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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 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 important conversation 
with a panel of Asian-American & Pacific Islander travelers.  Don’t miss the 
opportunity to hear directly from these travelers about their unique travel 

considerations and what they want to hear from travel brands.

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

https://us02web.zoom.us/webinar/register/9416110932268/WN_SEOV6sbkQK2FJeq0Np6fug


Key Findings for the Week of March 22nd

Please cite Destination Analysts when using or distributing this data
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Current Concerns About Contracting COVID-19 Among American Travelers

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 54 data. All respondents, 1,208 completed surveys. Data collected March 19-21, 2021)

New COVID variants, uncertainty on the current 

COVID vaccines’ effectiveness with such 

variants, a European third wave, and Spring 

Break rowdiness made headlines this week, 

likely contributing to a small but notable rise in 

pandemic-related anxiety among American 

travelers. The proportion of American travelers 

that feel the pandemic situation will get worse in 

the U.S. in the next month rose over 7% to 18.5%, 

after hitting a low of 11.1% last week.  Similarly, 

those highly concerned about their friends and 

family contracting the virus rose to 71.0% after 

being at a low of 65.4% two weeks ago. This 

week, 63.3% of American travelers are highly 

concerned about personally contracting COVID-

19. Such concern is higher among women, 

Millennials, urban dwellers, and those residing in 

the West and Northeast regions of the U.S.

https://www.destinationanalysts.com/blog-spring-break-and-safe-travel-key-lessons-on-managing-the-visitor-experience
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Why Americans Would Be Happy to See Tourism Ads for Own Community

Americans highly concerned about the pandemic’s impact on 

our national economy also grew, reaching 79.6% this week. 

This may play a role in their feelings towards tourism in their 

own communities. Among the 46.1% of American 

travelers who report they would be happy to see an ad 

promoting tourism to their town of residence, by far the 

most common reason for this is that it would help local 

businesses (64.8%). 

Question: Why would you be “Happy” seeing an advertisement now promoting your community as a place for 

tourists to come visit when it is safe? (Select all that apply) 

(Base: Wave 54 data. All respondents, 1,208 completed surveys. Data collected March 19-21, 2021)



P A G E  1 0

Likelihood to Spend COVID Stimulus on Leisure Travel

Also happening in the last week: Americans began receiving stimulus 

checks due to the recently passed American Rescue Plan Act. 

Over half of American travelers surveyed believed they would 

receive some payment from this legislation. Travel looks to certainly 

benefit from this injection of money into citizen’s hands, as 

38.3% of those who have or are expecting a stimulus check say 

they are likely to spend some portion of it on leisure travel. This is 

even more prevalent among Millennial age travelers, who are, in 

fact, twice as likely as Boomer age travelers to spend their stimulus 

money on travel (48.4% vs 24.9%). 

Question: How likely is it that you will spend at least some portion of this payment on leisure travel? (Select one) 

(Base: Wave 54 data. All respondents expecting to receive COVID relief checks, 671 completed surveys. Data collected March 19-21, 2021)
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American Travel Dreaming & Planning in 2021

With nearly two-thirds both in a ready-to-travel mindset 

and highly open to travel inspiration, Americans are 

dreaming, planning and booking travel at increasingly 

higher rates. 

A 2021 record-high 73.8% of American travelers did 

some travel planning and dreaming in the last week 

alone. Day-dreaming about vacationing and talking to 

people about their future trips were each reported by 

over one-third of American travelers. Nearly 30% 

researched travel ideas online. Meanwhile, 15.8% said 

they made a travel reservation in the last week; of this 

group, 57.0% booked a hotel room while 42.1% bought 

airline tickets. In each of the months from May through 

October, over 20% of American travelers report having 

at least tentative trip plans. 
Question: In the past week, which of the following have you done? (Select all that complete the sentence) 

In the past week I have __________________

(Base: Waves 43-54 data. All respondents, 1,206, 1,225, 1,205, 1,206, 1,209, 1,209, 1,216, 1,210, 1,204, 1,209, 1,204 and 1,208 completed surveys.)
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Americans & Air Travel

As Americans are feeling far safer with travel than they were 

just a few months ago, unlike earlier in the pandemic, they 

are including air travel in their plans.

Right now, 43.9% of air travelers deem flying on a 

commercial airline safe. Over 45% of air travelers say their 

very next trip by commercial airline will be by the end of 

Summer.  For this next air trip, 42.0% report that they will be 

flying to a destination over 1,000 miles away for nearly a 

week on average. 

(Base: Wave 54 data. All respondents, 1,208 completed surveys. Data collected 

March 19-21, 2021)
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Despite feeling safer and increasingly more positive, many Americans do 

expect a longer term impact from the pandemic on their travel. 

Nearly 60% agree that the pandemic has changed their outlook on life overall, 

with over 20% saying significantly. As a result, 46.9% agree they will put more 

effort into visiting places on their travel bucket list in the next few years. Many in 

the travel industry have pondered a more permanent tie to public health—they 

may be on to something as nearly three-quarters of American travelers agree 

they will be more safety-conscious while traveling going forward. When asked if 

the pandemic had changed their opinions about the types of destinations they 

want to visit for leisure in the future, 41.8% of American travelers said yes, to at 

least some degree.  For beach, National Park and other outdoor destinations, this 

is welcome news as 52.2% of Americans agree they will be visiting these types of 

destinations more as a result of the pandemic. Urban, entertainment and theme 

park-focused destinations will face greater challenges in the recovery, as 44.6% 

of American travelers report they are less likely to visit these places in the next 

few years because of the pandemic. In addition, about four-in-ten American 

travelers expect they will be sticking closer to home and spending less on their 

leisure travel in the coming years. 

(Base: Wave 54 data. All respondents, 1,208 completed surveys. Data collected March 19-21, 2021)

Tracking the Long-Term Impacts of the Pandemic on Travel



Coronavirus Travel Sentiment Index
Measuring the Potential Influence of Travel Marketing

Highlights from the Week of March 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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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



R E G I S T E R  N O W F O R  O U R  U P C O M I N G  

C O RO N AV I R U S  T R AV E L  S E N T I M E N T  

I N D E X  W E B I N A R S :

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

A P R I L  6 ,  2 0 2 1

A P R I L  1 3 ,  2 0 2 1

T H E  L A T E S T  O N  A M E R I C A N  T R A V E L  T R E N D S  &  

T R A V E L  I N D U S T R Y  U N P O P U L A R  O P I N I O N S

T H E  L A T E S T  O N  A M E R I C A N  T R A V E L  T R E N D S  &  

C O N V E R S A T I O N  W I T H  B L A C K  T R A V E L E R S

T H E  L A T E S T  O N  A M E R I C A N  T R A V E L  T R E N D S  &  

D I S C U S S I O N  W I T H  N A T I O N A L  C O N C E S S I O N A I R E S

https://www.destinationanalysts.com/covid-19-insights/covid-19-webinars/
https://us02web.zoom.us/webinar/register/6016110932821/WN_teLr70MlSQeN5c2yQNrwfw
https://us02web.zoom.us/webinar/register/8216153172412/WN_VnWBGJmOS4C90BI7634avQ
https://us02web.zoom.us/webinar/register/1916153173136/WN_ty_-75PqQlO7MN1mpes6mQ


• 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


