
Consumers feel the weight of inflation

Household income changes 
stayed relatively consistent 
from 2021 to 2022
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Consumers’ desire to travel 
stays strong for summer 2023

International travel is 
heating up...

Consumer travel plans

Considerations for alternative 
fuel vehicles

Destination type

Length of trips taken/planned
..especially for 
younger generations.
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Travel still around, but on a tighter budget (and trade- offs are being made in 
other parts of the budget)
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of consumers are 
considering to 
purchase an electric 
or hybrid vehicle47%



Preferred incentives to return to the officeEmployer in-office requirement

20%

79%

of consumers willingly 
work on-site at least 
1x/week, compared to

just 12 
months ago 

Employees with flexibility have 
increased their average time in 
the workplace to

consumers indicated employer 
required to be onsite either full 
time or part time in 2022
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Workers reluctantly inch back to the office (and their movement 
will drive spend)
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