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Figure 51: Attitudes about unique experiences, by generation,
February 2020

Experience-hunting services can find a market among mid-
to high- income travelers

Figure 52: Attitudes about unique experiences, by HHI,
February 2020
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Experiences are about personal fulfillment

Figure 53: Attitudes toward sharing experiences, February
2020
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group, February 2020
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Figure 55: Importance of social media in experience choice,
by gender and age, February 2020
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Figure 56: Attitudes toward the experiential lifestyle, by age
group, February 2020

Consumer thoughts on exploring destinations

Gifting attitudes can be a bright spot in economic downturn
Figure 57: Gifting attitudes, by age, by parental status,
February 2020
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