


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. 





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 30 data (fielded October 2nd-4th) 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











How Travelers 
are Feeling Now
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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 30 data. All respondents, 1,203 

completed surveys. Data collected Oct 2-4, 

2020)

47.5%

43.0%
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EXPECTATIONS FOR THE CORONAVIRUS OUTBREAK (WAVES 1 -30)

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 1-30. 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 and 1,203 completed surveys.)

“Worse” or 

“Much worse”

“Better” or 

“Much better”



Historical data
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Strongly 
agree, 6.7%
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Neutral (neither 
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23.8%

Strongly disagree, 
37.3%

How much do you agree with the following statement?

Statement: I expect the Coronavirus situation will be resolved BEFORE THE END OF THIS YEAR.

(Base: Waves 24-30. All respondents, 1,207, 1,250, 1,225, 1,205, 1,200, 1,205 and 

1,203 completed surveys.)

EXPECTATIONS FOR THE PANDEMIC’S COURSE AT THE END OF 2020
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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 30 data. All respondents, 

1,203 completed surveys. Data collected 

Oct 2-4, 2020)
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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 30 data. All respondents, 

1,203 completed surveys. Data collected 

Oct 2-4, 2020)
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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 30 data. All respondents, 

1,203 completed surveys. Data collected 

Oct 2-4, 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 30 data. All respondents, 

1,203 completed surveys. Data collected 

Oct 2-4, 2020)
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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 15-30. 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 

and 1,203 completed surveys.)

27.9%

43.5%



AVOIDING TRAVEL UNTIL THE CORONAVIRUS BLOWS OVER

How much do you agree with the following statement?

Statement: I’m planning to avoid all travel until the Coronavirus situation blows over. 

(Base: Waves 1-30. 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 and 1,203 completed surveys.)

Historical data
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TRAVEL AS AN ESSENTIAL NEED ONLY

(Base: Waves 29 and 30 data. All respondents, 1,205 and 1,203 completed surveys.)

How much do you agree with the following statement?

Statement: Due to the Coronavirus situation, I believe travel should be limited to essential needs only.
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UPCOMING TRAVEL PLANS

Question: Even if only tentatively scheduled, in which months of this year do you currently plan to take any leisure trips?
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(Base: Wave 30 data. All respondents, 1,203 completed surveys. Data collected Oct 2-4, 2020)



P A G E  2 6
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NEXT ROAD & AIR TRIPS EXPECTED

(Base: Wave 30 data. All respondents, 1,203 completed surveys. Data collected Oct 2-4, 2020)

Question: In what month do you expect you will take your 

NEXT ROAD TRIP (Traveling in a personal automobile)?

Average road trip length  = 326 miles

Average air trip length = 1,105 miles

Question: In what month do you expect you will take 

your NEXT TRIP on a commercial airline?

2020 2021



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 1-30. 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 and 

1,203 completed surveys.)

Historical data
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DISCOUNTS AND PRICE CUTS
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PERCEIVED SAFETY OF TRAVEL ACTIVITIES (WAVE 30)

Question: At this 

moment, how safe would 

you feel doing each type 

of travel activity?

(Base: Wave 30 data. All 

respondents, 1,203 completed surveys. 

Data collected Oct 2-4, 2020)

Top 2-Box Score: Percent Selecting Each as 

“Somewhat Unsafe” or “Very Unsafe”
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PERCEIVED SAFETY OF TRAVEL ACTIVITIES (WAVE 30)

Question: At this 

moment, how safe would 

you feel doing each type 

of travel activity?

(Base: Wave 30 data. All 

respondents, 1,203 completed surveys. 

Data collected Oct 2-4, 2020)

Top 2-Box Score: Percent Selecting Each as 

“Somewhat Unsafe” or “Very Unsafe”
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PERCEIVED SAFETY OF TRAVEL ACTIVITIES (WAVES 1 -30 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 1-30. 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 and 1,203 completed 

surveys.)
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CONFIDENCE IN TRAVELING SAFELY

(Base: Wave 24-30 data. All respondents, 1,207, 1,250, 1,225, 1,205, 1,200, 1,205 and 

1,203 completed surveys.)

Question: How confident are you that you can travel 

safely in the current environment?
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How much do you agree with the following statement?

Statement: I still feel comfortable going out in my community to restaurants, local attractions and undertaking local activities.

(Base: Waves 1-30. 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 and 

1,203 completed surveys.)

Historical data
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COMFORT ENJOYING HOME COMMUNITY
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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 30 data. All respondents, 1,203 completed 

surveys. Data collected Oct 2-4, 2020)
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13.9%
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OPENNESS TO TRAVEL INFORMATION

Question: At this moment, how excited 

are you in learning about new, exciting 

travel experiences or destinations to visit?

(Base: Wave 30 data. All respondents, 1,203 completed 

surveys. Data collected Oct 2-4, 2020)
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How much do you agree with the following statement?

Statement: Planning a vacation for sometime in the next six months would bring me happiness.

(Base: Waves 22-30. All respondents, 1,201, 1,202, 1,207, 1,250, 1,225, 1,205, 

1,200, 1,205 and 1,203 completed surveys.)
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HAPPINESS PLANNING A VACATION WITHIN NEXT 6 MONTHS



KEY TAKEAWAYS
• Despite growing pessimism and recent events 

American travelers’ health and financial 

concerns continue to decrease

• Americans’ perceptions of travel’s safety, their 

confidence in traveling safely and their 

readiness to travel continue to improve. Nearly 

80% have at least tentative trip plans

• Discounts and price cuts can motivate travel 

more so than any other time in the pandemic 

thus far

• Planning a vacation and having a scheduled 

vacation brings happiness to many





QUESTION: What are the three U.S 
TRAVEL DESTINATIONS that you would 

most like to visit in the next 12 months? 

http://www.destinationanalysts.com/


Destination Hotlist: Domestic

http://www.destinationanalysts.com/


MOST DESIRED DESTINATIONS (UNAIDED)

Question: What are the THREE (3) 

United States travel destinations 

that you most want to visit in the 

next TWELVE (12) MONTHS?

(Base: Wave 30 data. All respondents, 1,203 

completed surveys. Data collected Oct 2-4, 2020)
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MOST DESIRED DESTINATIONS (UNAIDED)

Question: What are the THREE (3) United States travel destinations that you most want to visit in the next TWELVE (12) MONTHS?
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MOST DESIRED DESTINATIONS (UNAIDED)

Question: What are the THREE (3) United States travel destinations that you most want to visit in the next TWELVE (12) MONTHS?
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SINGLE MOST DESIRED DESTINATION (UNAIDED)

Question: From your list above, 

which ONE of these destinations 

do you MOST WANT TO VISIT?

(Base: Wave 30 data. All respondents, 1,203 

completed surveys. Data collected Oct 2-4, 

2020)
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A FOCUS QUESTION
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MOST DESIRED DESTINATION TYPE

Question: In your opinion, which 

of these best describes this 

destination? (Select one)

(Base: Wave 30 data. All respondents, 1,203 

completed surveys. Data collected Oct 2-4, 

2020)
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MOST DESIRED DESTINATION TYPE

Question: In your opinion, which 

of these best describes this 

destination? (Select one)

(Base: Wave 30 data. All respondents, 1,203 

completed surveys. Data collected Oct 2-4, 

2020)



DESTINATION TYPES ON FALL TRIPS: LAST WEEK

Question: Thinking about 

where you are currently 

considering/planning to 

visit, which types of 

destinations are you 

considering? (Select all 

that apply)

(Base: Wave 29 data. Fall traveling 

respondents, 745 completed surveys. 

Data collected Sep 25-27, 2020)
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ASPIRATIONAL CITY VISITORS

• Skewing male, Baby Boomers, urban 

residents 

• Have relatively higher levels of anxiety 

about the virus and its impact on the 

economy

• Likelier to say that they won’t travel until 

there is a vaccine and feel that if they 

travel right now they would not be able to 

fully enjoy it

• Are likely to be reached with travel 

messaging through email, online content 

and Facebook, as well as printed 

magazines
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A popular place to visit

Reachable by car
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IMPORTANT FACTORS IN SELECTING MOST DESIRED DESTINATION

Question: Which of the following 

are IMPORTANT TO WHY YOU 

WANT TO VISIT this destination? 

(Select all that accurately fill in 

the blank)

It's important to me that this 

destination is 

_____________________. 

(Base: Wave 30 data. All respondents, 1,203 

completed surveys. Data collected Oct 2-4, 

2020)
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IMPORTANT FACTORS IN SELECTING MOST DESIRED DESTINATION

Question: Which of the following 

are IMPORTANT TO WHY YOU 

WANT TO VISIT this destination? 

(Select all that accurately fill in 

the blank)

It's important to me that this 

destination is 

_____________________. 

(Base: Wave 30 data. All respondents, 1,203 

completed surveys. Data collected Oct 2-4, 

2020)
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IMPORTANT FACTORS IN SELECTING MOST DESIRED DESTINATION

Question: Which of the following 

are IMPORTANT TO WHY YOU 

WANT TO VISIT this destination? 

(Select all that accurately fill in 

the blank)

It's important to me that this 

destination is 

_____________________. 

(Base: Wave 30 data. All respondents, 1,203 

completed surveys. Data collected Oct 2-4, 2020)
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CHANNELS TRAVELERS ARE RECEPTIVE TO

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?

(Base: Wave 30 data. All respondents, 1,203 

completed surveys. Data collected Oct 2-4, 2020)



CHANNELS TRAVELERS ARE RECEPTIVE TO—BY GENERATION

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?

(Base: Wave 30 data. All respondents, 1,203 

completed surveys. Data collected Oct 2-4, 2020)
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KEY TAKEAWAYS
• Top tier US destinations dominate the hot list of where 

Americans most want to visit, although outdoor 

destinations continue to displace some iconic cities for 

top spots

• There are indicators that urban destinations may be 

poised for further recovery, as cities lead in traveler 

aspirations

• In addition to affordability and accessibility, factors 

related to coronavirus safety continue to be critical to 

destination aspiration and selection

• Younger travelers continue to be more receptive to 

travel marketing on social media, while Baby Boomers 

are comparatively more reachable through print 

resources 





THE TRAVEL 
AVOIDERS

Agree: I’m planning to 
avoid all travel until 
the Coronavirus 
situation blows over. 



AVOIDING TRAVEL UNTIL THE CORONAVIRUS BLOWS OVER

How much do you agree with the following statement?

Statement: I’m planning to avoid all travel until the Coronavirus situation blows over. 

(Base: Waves 1-30. 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 and 1,203 completed surveys.)
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TRAVEL AVOIDERS: SATISFACTION WITH INFORMATION SOURCES

Question: On a scale of 0-10, 

how satisfied are you with the 

information available to travelers 

to help decide when it will be 

safe again to travel?

(Base: Wave 30 data. Respondents who will not 

travel until the pandemic blows over, 640 

completed surveys. Data collected Oct 2-4, 

2020)
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TRAVEL AVOIDERS: MOST TRUSTED COVID INFORMATION RESOURCES

Question: When making 

recommendations on when it is 

safe to travel, which of these 

information resources do you 

believe would HAVE YOUR BEST 

INTERESTS IN MIND? (Select all 

that apply)

(Base: Wave 30 data. Respondents who will not 

travel until the pandemic blows over, 640 

completed surveys. Data collected Oct 2-4, 

2020)
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U.S. government agencies (CDC, Health and Human
Services, etc.)



TRAVEL AVOIDERS: TRUST LEVELS OF COVID INFORMATION RESOURCES

Question: How much do you trust 

each information source in terms 

of their guidance on when it 

would be safe to travel? (Fill in 

the blank for each)

I have ___________ in this 

information source

(Base: Wave 30 data. Respondents who will not 

travel until the pandemic blows over, 640 

completed surveys. Data collected Oct 2-4, 

2020)
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TRAVEL AVOIDERS: THINGS NEEDED BEFORE THEY WILL TRAVEL

Question: Which of the following 

will you want to have happen 

before you will be comfortable 

traveling again? (Select all that 

apply)

(Base: Wave 30 data. Respondents who will not 

travel until the pandemic blows over, 640 

completed surveys. Data collected Oct 2-4, 

2020)
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TRAVEL AVOIDERS: RANKING OF THINGS NEEDED BEFORE TRAVELING

Question: Please select and rank 

the THREE MOST IMPORTANT in 

you becoming comfortable 

traveling again.

(Base: Wave 30 data. Respondents who will not 

travel until the pandemic blows over, 640 

completed surveys. Data collected Oct 2-4, 

2020)
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FEELINGS ABOUT A COVID-19 VACCINE



How much do you agree with the following statement?

Statement: I'm not traveling until there is a vaccine.

(Base: Waves 6-30. All respondents, 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 and 1,203 completed surveys.)

Historical data
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WON’T TRAVEL WITHOUT VACCINE



Question: If a COVID-19 vaccine is developed 
later this year (or early next year) and is 
approved for use, would you take it?



OPENNESS TO TAKING A VACCINE

Question: If a COVID-19 vaccine is developed later this year (or early next year) and is approved for use, would you take it?
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Question: How long would you 
prefer to wait before taking the 
vaccine?  (Select one)



HOW LONG THEY WILL WAIT BEFORE TAKING A VACCINE?

Question: How long would you prefer to wait before taking the vaccine?  (Select one)
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KEY TAKEAWAYS

• Half of American travelers are still planning 

to avoid travel until the Coronavirus situation 

is more resolved, a figure that has remained 

consistent for the last 5 weeks

• For those still engaging in travel avoidance, 
the wide distribution of an effective COVID-
19 vaccine is far and away their top ranked 
condition for being comfortable traveling 
again

• Unfortunately, willingness to take a vaccine 
that is developed in the next few months has 
declined somewhat among the general 
American traveling population





DO EMPLOYEES AT THEIR COMPANIES TRAVEL FOR BUSINESS?

Question: Prior to the COVID-19 

pandemic, did people at the 

company/organization you work 

for travel for business purposes? 

(Select one)

(Base: Wave 30 data. Employed respondents, 

928 completed surveys. Data collected Oct 2-4, 

2020)

Yes, 51.2% 

No, 41.6% 

I’m not sure, 7.2% 



ARE COWORKERS TRAVELING 

Question: To your knowledge, 

have people at the 

company/organization you work 

for started traveling for business 

purposes again?

(Base: Wave 30 data. Respondents working at 

companies whose employees travel for business, 

482 completed surveys. Data collected Oct 2-4, 

2020)

Yes, 26.7% 

No, 64.6% 

I’m not sure, 8.7% 

24.2%
In 

Sep



ANNOUNCEMENTS ON RESUMING BUSINESS TRAVEL

Question: Has the 

company/organization you work 

for given any indication on when 

company business travel will 

begin again?

(Base: Wave 30 data. Respondents at 

companies that have not resumed business travel, 

355 completed surveys. Data collected Oct 2-4, 

2020)

Yes, 6.1% 

No, 93.9% 



WHEN WILL BUSINESS TRAVEL BEGIN AGAIN

Question: Which month do you 

anticipate company/organization 

you work for will begin traveling 

for business again?

(Base: Wave 30 data. Respondents at 

companies that have not resumed business travel, 

355 completed surveys. Data collected Oct 2-4, 

2020)
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KEY TAKEAWAYS

• Business travel resumption has increased 

modestly in the past month

• From the perspective of employees at 

companies not yet back to business travel, 

this travel is not going to return until after 

April



Coronavirus Travel Sentiment Index
Measuring the Potential Influence of Travel Marketing

Highlights from the Week of October 5th
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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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Airline and 
Cruise Travelers
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Please consider 
subscribing or donating

to support  this ongoing research

DestinationAnalysts.com/Support



Do you have a survey topic you 
want us to explore?

Send suggestions or requests for questions to:

Info@DestinationAnalysts.com &
Myha@DestinationAnalysts.com

mailto:Info@DestinationAnalysts.com
mailto:Myha@DestinationAnalysts.com
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15-minute presentations 
for your board and 
stakeholders
info@destinationanalysts.com
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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



Resources for 
Tourism 
Advocacy & 
Recovery
destinationanalysts.com



Research & Data 
Support for Grant 

Applications & 
Recovery Programs

info@destinationanalysts.com



Webinar recording 
available on our website:

DestinationAnalysts.com/covid-webinars


