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About Destination Analysts

R

Destination Analysts is a market research company. that offers busiaesses a breadth:of-ifisights,
from the comprehensive understandmg of target audiences. and customer profile deve|opment
to ROl analysis and economlc forecasts. ~ o N

Clients seek us outfor unigue and more‘deeply thoughtful ana|y5|s our actionable storytelllng
of.data, high quallty and-defensible findings, and progressive.and open approach to research™
methodologles | . ,
3 *‘ _ ' .
In'addition to this report, Déstination Analysts.conducts The State of thé American Traveler and
The State of the International Travelek—the travel industry’s premier studies for tracking traveler
sentiment and global destination brand performance—as well as The €VB and the Future of the
Meetings Industry anntal study helgind destination marketlng organizations transform their
meetings sales and services strategles X /
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The data and findings presented here are from our independent research, which is
unigue 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.
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Please consider purchasing, subscribing or donating to support this research

THANK YOU IN ADVANCE
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https://www.destinationanalysts.com/support/

Sign up to receive our weekly insights via email

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

1p

Yy
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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/

This week’s travel insights update will be followed by a timely
conversation with vaccinated travelers. Don’t miss the opportunity to hear
directly from them about how they’re feeling about travel right now, what

they have planned ahead for this summer season and the marketing
and messaging that will most resonate with them.

Sign up to attend the webinar on
Tuesday, April 27t at 11:00am ET
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https://us02web.zoom.us/webinar/register/9516153174949/WN_QwFDm9IVQ62v6QaKLZFKDA
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Perceptions of Travel Activities as Unsafe

It has been one year since the height of cumulative

concerns about coronavirus and thereby travel and leisure.

With over half of American adults at least one dose into their
COVID-19 vaccine as of this week (and 60% of travelers),
Americans’ anxiety about contracting the virus and the

pandemic’s financial impact are the lowest they have been.

Americans’ perceptions of travel activities as unsafe
dropped again this week to another coronavirus-era low—
now at just 35.1%, down from 57.8% in January and

69.4% one year ago.
Over 43% say they would not feel guilty traveling right now—

another pandemic record.
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PERCEPTIONS OF TRAVEL ACTIVITIES

AS UNSAFE REACHES ANOTHER PANDEMIC RECORD LOW
JANUARY 1 — APRIL 25, 2021

% Somewhat unsafe or Very unsafe (AVERAGE SCORE FOR ALL ACTIVITIES TESTED)
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Question: At this moment, how safe would you feel doing each type of travel activity?

(Base: Waves 43-59 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, 1,208, 1,202, 1,206,
1,202, 1,210 and 1,215 completed surveys.)
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American Travel on the Rise AMERICAN TRAVEL ON THE RISE
AS OF APRIL 25, 2021

In the Last Week: As of April 25, 2021:

75% N 88%
American travel is indeed definitively on the rise. Diesiit aiidfor Have aF Least Teitative
\“g — Planned Travel . Leisure Trip Plans

Seven-in-ten Americans are in a ready-to-travel state of mind = | ] 8 O/Q : 7] 0/()
| : NN ; . ;
and two-thirds say they are highly open to travel inspiration. In " 3')# 4\ Made a Travel Booking Will Take a Leisure Trip
IR DY and/or Reservation in the Next 3 Months
the last week, over 75% have actively dreamt and/or planned >

travel, including the nearly 18% who made a booking or

reservation for an upcoming trip. As of this week, nearly 88% MONTHS AMERICANS HAVE TRIP PLANS IN 2021

(% OF AMERICAN TRAVELERS WITH PLANS IN EACH MONTH)

have at least tentative leisure trip plans right now and over

/1% will be taking at least one trip within the next 3 months. In 30% 25.89 27-0%

23.1%

21.8%

19.3%

. . T 25%
fact, the typical American traveler is likely to take nearly 2 : 19.3%
20% a0
. . . 17.1%
leisure trips by the time August rolls around. o~ 14.6% 2
11.0%
10%
5%
. 0%
(Base: Wave 59 data. All respondents, 1,215 completed surveys. Data collected April 23-25, 2021) \ 4 4 4 4 4
& & (\0 N () & &
' N 3y W c}so Aégo &éo
S
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Summer 2021: The Travel Outlook

With April coming to a close, Summer 2021 draws

even nedaqrel.

Last month we were able to report that many American
travelers are saying “YES” to summer vacation, and the
number has grown even further in the four weeks since.
Now 71.6% say they will take a vacation or getaway
between Memorial Day and Labor Day, up nearly 10
percentage points from last month and up nearly 36
percentage points from 2020. Across all American
travelers, the average number of leisure trips being taken
this Summer is 1.7. July remains the peak month, with
over half of American travelers planning to take one or
more trips in that month. Only 36.4% say their very first
Summer trip is well-developed already; about 44% have
not yet made any major trip reservations yet for their

Summer travel yet.

¢Anaty5ts
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Destination

12%

22% Will Travel
for Business

SUMMER 2021: THE TRAVEL OUTLOOK
AS OF APRIL 25, 2021

THE AVERAGE AMERICAN TRAVELER PLANS
TO TAKE 1.7 SUMMER LEISURE TRIPS
- COMPARED TO NORMAL

Will Take a Vacation
or Getaway Between
Memorial Day and Labor Day

©°00

Say this is Say this is
MORE the SAME

Say this is
LESS

19% Will Travel for
a Convention/
Group Meeting

34% Will Travel
by Airplane

(Base: Wave 59 data. All respondents, 1,215 completed surveys. Data collected April 23-25, 2021)
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Summer 2021: The Travel Outlook (continued)

SUMMER 2021: THE TRAVEL OUTLOOK

Over 70% of Summer travelers plan to head out of AS OF APRIL 25. 202]

state (and one-in-ten will travel abroad) so, while

car is still the predominant transportation method inafi _
P P ’ RESERVATIONS ALREADY MADE Beach destinations/resorts 35.7%
. Small towns or rural destinations _34.7%

34.2% will be getting on an airplane.

Booked a hotel room i ;
Cities or metropolitan areas

Bought airline tickets

Booked a home sharing service State, county or regional parks

Beaches, of course, remain the top destination and Made rental car reservations U.S. National Parks
.. . Bought amussimsnt park Hokety o Sia Mountain destinations/resorts

planned activity, although 27.3% say they will be Bought tickets to an attraction : scotts/ Baals
; ; Will be Important Theme or amusement parks

Bought tickets to a sporting event < to their Planning
visiting cities. Restaurants and retail stores look to be Mads didin rasarvationa Desert destinations/resorts

attracting tourists this Summer, as well. Interestingly,
ACTIVITIES PLANNED THIS SUMMER SUMMER DESTINATIONS

Americans are split in their expectations for travel
Dining in Restaurants || G 45 89

prices this season. While 36.3% agree prices will be Beaches | <+ 7 % 71.0%
Shopping in Stores | 3 5.6 %o
I h. 0 . Outdoor Recreation _30.0% 0
ow this Summer, 30.6% disagree. Nevertheless, two- ol sl 45.4%
Historical Sites |G 24.0%

. . . Theme Parks |G 23.6%
thirds of Summer travelers will actively look for Museurns [N 20.9 %

9.70/0
Attractions [N 17.1% R
diSCOUhfS Clnd 58.80/0 say SUCh deqls are imporfqnf to Concerts/Shows /Festivals |G 15.0%

Guided Tours [JNS.9% Within my home state Out-of-state Out of the country

their travel planning.

(Base: Wave 59 data. All respondents, 1,215 completed surveys. Data collected April 23-25, 2021)
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Impediments to Summer Travel

Still, the pandemic lingers in Americans’ mindset.

While 43.6% say the number of summer trips they are taking this year
is what they would do normally—and over a quarter say it’'s even
more—nearly one-third of American travelers say their summer trip
volume is less than a typical non/pre-pandemic year for them. 43.7%

even plan to staycation.

When asked for reasons as to why they are not planning more
travel this summer, the top 2 cited were directly pandemic-related—
safety concerns about contracting COVID-19 and that the pandemic
is not 100% over. The amount of people traveling this Summer is also
deterring some, as are COVID-related restrictions, protocols and

limited openings.
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IMPEDIMENTS TO SUMMER TRAVEL

COVID-19 STILL DOMINATES
AS OF APRIL 25, 2021

Safety concerns - risk of contracting _ 31.1Y%
the COVID virus 530
The pandemic is not 100% over _ 30.6%
" waveing tiv sommer . NN '
traveling this summer

Vaccine, testing and/or quarantine
requirements for travel

Personal financial reasons

Health and safety protocols are too
restrictive
Traveling protocols are too tedious
- getting tested, wearing masks etc.
Attractions and businesses will not
be fully open yet

Travel is too expensive right now

Destinations | want to visit are
closed to tourism

Not enough PTO/vacation time

| won't have gotten a vaccine yet

Sold out/No reservations available - 5.6%

0% 20% 40%

60%

Question: Which of the following describe your reasons for not taking more leisure trips this summer?

(select all that apply)

(Base: Wave 59 data. All respondents, 1,215 completed surveys. Data collected April 23-25, 2021)
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Travel Desires

And yet, the pandemic is also in retreat

TRAVEL DESIRES
AS OF APRIL 25, 2021

in Americans’ psyche.

When asked the important attributes in
DESTINATION ATTRIBUTES SOUGHT

(% VERY IMPORTANT OR ESSENTIALLY IMPORTANT)

WHAT AMERICANS MOST WANT
TO GET OUT OF THEIR TRAVEL

destinations they will choose to visit this

year, the percent saying “uncrowded” has

. . Relax, chill-out, d 31.39%
fallen 20 percentage points since June pe——— s ot decompress ’6
2020 (now at 33.5%). Also in decline is o Rening il -
ordable - not too expensive
the percent saying they want a place that Sunny, warm climate pindie ke »
. T Comforting Do new things--visit lace _24.1%
isn’t overly commercialized. Instead, PasEatol S ailé i
Americans are focused on finding Gewet-culinery, food options sou places 1 have droamed of visiing [ > 5%
Family-friendly activities and experiences b pnaii fasil mcalanans -20.0%
places that are fun, memorable, Convenient - easy to get to
. Uncrowded Make up for time I've lost (during the pandemic) - 18.7%
relaxing, affordable, warm and PTIA
. : lore, .39
comforting. Indeed, over these next 3 Uniaue - unlike other places NN 32.1% explors, hove svernres. [ V7 3%
. . . Exciting - lively _30'9%’ Rejuvenate myself-—-to feel healthy - 16.0%

months, Americans are as likely to visit Not overly commercialized [ NEEEEG 28.2%

. . . Active - a place with energy —27_00/0 Party, have fun, cut loose, enjoy myself - 13.0%
cities on their trips as small towns and : ,

A place for romantic experiences _25.8% X —--1 I - 12.1%
. ) eepen or sirengihen my relationsnhips .
beaches. When asked what they most Transformative - lfe changing NN 24.7% v * :
] ) Cultured - high-class |G 23.7% Enjoy being pampered - 11.0%
want out of travel this year, Americans Luxury - upscale [N 22.7%
. Famili 19 Dive into and explore other cultures -9.3%
are largely looking to escape and amilior [ 21.1%
0% 25% 50% 75% 100% 0% 25% 50% 75%

relax, experience beautiful places, do

QUESTION: THINK ABOUT YOURSELF AS A TRAVELER THIS COMING YEAR. WHAT DO YOU MOST WANT QUESTION: THINK ABOUT THE TYPES OF DESTINATIONS YOU WOULD MOST LIKE TO
TO GET OUT OF YOUR TRAVELS? (SELECT AS MANY AS 3 THAT COMPLETE THE SENTENCE) VISIT IN THE NEXT TWELVE (12) MONTHS. PLEASE TELL US HOW YOU WANT THE PLACES
YOU VISIT TO BE. HOW IMPORTANT IS EACH ATTRIBUTE?

new things and visit places they have

been dreaming of.
THIS YEAR | MOST WANT TO WHILE TRAVELING.

(Base: Wave 59 data. All respondents, 1,215 completed surveys. Data collected April 23-25, 2021) (Base: Wave 59 data. All respondents, 1,215 completed surveys. Dota collected April 23-25, 2021)
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What is a
Predictive
lndex”?

Destination ¢ Analysts

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:

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

e WHEN will they be ready to travel
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Predictive Index Formula

Concern for Openness to

I Personal Health Messaging
Concern for Excitement to

Personal Finances Travel Now

*Normalized to a 100pt scale

Destination ¢ Analysts
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70.0%

60.0%

50.0%

40.0%

30.0%

20.0%

10.0%

0.0%

Healthy Travel Outlook

Not Ready to Travel

0

Neutral

Potentially
Marketable

26 - 50
m High Travel

Ready to Travel

76 - 100
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80.0%

60.0%

40.0%

20.0%

0.0%

Not Ready to Travel

\

March 5-7

March 12-14

Travel Outlook

Neutral

Potentially
Marketable

Ready to Travel

1-25 26 - 50

March 19-21 ®mMarch 26-28 m April 2-4 m April 9-11

76 -100

April 16-18 m April 23-25
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—Total

100.0

—Millennials or younger

—Gen X

Boomer or older

—WEST

—MIDWEST
—NORTHEAST

—SOUTH

=
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Q
(Vp)
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elevated this week

Convention Travelers
Female

Suburban area

Large city (urban area)
Rural area

Luxury Hotel
Non-Luxury Hotel

—Male

—International Travelers
—US National Parks Travelers
—Campground or RV park

—Business Travelers
—Affluent - Over $125K

—$80K - $125K

—Under $80K
—Peer-to-peer lodging

—Cruise Travelers
—VLeisure Travelers
—Mountain Travelers

—VFR Travelers
—Beach Travelers

—Desert Travelers

—Air Travelers
—City Travelers

0} Apesy

Potentially
Marketable
Not Ready to

Travel
Q/’\
§\

75.0
50.0
25.0



Airline and
Cruise Travelers

60.0%

40.0%

20.0%

0.0%

m Air Travelers ™ Cruise Travelers
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Gender
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Generation

B Millennials oryounger  mGen X  mBoomer or older
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Percent Potentially Marketable
(Index Above 25)

75.0%

50.0%
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Residence Type

Suburban area
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Large city (urban area) Rural area
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(Index Above 25)
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Percent Potentially Marketable
(Index Above 25)

75.0%

50.0%

Lodging
Preference 100

35.0

Luxury Hotel Non-Luxury Hotel
Peer-to-peer lodging Campground or RV park
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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/
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FOR OUR UPCOMING
CORONAVIRUS TRAVEL SENTIMENT
INDEX WEBINARS:

THE LATEST ON AMERICAN TRAVEL TRENDS &
DISCUSSION WITH AMERICAN CRUISE LINES

THE LATEST ON AMERICAN TRAVEL TRENDS &
CONVERSATION WITH LATINX TRAVELERS

THE LATEST ON AMERICAN TRAVEL TRENDS
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https://www.destinationanalysts.com/covid-19-insights/covid-19-webinars/
https://us02web.zoom.us/webinar/register/9116153175555/WN_FYrXbRPiSXWxD8bKIsxlrQ
https://us02web.zoom.us/webinar/register/5516153175998/WN_1qy9Ex6iR0q13V1LPK6yNQ
https://us02web.zoom.us/webinar/register/9416153176590/WN_AfDEEmmUS5ml5vS6CyyTbw

MORE RESEARCH WE CAN . .LA\AD]:

* Visitor & Target Audience Profiles

° Audience Persona ldentification

° Brand Performance

* Visitor Activity Analysis & Segmentation &+

* Resident + Stakeholder Research ,

* Advertising Testing
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