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Sports tourism is 
on the rise

C L I M B I N G  T H E  R A N K S

10%
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of global tourism spending*

$560B 2023 worth**

$1.3Tprojected worth by 2032**

*UN Tourism **Skift

https://www.unwto.org/sport-tourism
https://skift.com/2024/12/05/the-rise-of-live-tourism-how-shared-experiences-shape-our-future/
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Quantitative 
methodology 
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8 2K
global markets 

We partnered with Censuswide
to conduct an online survey on 
people who had traveled for a 
sporting event in the past 12 
months. 

respondents
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Into extra innings
T R I P  L E N G T H

62%
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Most sports travelers prefer medium-
length trips, typically lasting from a few 
days to a week, with many attending 
multi-day events.

24%
4-6 days

11%: 7-10 days 22%: 1 day

3%: 11-13 days

2%: 14-17 days

1%: 18-20 days

of respondents most 
recent sports trip was 

between 2-6 days 37%
2-3 days



Travelers are willing to go 
the extra mile

G O I N G  T H E  D I S T A N C E

56% traveled domestically for 
their last sports trip 

44% traveled internationally for their 
last sports trip
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Source: Expedia Group Sports Tourism Survey, 2025

A U D I E N C E  I N S I G H T S

Younger fans travel abroad the most

56%
travelers aged 16-34 traveled internationally 
for their last sports trip

S
P

O
R

T
S

 T
O

U
R

IS
M

 2
0

2
5



International travel by country

T R A V E L E R  O R I G I N S

62%
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C A N A D A

48%
M E X I C O

22%
U S



Sporting events 
build community

M E A N I N G F U L  B O N D I N G

The majority of respondents traveled with 
friends, partners, and/or family for their 
last sports trip.
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With friends

35%
With partner

34%
With family

33%
Solo

11%
With an organized group

7%



Priorities extend 
beyond the sporting 
event

T R I P  P R E F E R E N C E S

Almost half of respondents prioritize 
spending time with friends/family and 
experiencing the destination.
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more than other 
travelers

more than direct 
bookers28%

9%

Attending the sporting event itself

69%
Spending time with family / friends

47%
Experiencing the destination

45%
Seeing a particular athlete

26%
Enjoying the bar / restaurant scene

26%



Source: Expedia Group Sports Tourism Survey, 2025

81% 
of respondents visited a destination outside 
of where they lodged 
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T A K I N G  A  D E T O U R



Activities outside 
of the sporting 
event

O F F - C O U R T  I N T E R E S T S

Dining, shopping, and sightseeing are the 
top activities for travelers during sports 
events.
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more than other 
travelers

more than direct 
bookers28%

9%

Shopping

52%
Sightseeing / attractions

45%
Relaxation / wellness

33%
History / culture activities

25%
Adventure / outdoors

22%

Dining

57%

9%Nightlife

21%



Respondents that booked lodging spent an average of 
$1,580 USD across all trip elements

G E T  I N  T H E  G A M E

$310 $420 $480
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T I C K E T S A I R F A R E L O D G I N G

$370
A C T I V I T I E S

*Mean average $ excludes free response answers (i.e. when respondents are asked to specify) and "Unsure” / “Can’t remember”



Looking ahead
F U T U R E  T R A V E L  P L A N S

84%
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plan to travel for a sporting event in 
the next 12 months 

58% 
are planning for 2+ sports trips



Leveraging Expedia Group Data Insights for the 
FIFA World Cup

Search Demand 
• By Game & Host City

14

Traveler Search Demographics
• By International Point of Sale Country

Traveler Search Segmentation
• By Length of Stay, Mobile, and Air/Hotel Bundle path



Stay one step ahead of major sporting 
events and plan accordingly

Plan ahead  

Explore strategic options and leverage 
partnerships 

Be strategic 

Use tools to boost your visibility and 
reach travelers wherever they are

Boost visibility 

01

02

03

How to win big
O P P O R T U N I T I E S



Access the full 
Sports Tourism Study

https://partner.expediagroup.com/en-us/resources/blog/new-study-win-big-sports-tourism
https://partner.expediagroup.com/en-us/resources/blog/new-study-win-big-sports-tourism
https://partner.expediagroup.com/en-us/resources/blog/new-study-win-big-sports-tourism
https://partner.expediagroup.com/en-us/resources/blog/new-study-win-big-sports-tourism
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