Marital status, by race and Hispanic origin, 2011

Attitudes toward Travel
Figure 126: Attitudes toward traveling, by gender, May 2012-June 2013

Figure 127: Attitudes toward traveling, by presence of children in household, May 2012-June 2013

Figure 128: Black consumers’ attitudes toward traveling, by destinations, July 2013

Figure 129: Demographic profile of Black consumers, by the destinations they plan to travel on their ideal vacation, by demographic,
July 2013

Past Travel Experiences
Figure 130: Traveled internationally for business vs personal, by region, May 2012-June 2013

Figure 131: Types of personal/business trips taken in last 12 months, by age, July 2013

Figure 132: Total type of trip, by household income, July 2013

Figure 133: Type of personal trip, by age, July 2013

Figure 134: Type of personal trip, by household income, July 2013

Figure 135: Type of business trip, by gender, July 2013

Figure 136: Type of business trip, by age, July 2013

Figure 137: Type of business trip, by household income, July 2013

Figure 138: Types of personal/business trips taken in last 12 months, by household income, July 2013

Figure 139: Type of personal trip, by education, July 2013

Figure 140: Type of personal trip, by employment, July 2013

Figure 141: Type of personal trip, by destinations, July 2013

Figure 142: Total type of trip, by destinations, July 2013

Figure 143: Reasons why black consumers haven't travelled in last 12 months, July 2013

Appendix – Other Useful Consumer Tables
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Figure 144: Reasons why black consumers haven't travelled in last 12 months, by gender, July 2013

Figure 145: Reasons why black consumers haven't travelled in last 12 months, by age, July 2013

Figure 146: Reasons why black consumers haven't travelled in last 12 months, by household income, July 2013

Figure 147: Destination-domestic, by race/Hispanic origin, May 2012-June 2013

Figure 148: Travel companions on idea vacation, by destinations, July 2013

Transportation – Past and Future
Figure 149: Number of trips taken, by race/Hispanic origin, May 2012-June 2013

Figure 150: Number of trips taken by plane, by race/Hispanic origin, May 2012-June 2013

Figure 151: Number of round trips taken, by household income, May 2012-June 2013

Figure 152: Airlines used-Domestic, by race/Hispanic origin, May 2012-June 2013

Figure 153: Number of times used car rental, by race/Hispanic origin, May 2012-June 2013

Figure 154: Vacation transportation, July 2013

Figure 155: Transportation to/from ideal destination, by gender, July 2013

Figure 156: Transportation to/from ideal destination, by age, July 2013

Figure 157: Transportation to/from ideal destination, by household income, July 2013

Figure 158: Transportation to/from ideal destination, by destinations, July 2013

Figure 159: Travel while at the destination (local), by gender, July 2013

Figure 160: Travel while at the destination (local), by age, July 2013

Figure 161: Travel while at the destination (local), by household income, July 2013

Figure 162: Travel while at the destination (local), by destinations, July 2013

Accommodations: Past and Future
Figure 163: Hotel accommodations, by race/Hispanic origin, May 2012-June 2013

Figure 164: Hotel Accommodations, by race, May 2012-June 2013

Figure 165: Hotel accommodations for personal, by race/Hispanic origin, May 2012-June 2013

Figure 166: Ideal atmosphere on ideal vacation, by household income, July 2013

Cruise Ship Vacations
Figure 167: Number of cruises taken in last three years, by race/Hispanic origin, May 2012-June 2013

Figure 168: Cruises plan to take in next 12 months, by household income, May 2012-June 2013

Figure 169: Cruises taken in last 3 years, by gender, May 2012-June 2013

Figure 170: Cruise destinations, by gender, May 2012-June 2013

Figure 171: Cruise destinations, by household income, May 2012-June 2013

Figure 172: Cruise line used, by gender, May 2012-June 2013

Attractions and Activities: Past and Future
Figure 173: Black consumer's attitudes toward traveling, by household income, July 2013

Figure 174: Attitudes toward traveling, by presence of children in household, May 2012-June 2013

Figure 175: Attitudes toward traveling, by region, May 2012-June 2013

Figure 176: Attitudes toward traveling, by household income, May 2012-June 2013

Figure 177: Attitudes toward traveling, by age, May 2012-June 2013

Figure 178: Whether visited a theme park, by household income, May 2012-June 2013
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Figure 179: Activities done on vacation, by region, May 2012-June 2013

Figure 180: Activities black consumers would participant in on ideal vacation, by household income, July 2013

Figure 181: Activities black consumers would participant in on ideal vacation, by destinations, July 2013

Appendix – Trade Associations
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