
KEY FINDINGS—WEEK OF FEBRUARY 22nd, 2021



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 analysis and economic forecasts. 

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. 

In addition to this report, Destination Analysts conducts The State of the American Traveler and 
The State of the International Traveler—the travel industry’s premier studies for tracking traveler 
sentiment and global destination brand performance—as well as The CVB and the Future of the 
Meetings Industry annual study helping destination marketing organizations transform their 
meetings sales and services strategies. 

About Destination Analysts



IMPORTANT
The data and findings presented here are from our independent research, which is 
unique in that it is not sponsored, conducted nor influenced by any advertising or 
marketing agency.  This means that you can trust that it is not serving any agenda 
other than to provide you reliable information upon which to base decisions for 
your organization’s or tourism community’s future.



Please consider purchasing, subscribing or donating to support  this research
https://www.destinationanalysts.com/support/

THANK YOU IN ADVANCE

https://www.destinationanalysts.com/support/


Sign up to receive our weekly insights via email
https://www.destinationanalysts.com/covidsignup

Ensure You Don’t Miss Any Findings, Reports, or Presentations 
We Release by Following Us on Social Media

@DA_Research@DestinationAnalystsIndustry @DestinationAnalysts @Destination-Analysts-Inc

https://www.destinationanalysts.com/covidsignup
https://twitter.com/DA_Research
https://www.facebook.com/destinationanalystsindustry/
https://www.instagram.com/destinationanalysts/
https://www.linkedin.com/company/destination-analysts-inc/


Join us and your other travel industry peers during our Tuesday 
webinar to explore our study’s latest findings in detail.

This week’s travel insights update will be followed by an in-depth 
discussion with attractions industry professionals to learn how their 

respective attractions plan to adapt as the year progresses. 

Sign up to attend the webinar on 
Tuesday, February 23rd at 11:00am ET here. 

https://us02web.zoom.us/webinar/register/8416110928895/WN_LJisdqyoS4GHdHSkw2lcpQ


Key Findings for the Week of February 22nd

Please cite Destination Analysts when using or distributing this data
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Expectations for the Coronavirus Situation

As COVID-19 hospitalizations continue to decline after their 

January peak, Americans’ optimism about the month ahead 

soared an additional 5 percentage points in the last week, 

reaching another record high. 

Now 44.2% feel the pandemic situation in the United States 

will improve over the next four weeks. Meanwhile, just 18.3% 

(a record low) feel the pandemic will get worse, after topping 

55% at the start of the year.

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 1-50. 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, 1,203, 1,204, 1,203, 1,203, 

1,205, 1,206, 1,205, 1,205, 1,204, 1,206, 1,201, 1,207, 1,206, 1,225, 1,205, 1,206, 1,209, 1,209, 1,216 and 1,210 completed surveys.)
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Americans’ Perceptions of Travel

As we’ve seen throughout the highs and lows of the last 11 months, when 

Americans are feeling less anxious and more hopeful about the pandemic, 

this is translated into their perceptions of travel. 

In addition to optimism about the next month, other record highs in travel 

sentiment reached this week include: the level of excitement about travel in 

2021 (6.2/10), a readiness state-of-mind around travel (60.2%), those who 

have received or know friends or relatives who have received the vaccine 

(62.7%), the making of travel plans specifically in anticipation of vaccine 

distribution (34.8%) and the proportion who will take at least one leisure trip in 

the next 3 months (52.9%). Welcome record lows noted this week include:

perceptions of travel and leisure activities as unsafe (45.7%), strong concern 

about the virus’ impact on personal finances (52.2%), general avoidance of 

travel (45.3%), avoidance of conferences and conventions (63.2%), agreement 

that travel should be for essential needs only (48.7%), travel guilt (42.7%), 

and refusal to travel until vaccines are widely available (46.5%). Also of 

significance: Americans’ support of travel in their own communities reached 

important milestones in the recovery. Anticipated happiness with ads promoting 

their community for tourism reached another high (41.9%), while agreement 

that tourists in their community are unwanted reached a record low (48.3%).

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 15-50. 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, 1,203, 1,204, 1,203, 1,203, 1,205, 1,206, 1,205, 1,205, 1,204, 1,206, 1,201, 1,207,

1,206, 1,225, 1,205, 1,206, 1,209, 1,209, 1,216 and 1,210 completed surveys.) 
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How Americans Feel About 

Travel Right Now

Question: What one word best describes how you feel about travel right now? 

Fortunately, the focus of the rapidly improving sentiment 

around travel is not just on its safety and accessibility, but 

true enthusiasm. 

When asked to use just one word to describe how they 

feel about travel right now, “excited” is what Americans 

largely cite. This feeling has become even more 

predominant since the start of the year and is in stark 

contrast to earlier periods of the pandemic in which fear 

and caution prevailed. 

(Base: Wave 50 data. All respondents, 1,210 completed surveys. Data collected February 19-21, 2021)
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Expected Timing of Leisure Trips in 2021

And as demonstrated time and time again, feelings 

translate to actions. An incredible 83.5% of American 

travelers have at least tentative trip plans right now. 

The majority of Americans continue to believe they will be 

vaccinated from COVID-19 by this summer, which we see 

reflected in the timing of their trip plans, including a 

notable spike in July and consistency in the months 

following. And as each week more Americans have been 

vaccinated as well as know others who have, more trips in 

the short term appear.  The proportions with trips planned 

for April and May have inched up over the last month 

(including for Easter and Spring Break). Well over half of 

American travelers will take a leisure trip within the next 3 

months, averaging 1.1 trips. 
Question: Even if only tentatively scheduled, in which months do you currently plan to take any leisure trips? (Select all that apply)

(Base: Wave 50 data. All respondents, 1,210 completed surveys. Data collected February 19-21, 2021)
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Travel Planning Tasks Already Completed For Americans’ Next Leisure Trip

With two-thirds having travel dreamt and planned in just 

the last week alone, Americans remain highly open to 

travel inspiration (6.0/10) and the potential influence of 

travel advertising.  

56.2% have not yet taken any significant action towards 

planning their next leisure trips, and thus could 

potentially be swayed on decisions from the destination 

to visit to their trip activities. Even half of those who will 

be taking a trip within the next 3 months say that their trip 

isn’t well developed yet. Among the 12.3% who made 

travel reservations in the last week, hotels were far and 

away the most commonplace, with over half of these 

travelers saying they booked a room. 

Question: For this next leisure trip, which of these planning tasks have you completed? (Select all that apply)

(Base: Wave 50 data. All respondents, 1,210 completed surveys. Data collected February 19-21, 2021)
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When Americans Will Feel Comfortable at Public Outdoor Attractions & Events

As we march back to normalcy, and with summer looking 

especially promising, what might the outlook be for public 

and commercial outdoor attractions and events? Interest in 

these types of attractions and events is certainly present, 

from National Parks attractions (53.8%) to outdoor 

concerts (31.1%). 

Half of American travelers expect to be comfortable at 

commercial outdoor venues and attractions by July.  

Among the most popular safety protocols Americans desire 

at these places are many hand sanitizing stations situated 

throughout, visible cleaning activity during operating hours 

and mask requirements for guests and staff.

Question: Thinking about the future, when do you expect you will feel comfortable visiting a commercial outdoor attraction(s) 

(e.g., zoos, amusement parks, theme parks, festivals, concerts, sporting events, etc.)?

(Select the first month you think you will start to be comfortable)  

(Base: Wave 50 data. All respondents, 1,210 completed surveys. Data collected February 19-21, 2021)



Coronavirus Travel Sentiment Index
Measuring the Potential Influence of Travel Marketing

Highlights from the Week of February 22nd



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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US Regions
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Residence Type
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Lodging 
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Questions? 
Need More 
Information?

• We’re here for you. Please email us at info@destinationanalysts.com. 

• Our full hub of insights is available at 

https://www.destinationanalysts.com/covid-19-insights/

mailto:info@destinationanalysts.com
https://www.destinationanalysts.com/covid-19-insights/


15-minute presentations 
for your board and 
stakeholders
info@destinationanalysts.com



REGISTER NOW FOR OUR UPCOMING 

CORONAVIRUS  TRAVEL  SENTIMENT 

INDEX WEBINARS:

M A R C H  2 ,  2 0 2 1

M A R C H  9 ,  2 0 2 1

M A R C H  1 6 ,  2 0 2 1

M A R C H  2 3 ,  2 0 2 1

https://www.destinationanalysts.com/covid-19-insights/covid-19-webinars/
https://us02web.zoom.us/webinar/register/4016110929430/WN_GmIsWWnDQ4estU5pFUbJ9g
https://us02web.zoom.us/webinar/register/4416110929979/WN_P89miooQT3SOvucXKLWUew
https://us02web.zoom.us/webinar/register/9516110931395/WN_6I7y1tgoTDGLAUXiRo536Q
https://us02web.zoom.us/webinar/register/9416110932268/WN_SEOV6sbkQK2FJeq0Np6fug


• Vi s i t o r  &  Ta rge t  Au d i e n c e  P ro f i l e s

• Au d i e n c e  Pe rs o n a  I d e n t i f i c a t i o n

• B ra n d  Pe r f o rm a n c e

• Vi s i t o r  A c t iv i t y  A n a l y s i s  &  S eg m e n t a t i o n

• Re s i d e n t  +  S t a ke h o l d e r  Re s e a rc h  

• A dve r t i s i n g  Te s t i n g

info@destinationanalysts.com

MORE RESEARCH WE CAN PROVIDE


