Factum

Younger Americans Opting for Shorter Vacations as Millennials (72%)
Most Likely to Have Taken a Mini-Vacation in the Last Year.

Three in Ten Millennials Took Three or More Mini-Vacations

Washington, DC, June 3, 2019 — Last year, two-thirds (66%) of Americans took at least one trip shorter than 5 nights, driven by
younger generations (72% of Millennials and 69% of Gen X’ers, vs. 60% Baby Boomers), according to a new Ipsos poll conducted on
behalf of Allianz Global Assistance. For some, these short breaks are the longest vacations they take: about three in ten Americans
(29%) indicated their longesttrip lastyear was lasted less than 5 nights. Onceagain, this is more likely among younger Americans:33%
of Millennialsand 31% of Gen X’ers saytheir longest trip lastyear was under 5 days, compared to just23% of Boomers.

In keeping with younger Americans’ preference for shorter trips, lastyear, fewer than2 in 10 (17%) Millennialstooka trip longer than
seven days lastyear, makingthem directionally lesslikely than Gen X’ers (21%) or Baby Boomers (22%) to have done so.

Even the purpose of such mini-vacations varies across generations. When those who took trips shorter than 5 nights last year were
asked the purpose of these trips, nearly one inthree (32%) saiditwas easier to take a shorter amount of time off work, particularly
for Millennials (37%) and Gen X’ers (40%). Another one inthree (32%) indicated itwas because they only needed a few days to attend
a special event or visit friends. Millennials (34%) and Baby Boomers (38%) were more likely to take this kind of trip, compared with
23% of Gen X’ers. One infour (26%) Americans who took a shortvacation did soto be ableto take more frequent albeitshorter trips.
This is linewith the findingthat a quarter (25%) of Americans and nearly a third (29%) of Millennials, specifically, took at least three
mini-vacationslastyear.

For nearly 2in 10 (19%) who took a mini-vacation, thefinancial burden of longer trips was a motivator to keep it short. This was least
likely to be a concern for the Baby Boomers (11%), and most concerning for Millennials (25%) and Gen X’ers (21%). Those with a
household income of at least $50k (51%) are also much more likely than those earning less than $50k (29%) to have taken a longer
triplastingatleast5 nights, underscoringthatfinances arealsodrivingvacation preferences.

For others, it's simply easier to bring a friend along on a shorter trip than a longer one. One in 10 (10%) of those who took shorter
vacations lastyear say it was due to the ease of findinga travel companion for a shorter trip, whichis most likely to be a reason for
Millennials (18%, vs. 7% of Gen X’ers and just3% of Baby Boomers).

Older generations are by far the most likely to take longer trips: whilea majority of Baby Boomers took at leastone mini-vacation last
year, 4in 10 (40%) did not take any trips that were shorter than 5 nights,compared to 31% of Gen X’ers and 28% of Millennials.Itisn’t
fair to say that older Americans are enjoying a disproportionate amount of vacation time, however. While over a quarter (28%) of
Americans did not take any leisuretrips lastyear, Baby Boomers are the generation most likely to have not taken one atall:35% of
Boomers didn’ttake a vacationlastyear,compared to 26% of Millennialsand 24% of Gen X’ers).
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In the last year, how many nights was your longest leisure trip?

Base: All respondents (n=1005)

Total Millennials Gen X Baby Boomers
1 -2 nights 11% 12% 15% 7%
3 -4 nights 18% 21% 16% 16%
5 — 7 nights 23% 24% 24% 20%
More than 7 nights 20% 17% 21% 22%
Didn’t take a leisure trip in 28% 26% 24% 35%
the last year

In the last year, how many leisure trips did you take that were fewer than
Base: All respondents (n=1005)

five nights?

Total Millennials Gen X Baby Boomers
1 trip 20% 22% 21% 19%
2 trips 21% 20% 23% 20%
3 or more trips 25% 29% 25% 20%
Didn’t take any trips o 0 o 0
fewer than 5 nights 34% 28% 31% 40%

Why do you take trips fewer than five nights?

Base: Took trips fewer than 5 nights

(GECLYA)

Tel:

+1416 324-2002

Total Millennials Gen X Baby Boomers
Don’t want to spend
money on trips longer than 19% 25% 21% 11%
5 nights
Easier to take time off
. 32% 37% 40% 20%
work for shorter trips
Easier to fin ravel
asie tc.> ind a trave . 10% 18% 7% 3%
companion for shorter trips
| spend these trips
attending a special event
NEINg @ sp ) 32% 34% 23% 38%
or visiting friends, so don’t
need more than 5 nights
I'd rather take more
frequent shorter trips than 26% 26% 24% 28%
fewer longer trips
Some other reason 16% 11% 16% 20%
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About the Study

These are some of the findings ofan Ipsos poll conducted between May 1 and May 2, on behalf of Allianz Global Assistance. For this
survey, a sampleof 1,005 American adults was interviewed onlinevia the Ipsos |-Say panel.Generational categories are beingloosely
defined as follows: Millennials aged 18-34, Gen X aged 35-54, and Baby Boomers aged 55+). Weighting was then employed to balance
demographics to ensure that the sample's composition reflects that of the adultpopulationaccordingto Census data andto provide
results intended to approximatethe sample universe. The precision of Ipsos online polls is measured usinga credibility interval. In this
case, the poll is accurate to within 3.5 percentage points, 19 times out of 20, had all Americans adults been polled. The credibility
interval will bewider amongsubsets of the population. All samplesurveys and polls may besubjectto other sources of error, including,
but not limited to coverage error, and measurement error.

For more information on this news release, please contact:

Sean Simpson
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About Ipsos

Ipsos is an independent market research company controlled and managed by research professionals. Founded in France in 1975,
Ipsos has grown into a worldwide research group with a strong presence in all key markets. Ipsos ranks fourth inthe global research
industry.

With offices in 89 countries, Ipsos delivers insightful expertise across five research specializations: brand, advertising and media;
customer loyalty; marketing; public affairsresearch;and survey management.

Ipsos researchers assess market potential and interpret market trends. They develop and build brands. They help clients build long-
term relationships with their customers. They test advertisingand study audiencerespons es to various media and they measure public

opinion around the globe.

Ipsos has been listed onthe Paris Stock Exchange since 1999 and generated global revenues of €1,749.5 millionin2018.

GAME CHANGERS
« Game Changers » is the Ipsos signature.

At Ipsos we are passionately curious about people, markets, brands and society.
We make our changingworld easier and faster to navigateand inspireclients to make smarter decisions.
We deliver with security, speed, simplicity and substance. We are Game Changers.

Ipsosis listed on Euronext Paris.
The company is partof the CAC Mid & Small index
andis eligiblefor the Deferred Settlement Service (SRD).

ISIN code FRO000073298, Reuters ISOS.PA, Bloomberg IPS:FP
WWW.ipsos.com
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