
Thanks for joining us. 
Please scan the code below to access 

the meeting agenda + resources

Breckenridge Tourism Office 
Annual Meeting





Tessa Breder
Sr. Director of Community Affairs
Breckenridge Tourism Office



Lucy Kay
President & CEO
Breckenridge Tourism Office



Bruce Horii







Lucy Kay
President/CEO
  

Becca Reniers
Administrative Manager
  

Aaron Sanford
Director of Finance/
HR Administrator
 

Bill Wishowski
Managing Director
 

Majai Bailey
Senior Events Manager
  

Sarah Wetmore
Senior Events Manager

John Sellers
Senior Director of Marketing
 

Rachel Lawlis-Esser
Marketing Manager
 

uĲƖƖǃШ§ќ9ŸŰŰŸƖ
Public Relations Manager
  

Kit Geary
Content + Marketing Coordinator
  

Jace Koenig
Visual Assets Manager
  

Eddie McGuigan
Group Leads Administrator

Tessa Breder
Senior Director of Community Affairs
  

Holly Blando
Director of Destination Stewardship & 
Partnerships (Jan-Jun)
 

Wendy Wilkerson
Welcome Center Manager
  

Tamara Mixson
Group Services Specialist & 
Information Specialist
 

Welcome Center Information 
Specialists
Stephanie Benzian  |  Bruce Horii
Meg Caldwell  |  Kristine Keller
Suzanne Davis  |  Kara Martella
Neva Frank  |  Lisa Rogers



The Power of the Flower



Chris Davidson
MMGY EVP, Travel Intelligence



Portrait of 
American 
Travelers

June 18, 2026

Chris Davidson
EVP, Travel Intelligence
MMGY

TM

Summer 2026



We are the world's leading integrated marketing and communications 

company specialising in the travel, tourism and hospitality sector, backed by 

40 years of experience and over 600 travel experts. 





14

Research Methodology

Å aaD¸Ωǎ Portrait of American Travelers deals exclusively with leisure travel. 
The travel trend information presented in this report was obtained from 
interviews with 4,372 U.S. adults in May 2026. 

Å

Active leisure travelers: 3,506 U.S. adults who intend to take at least one 
overnight leisure trip during the next 12 months (80.2%). 

Å Breckenridge Prospect (n=450) is a) Extremely interested in visiting Colorado in 
N2Y and b) has an annual HHI > $100,000

Å The error interval of the statistical estimates appearing in this report (for 
n=3,506) is +/- 1.66% at the 95% level of confidence.



The Breck Prospect

Breck Prospect All Leisure Travelers

Mean Age 46.9 49.1

Mean HHI $188,100 $147,900

% who have children in household 47% 32%

% Married 71% 60%

% College graduates 49% 42%

% who identify as having a disability 21% 19%
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Base: U.S. adults (n=4,371)
Source: aaD¸Ωǎ нлнс Portrait of American Travelers "Summer Edition"
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Base: Active leisure travelers (n=3,506)
Source: aaD¸Ωǎ нлнс Portrait of American Travelers "Summer Edition"

Travelers are taking a more measured 
approach over the next 12 months, expecting 
to take fewer trips and spend slightly less as 
travel costs continue to rise.

Expected overnight leisure travel 
spend in the next 12 months:

$5,570
vs. $5,704 in Q1 2026

Expected number of overnight 
leisure trips in the next 12 

months:

3.49
 vs. 3.87 in Q1 2026
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Leisure Travel and Spending During the Next 12 Months

Avg. Number of Vacations Expect to Take Avg. Amount Expect to Spend

Following record-high expected travel spending in Q1, travelers have pulled 
back slightly in Q2, planning fewer trips, suggesting a more cautious approach as 
travel costs continue to rise.

Base: Active leisure travelers (n=3,506)
Source: aaD¸Ωǎ нлнс Portrait of American Travelers "Summer Edition"
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Plan to Travel for Leisure in the Next 12 Months

Gen Zers Millennials Gen Xers Boomers

Boomers maintain the highest travel intentions over the next 12 months, 
while Millennials continue to show a modest increase in planned travel, 
indicating continued resilience in leisure travel demand.

Base: Active leisure travelers (n=3,506)
Source: aaD¸Ωǎ нлнс Portrait of American Travelers "Summer Edition"
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Travel intentions continue to be highest among those earning $100K or 
more, with obvious bifurcation of leisure market.
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Plan to Travel for Leisure in the Next 12 Months

Less than $30K $30Kς$49K $50Kς$99K $100Kς$149K $150K+

Base: Active leisure travelers (n=3,506)
Source: aaD¸Ωǎ нлнс Portrait of American Travelers "Summer Edition"
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Breck Prospects intend to travel more and 
spend approximately 28% more on travel 
than non-prospects.

Expected overnight leisure travel 
spend in the next 12 months:

$7,107
vs. $5,570 (all travelers)

Expected number of overnight 
leisure trips in the next 12 

months:

4.17
 vs. 3.49 (all travelers)

Prospect Base: Interested in visiting Colorado + > $100,000 annual HHI (n=450)
All Traveler Base: Active leisure travelers (n=3,506)
Source: aaD¸Ωǎ нлнс Portrait of American Travelers έ{ǳƳƳŜǊ 9ŘƛǘƛƻƴϦ
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27%

36%

24%

13%

35%

39%

19%

7%

Next 30 days Next 3 months Next 6 months Next 12 months

Earliest Expect to Take Next Vacation

Active Travelers Breck Prospects

Nearly three quarters (74%) of Breck Prospects plan to travel in the next 
three months v. 63% of travelers overall. 

Prospect Base: Interested in visiting Colorado + > $100,000 annual HHI (n=450)
All Traveler Base: Active leisure travelers (n=3,506)
Source: aaD¸Ωǎ нлнс Portrait of American Travelers έ{ǳƳƳŜǊ 9ŘƛǘƛƻƴϦ
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9%

42%
49%

6%

31%

64%

Less Interested About the Same More Interested

Traveler Optimism Indicators for Breck Prospects

Interest in Taking a Vacation v. LY
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Money Available to Travel v. LY Time Available to Travel v. LY

Prospect Base: Interested in visiting Colorado + > $100,000 annual HHI (n=450)
All Traveler Base: Active leisure travelers (n=3,506)
Source: aaD¸Ωǎ нлнс Portrait of American Travelers έ{ǳƳƳŜǊ 9ŘƛǘƛƻƴϦ



24

For Travelers overall, the impact of gas prices on leisure travel plans has more than 
doubled since last quarter, while health and safety concerns have eased by 8 
percentage points.

32%
33%

27% 27%

25% 25%

36%
35%

34%

31%
30% 30%

Price of gas Geo-political tensions
or conflicts

Availability of great
travel deals

Concerns about
personal finances &

job security

Health & safety
concerns

Crowds and
overtourism

Impacts on Leisure Travel in Next Six Months*
(Extreme Impact)

All Travelers Breck Prospects

Prospect Base: Interested in visiting Colorado + > $100,000 annual HHI (n=450)
All Traveler Base: Active leisure travelers (n=3,506)
Source: aaD¸Ωǎ нлнс Portrait of American Travelers έ{ǳƳƳŜǊ 9ŘƛǘƛƻƴϦ



Vacation Motivators and 
Culinary Influence
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65%
of Breckenridge prospects have used AI 

tools when planning travel.

+13 points vs all active 
leisure travelers
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And travelers are using AI tools across the entire travel planning funnel.
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  To plan a trip itinerary

  To suggest activities of interest when traveling

  To research flight options

  To suggest destinations of interest

  To generate travel ideas or inspiration

  To suggest travel accommodations

  To summarize reviews from multiple websites

  To find off-the-beaten path or hidden gem suggestions

  ¢ƻ ǘǊŀƴǎƭŀǘŜ ƭŀƴƎǳŀƎŜǎ ƻǊ ƎŜǘ ǊŜŀƭπǘƛƳŜ ŘƛǊŜŎǘƛƻƴǎ ǿƘƛƭŜΧ

Prospect Base: Interested in visiting Colorado + > $100,000 annual HHI (n=450)
All Traveler Base: Active leisure travelers (n=3,506)
Source: aaD¸Ωǎ нлнс Portrait of American Travelers έ{ǳƳƳŜǊ 9ŘƛǘƛƻƴϦ
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20%
Of Breck prospects now tell us AI 
ǊŜŎƻƳƳŜƴŘŀǘƛƻƴǎ ŀǊŜ άŜȄǘǊŜƳŜƭȅ 

ƛƴŦƭǳŜƴǘƛŀƭέ ƛƴ ǘƘŜ ŘŜŎƛǎƛƻƴ ƻŦ ǿƘŜǊŜ ǘƻ 
eat when traveling.

Prospect Base: Interested in visiting Colorado + > $100,000 annual HHI (n=450)
All Traveler Base: Active leisure travelers (n=3,506)
Source: aaD¸Ωǎ нлнс Portrait of American Travelers έ{ǳƳƳŜǊ 9ŘƛǘƛƻƴϦ
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For Breckenridge visitor prospects, the drive to experience new cuisines now exceeds the 
desire to visit friends or family.

74% 73%

61% 59% 57%
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my spouse/significant
other and/or children

The desire to get
away and unplug

Exploring nature and
the outdoors

Experiencing different
cultures

Experiencing new
cuisines

The need/desire to
visit friends or family

All Travelers Breck Prospects

Prospect Base: Interested in visiting Colorado + > $100,000 annual HHI (n=450)
All Traveler Base: Active leisure travelers (n=3,506)
Source: aaD¸Ωǎ нлнс Portrait of American Travelers έ{ǳƳƳŜǊ 9ŘƛǘƛƻƴϦ
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Influential When Selecting a Destination
(Top 10 Factors)

All Travelers Breck Prospects

Beautiful scenery 69% 74%

Safety 57% 64%

Food and drink scene 54% 59%

Outdoor/nature activities 46% 58%

Historic significance of a destination 46% 52%

Focus on family activities 32% 37%

A sense of tradition (place family has traditionally visited) 29% 35%

Music scene 23% 25%

The ethnic diversity and multicultural population of a destination 21% 26%

Nightlife/bars 18% 22%

¢ƘŜ ŎǳƭƛƴŀǊȅ ŜȄǇŜǊƛŜƴŎŜ ƛǎ ƛƴŎǊŜŀǎƛƴƎƭȅ ƛƴŦƭǳŜƴǘƛŀƭ ƛƴ ǘǊŀǾŜƭŜǊǎΩ 
destination decisions.

Prospect Base: Interested in visiting Colorado + > $100,000 annual HHI (n=450)
All Traveler Base: Active leisure travelers (n=3,506)
Source: aaD¸Ωǎ нлнс Portrait of American Travelers έ{ǳƳƳŜǊ 9ŘƛǘƛƻƴϦ
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Prospect Base: Interested in visiting Colorado + > $100,000 annual HHI (n=450)
All Traveler Base: Active leisure travelers (n=3,506)
Source: aaD¸Ωǎ нлнс Portrait of American Travelers έ{ǳƳƳŜǊ 9ŘƛǘƛƻƴϦ
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All Travelers
Breck 

Prospects

Beach lover 43% 54%

Family traveler 35% 45%

Foodie 38% 43%

Pet lover 33% 40%

Travel bargain hunter 28% 34%

World traveler 24% 34%

Sports fan/enthusiast 28% 32%

Outdoor adventurer 28% 32%

Wine enthusiast 18% 28%

Theme-park enthusiast 21% 27%

Top-10 Traveler Personas
Percent Who Self-Identify With Each Descriptor

Prospect Base: Interested in visiting Colorado + > $100,000 annual HHI (n=450)
All Traveler Base: Active leisure travelers (n=3,506)
Source: aaD¸Ωǎ нлнс Portrait of American Travelers έ{ǳƳƳŜǊ 9ŘƛǘƛƻƴϦ
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Breck prospects prioritize local 
discovery over fine dining.

51%

46%

20%

18%

18%

17%

13%

   Exploring "Hidden Gems" recommended by locals

   Casual local dining (ex. markets, neighborhood
spots)

   Food or wine festivals and events

   Food tours showcasing local cuisine

   Tasting menus or fine dining experiences

   Cooking classes featuring local dishes

   Meeting well-known chefs or food personalities

Culinary experiences travelers would be most likely to prioritize when visiting a 
new destination (select up to two)

Prospect Base: Interested in visiting Colorado + > $100,000 annual HHI (n=450)
All Traveler Base: Active leisure travelers (n=3,506)
Source: aaD¸Ωǎ нлнс Portrait of American Travelers έ{ǳƳƳŜǊ 9ŘƛǘƛƻƴϦ







RESULTS AT A GLANCE

Å 110.7M earned media impressions from 456 media 
pickups

Å 24M+ digital impressions delivered during the 
campaign

Å 20% total engagement rate, far exceeding industry 
benchmarks

Å 16,000+ Blue Apron meals delivered, with Brother 
[ǳŎƪΩǎ ǊŜŎƛǇŜ ǊŀƴƪƛƴƎ пǘƘ ƻŦ мс ǊŜŎƛǇŜǎ ƻŦŦŜǊŜŘ

Å 20x average engagement ƻƴ !ǘƭŀǎ hōǎŎǳǊŀΩǎ 
interactive Brother Luck article

Å 12% lift in recommendation intent for Colorado as a 
culinary destination

Å $209M estimated economic impact

Å $52:$1 ROI



Summary Insights

1. Travel remains a priority, but value is under greater scrutiny & 

travelers are more cautious.

2. AI technology is rapidly affecting how travelers discover and plan 

travel.

3. Travelers are seeking authenticity, relevance and unique 

experiences (ex. lodging choices, culinary experiences, and hidden-

gem activities)
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