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Destination Analysts is a market research company that offers 
businesses a breadth of insights, from the comprehensive 
understanding of target audiences and customer profile 
development, to ROI and economic analysis. 

Clients seek us out for unique and more deeply thoughtful 
analysis, our actionable storytelling of data, high quality and 
defensible findings, and progressive and open approach to 
research methodologies. 
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We Can Help You
• Visitor & Target Audience Profiles

• Brand Performance

• Visitor Activity Analysis & Segmentation

• Persona Research

• Resident + Stakeholder Research 

• Advertising Testing

• Grant Support

info@destinationanalysts.com





RESEARCH OVERVIEW & METHODOLOGY

▪ Weekly tracking survey of a representative 
sample of adult American travelers in each of 
four U.S. regions  

▪ Designed to track traveler sentiment and 
generate insights into when tourism businesses 
can expect demand to return and from whom

▪ Week 31 data (fielded October 9th-11th) will be 
presented today

▪ 1,200+ fully completed surveys collected each 
wave

▪ Confidence interval of +/- 2.8%

▪ Data is weighted to reflect the actual population 
of each region

U.S.Regions



Please consider 
subscribing or donating

to support  this ongoing research

DestinationAnalysts.com/Support













Question: What are the THREE (3) U.S. 

travel destinations (if any) that have been 

most talked about as places with 

Coronavirus issues? PLEASE ONLY 

CONSIDER TRAVEL DESTINATIONS IN THE 

UNITED STATES?

(Base: Wave 31 data. All respondents, 1,203 

completed surveys. Data collected Oct 9-11, 2020)

TOP 10 MOST TALKED ABOUT DESTINATIONS WITH CORONAVIRUS ISSUES
AS OF  OCTOBER 11TH 





How Travelers 
are Feeling Now
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PERSONAL HEALTH CONCERNS

Question: Thinking about the 

current coronavirus situation, 

in general, HOW CONCERNED 

ARE YOU PERSONALLY about 

contracting the virus? (Please 

answer using the scale below)

(Base: Wave 31 data. All respondents, 

1,203 completed surveys. Data collected 

Oct 9-11, 2020)
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More concern

Less concern



HEALTH CONCERNS (FAMILY & FRIENDS) 

Question: Thinking about the 

current coronavirus situation, in 

general, how concerned are you 

about your FRIENDS OR FAMILY 

contracting the virus? (Please 

answer using the scale below)

(Base: Wave 31 data. All respondents, 

1,203 completed surveys. Data collected 

Oct 9-11, 2020)

3.8%
2.8% 3.0%

4.2%

2.5%

7.4%

9.9%

15.4% 15.8%

10.6%

24.5%

0%

10%

20%

30%

40%

0 - Not at
all

concerned

1 2 3 4 5 - Neutral 
– Neither 

Concerned 
nor 

unconcerned

6 7 8 9 10 -
Extremely
concerned

76.3%
72.9%

Last 

week



More concern

Less concern



9.7%

3.6%

5.3%

3.5%
2.7%

20.4%

10.3%

8.9%

12.6%

7.1%

16.1%

0%

10%

20%

30%

40%

0 - Not at all
concerned

1 2 3 4 5 - Neutral –
Neither 

Concerned 
nor 

unconcerned

6 7 8 9 10 -
Extremely
concerned

CONCERNS ABOUT PERSONAL FINANCES

Question: Thinking about the 

current coronavirus situation, 

how concerned are you about the 

impact it may have on your 

PERSONAL FINANCES? (Please 

answer using the scale below)

(Base: Wave 31 data. All respondents, 

1,203 completed surveys. Data collected 

Oct 9-11, 2020)
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CONCERNS ABOUT NATIONAL ECONOMY

Question: Thinking about the 

current coronavirus situation, 

how concerned are you about the 

impact it may have on the 

NATIONAL ECONOMY?

(Base: Wave 31 data. All respondents, 

1,203 completed surveys. Data collected 

Oct 9-11, 2020)
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5.2%

17.2%

31.4%

35.1%

11.1%
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Get much better

Get better

Neither worsen nor get
better
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EXPECTATIONS FOR THE CORONAVIRUS OUTBREAK

Question: In the NEXT 

MONTH, how (if at all) do you 

expect the severity of 

the coronavirus situation in the 

United States to change? (Select 

one)

In the next month the coronavirus 

situation will ________

(Base: Wave 31 data. All respondents, 1,203 

completed surveys. Data collected Oct 9-11, 

2020)
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week
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EXPECTATIONS FOR THE CORONAVIRUS OUTBREAK (WAVES 1 -31)

Question: In the NEXT 

MONTH, how (if at all) do you 

expect the severity of 

the coronavirus situation in the 

United States to change?

In the next month the coronavirus 

situation will ________

(Base: Waves 1-31. All respondents, 1,201, 1,200, 1,201, 

1,216, 1,263, 1,238, 1,208, 1,204, 1,200, 1,212, 1,223, 

1,257, 1,214, 1,214, 1,205, 1,231, 1,365, 1,213, 1,200, 

1,206, 1,224, 1,201, 1,202, 1,207, 1,250, 1,225, 1,205, 

1,200, 1,205, 1,203 and 1,203 completed surveys.)

“Worse” or 

“Much worse”

“Better” or 

“Much better”
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PERCEIVED SAFETY OF TRAVEL ACTIVITIES (WAVE 31)

Question: At this 

moment, how safe would 

you feel doing each type 

of travel activity?

(Base: Wave 31 data. All 

respondents, 1,203 completed surveys. 

Data collected Oct 9-11, 2020)

Top 2-Box Score: Percent Selecting Each as 

“Somewhat Unsafe” or “Very Unsafe”

51.2%
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PERCEIVED SAFETY OF TRAVEL ACTIVITIES (WAVES 1 -31 COMPARISON)

Question: At this 

moment, how safe would 

you feel doing each type 

of travel activity?

% Somewhat unsafe or Very unsafe (AVERAGE SCORE FOR ALL ACTIVITES TESTED)

(Base: Waves 1-31. All respondents, 1,201, 

1,200, 1,201, 1,216, 1,263, 1,238, 

1,208, 1,204, 1,200, 1,212, 1,223, 

1,257, 1,214, 1,214, 1,205, 1,231, 

1,365, 1,213, 1,200, 1,206, 1,224, 

1,201, 1,202, 1,207, 1,250, 1,225, 

1,205, 1,200, 1,205, 1,203 and 1,203 

completed surveys.)
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Historical data
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TRAVEL STATE-OF-MIND 

Question: When it comes to getting back out and traveling again, which best describes your current state of mind? (Select one)

(Base: Waves 12-13 and 15-31. All respondents, 1,257, 1,214, 1,205, 1,231, 1,365, 

1,213, 1,200, 1,206, 1,224, 1,201, 1,202, 1,207, 1,250, 1,225, 1,205, 1,200, 1,205, 

1,203 and 1,203 completed surveys.)
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EXCITEMENT TO TRAVEL NOW

Question: Imagine that a good friend (or 

close family member) asks you to take a 

weekend getaway with them sometime in 

the next month.

How excited would you be to go? (Assume 

the getaway is to a place you want to visit)

(Base: Wave 31 data. All respondents, 1,203 completed 

surveys. Data collected Oct 9-11, 2020)
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KEY TAKEAWAYS
• American travelers’ concerns about the virus 

increased this week after a decline last week

• However, consumer aspiration and demand for 

travel continues to express itself

• Travel clearly took a large brunt of the fears 

about the coronavirus in the early period of the 

pandemic, but Americans look to be easing 

strong perceptions of travel as unsafe and 

shifting their mindset towards travel readiness

• Don’t forget: Safety is still essential to how 

people think about and consider travel



Pandemic 
Spending 
Priorities



Question: Thinking now about 

how you will spend your 

disposable income during the 

next three months, tell us about 

your spending priorities.

However you personally define 

each, use the scale provided to 

indicate how you will prioritize 

these in the next THREE (3) 

MONTHS.

 Essential priority

 High priority

 Medium priority

 Low priority

 Not a priority



SPENDING PRIORITIES (NEXT 3 MONTHS)

Question: Thinking now 

about how you will spend 

your disposable income 

during the next three 

months, tell us about your 

spending priorities.

However you personally 

define each, use the scale 

provided to indicate how 

you will prioritize these in 

the next THREE (3) 

MONTHS.

(Base: Wave 31 data. All respondents, 

1,203 completed surveys. Data 

collected Oct. 9-11, 2020)
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SPENDING PRIORITIES (NEXT 3 MONTHS)

Absolute Change from August (Wave 23) 
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SPENDING PRIORITIES (NEXT 3 MONTHS)

Absolute Change from August (Wave 23) 
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TRAVEL PRIORITIES

Question: Thinking about your 

travel during the rest of the year, 

what travel experiences will you 

prioritize? 

However you personally define 

each, use the scale provided to 

indicate how you will prioritize 

them.

(Base: Wave 31 data. All respondents, 1,203 

completed surveys. Data collected Oct. 9-11, 

2020)
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TRAVEL PRIORITIES

Question: Thinking about your 

travel during the rest of the year, 

what travel experiences will you 

prioritize? 

However you personally define 
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TRAVEL PRIORITIES (NEXT 3 MONTHS)
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KEY TAKEAWAYS

• While American travelers will most prioritize 

spending their disposable income on food, there 

has been a net positive change in prioritizing leisure 

travel spending in the next 3 months.

• With the holiday season soon approaching, 

spending priorities on gifts for family and friends has 

grown and spending time with loved ones is the top 

priority relative to other travel experiences.

• Although American travelers most want to visit large 

cities in the next 12 months, visiting urban centers in 

the remainder of 2020 is the least prioritized 

experience, likely due to holiday travel being at the 

forefront of travelers’ minds. 



The Potential Impact of  

Mandatory Covid-19 Tests



TRAVEL BEHAVIORS IN NEXT THREE MONTHS

Question: How likely are you to 

do each of the following in the 

next THREE (3) MONTHS? 

(Base: Wave 31 data. All respondents, 1,203 

completed surveys. Data collected Oct. 9-11, 

2020)
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MANDATORY COVID TESTS’ IMPACT ON TRAVEL BEHAVIORS

Question: If all customers were 

required to pass a COVID-19 test 

prior to entry,  how likely would 

you be to do each in the next 

THREE (3) MONTHS? 

(Base: Wave 31 data. All respondents, 1,203 

completed surveys. Data collected Oct. 9-11, 

2020)
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MANDATORY TESTS AND COMFORT WITH AIR TRAVEL

Question: If a commercial airline 

required all passengers to take a 

COVID-19 test prior to boarding 

the plane, how comfortable 

would you be taking a flight? 

(Select one)

(Base: Wave 31 data. All respondents, 1,203 

completed surveys. Data collected Oct. 9-11, 

2020)
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Very uncomfortable

Uncomfortable

Neutral (Neither comfortable nor
uncomfortable)
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43.2%

28.3%



IMPORTANCE TO TAKING A FLIGHT

Question: How important would 

each of the following be to 

getting you to take a  flight on a 

commercial airline in the NEXT 

SIX (6) MONTHS?

(Base: Wave 31 data. All respondents, 1,203 

completed surveys. Data collected Oct. 9-11, 

2020)
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Mandatory COVID-19 tests prior to boarding
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in, boarding, airport screenings, etc.)
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COVID-19 screening at departure airport
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Important or Extremely Important



KEY TAKEAWAYS

• It appears that requiring a negative COVID 
test would result in an increase in travel and 
travel related behaviors, although quite 
modestly

• When asked how important certain COVID-19 
protocols potentially instituted by the airlines 
would be to getting them to take a flight in the 
next six months, the strong majority of 
American travelers place a notable degree of 
importance on them 

• These protocols are especially important for 
motivating those more hesitant about travel to 
consider traveling by air again



Travel 
Advertising in 
The Pandemic



RECALL OF TRAVEL ADVERTISEMENTS

Question: Do you recall seeing 

any specific advertisements for 

any travel destinations in the past 

month?

(Base: Wave 31 data. All respondents, 1,203 

completed surveys. Data collected Oct. 9-11, 

2020) 17.8%

21.9%

26.6%

0%

5%

10%

15%

20%

25%

30%

May 8-10 June 26-28 October 9-11

% Yes



FEELINGS GENERATED BY TRAVEL ADVERTISEMENTS

Question: Please think about the 

most recent travel destination 

advertisement you saw.  In 

general, how did that 

advertisement make you feel?

(Base: Wave 31 data. All respondents, 1,203 

completed surveys. Data collected Oct. 9-11, 

2020)
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OPENNESS TO TRAVEL INSPIRATION

Question: At this moment, how 

excited are you in learning about 

new, exciting travel experiences or 

destinations to visit?

(Base: Wave 31 data. All respondents, 1,203 

completed surveys. Data collected Oct 9-11, 2020)
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How much do you agree with the following statement?

Statement: The coronavirus has led many travel providers to cut their prices. These discounts and price cuts (airline, hotel, etc.) make me more 

interested in traveling in the NEXT THREE (3) MONTHS.

(Base: Waves 1-31. All respondents, 1,201, 1,200, 1,201, 1,216, 1,263, 1,238, 1,208, 

1,204, 1,200, 1,212, 1,223, 1,257, 1,214, 1,214, 1,205, 1,231, 1,365, 1,213, 

1,200, 1,206, 1,224, 1,201, 1,202, 1,207, 1,250, 1,225, 1,205, 1,200, 1,205, 

1,203 and 1,203 completed surveys.)
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DISCOUNTS AND PRICE CUTS



TRUSTED RESOURCES FOR PLANNING SAFE TRAVEL 

Question: Thinking about 

planning your travel in the next 

TWELVE (12) MONTHS, how much 

would you trust each of the 

following to provide you with the 

information you need to travel 

safely? (For each, select the 

answer to fill in the blank)

I would ____________

(Base: Wave 31 data. All respondents, 1,203 

completed surveys. Data collected Oct. 9-11, 

2020)
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16.6%
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BEST WAYS TO REACH TRAVELERS NOW

Question: Please think about how 

travel destinations could best 

reach you with their messages 

right now. 

Where would you generally be 

MOST RECEPTIVE to learning 

about new destinations to visit? 

(Please select all that apply)

(Base: Wave 31 data. All respondents, 1,203 

completed surveys. Data collected Oct. 9-11, 

2020)



PREFERRED TONES IN TRAVEL ADVERTISEMENTS

Question: Think about 

advertisements for travel 

destinations.

How would you like travel 

destinations to speak to you in 

their advertisements?  Which of 

these tones would you find 

generally most appealing right 

now?   (Select at most 3) 

(Base: Wave 31 data. All respondents, 1,203 

completed surveys. Data collected Oct. 9-11, 

2020)

6.5%

7.6%
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17.1%

17.2%

25.4%

32.9%

46.6%
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Friendly
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TURN-OFFS IN TRAVEL ADVERTISEMENTS

Question: Would any of these 

tones (if used by a travel 

destination) turn you off?  (Select 

all that apply)

(Base: Wave 31 data. All respondents, 1,203 

completed surveys. Data collected Oct. 9-11, 

2020)
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FIRST REACTION TO DENVER VIDEO ADVERTISEMENT

Question: Which best describes 

your first reaction to this 

advertisement?

(Base: Wave 31 data. All respondents, 1,203 

completed surveys. Data collected Oct. 9-11, 

2020)

1.8% 

2.6% 

4.6% 

25.0% 

44.8% 

21.3% 

0% 10% 20% 30% 40% 50%

I don't know

Very negative

Negative

Neither positive nor negative

Positive

Very positive

66.1%



OPINIONS OF FACE MASKS IN TRAVEL ADVERTISEMENTS

Question: The people appearing 

in this advertisement were 

wearing masks.  

Which best describes how you 

feel about use of masks in this 

advertisement?

(Base: Wave 31 data. All respondents, 1,203 

completed surveys. Data collected Oct. 9-11, 

2020)
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6.1% 

19.9% 

31.2% 

38.0% 

0% 10% 20% 30% 40% 50%

I don't know

Very negative

Negative
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OPINIONS ON OUTDOOR MESSAGING IN TRAVEL ADVERTISEMENTS

Question: The advertisement 

describes Denver as having 

"more room", being "open" and 

as an "outdoor city".  

In this time of COVID-19, how do 

you find this particular 

messaging?

(Base: Wave 31 data. All respondents, 1,203 

completed surveys. Data collected Oct. 9-11, 

2020)

3.0% 

5.4% 

26.5% 

41.3% 

23.8% 

0% 10% 20% 30% 40% 50%

Very unappealing

Unappealing

Neutral (neither appealing nor
unappealing)

Appealing
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65.1%



ADVERTISEMENT’S IMPACT ON INTEREST IN VISITATION

Question: Which best describes 

how this advertisement affected 

your interest in visiting Denver? 

(Select one to fill in the blank)

The advertisement makes me 

______________ in visiting 

Denver.

(Base: Wave 31 data. All respondents, 1,203 

completed surveys. Data collected Oct. 9-11, 

2020)
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2.0% 

41.9% 

37.1% 

16.1% 

0% 10% 20% 30% 40% 50%

Much less interested

Less interested

Unchanged - neither more nor less interested

More interested
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53.2%



KEY TAKEAWAYS
• More American travelers than ever during the pandemic period 

are now able to recall recent travel advertising and, more 

importantly, there has also been a 10% increase in the last three 

months of the number of American travelers who say the most 

recent travel ad they saw made them “very happy”.

• Americans are seeking honesty but friendliness in their travel 

advertising; something that strikes an authoritative tone is largely 

seen as a turn-off.

• Nearly 70% feel positive or very positive about seeing travelers 

with facemasks in travel ads, while less than 10% have a negative 

response.

• In looking at trust to provide the information needed to travel 

safely, in addition to their friends and relatives, traveling 

Americans are placing the relatively highest degrees of trust in 

official tourism organizations, including state tourism offices and 

local convention & visitors bureaus.



Coronavirus Travel Sentiment Index
Measuring the Potential Influence of Travel Marketing

Highlights from the Week of October 12th
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What is a 
Predictive 
Index?

Indexing is the practice of compiling data into 
one single metric. 

A predictive index is a statistical measure of 
change in a representative group of data points. 
The predictive index is then compared to a 
standard base value in order to make data-
driven predictions.

The goals are to identify:

• WHO are the traveler segments that appear 
receptive to travel marketing and

• WHEN will they be ready to travel 
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Predictive Index Formula

Concern for 
Personal Health

Concern for 
Personal Finances

Openness to 
Messaging

Excitement to 
Travel Now

*Normalized to a 100pt scale
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Lodging 
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15-minute presentations 
for your board and 
stakeholders
info@destinationanalysts.com



Resources for 
Tourism 
Advocacy & 
Recovery
destinationanalysts.com



Want to Participate? Go to:

DestinationAnalysts.com/meetings-coop

MEETINGS RESEARCH CO-OP

http://destinationanalysts.com/meetings-coop


Webinar recording 
available on our website:

DestinationAnalysts.com/covid-webinars


