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Agriculture (USDA) civil rights regulations and policies, this

institution is prohibited from discriminating on the basis of race,
color, national origin, sex, age, disability, and reprisal or retaliation
for prior civil rights activity. (Not all prohibited bases apply to all
programs.)

I n accordance with Federal law and U.S. Department of

Program information may be made available in languages other
than English. Persons with disabilities who require alternative
means of communication for program information (e.g., Braille,
large print, audiotape, and American Sign Language) should
contact the responsible State or local Agency that administers
the program or USDA's TARGET Center at (202) 720-2600 (voice
and TTY) or contact USDA through the Federal Relay Service at
(800) 877-8339.

To file a program discrimination complaint, a complainant should
complete a Form AD 3027, USDA Program Discrimination
Complaint Form, which can be obtained online, from any USDA
office, by calling (866) 632-9992, or by writing a letter addressed
to USDA. The letter must contain the complainant’s name,
address, telephone number, and a written description of the
alleged discriminatory action in sufficient detail to inform the
Assistant Secretary for Civil Rights (ASCR) about the nature and
date of an alleged civil rights violation. The completed AD-3027
form or letter must be submitted to USDA by:

mail:

U.S. Department of Agriculture

Office of the Assistant Secretary for Civil Rights

1400 Independence Avenue, SW

Washington, D.C. 20250-9410; or

fax:

(833) 256-1665 or (202) 690-7442;
email:

program.intake@usda.gov.

This institution is an equal opportunity provider.

[
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onforme a la ley federal y las politicas y regulaciones de

derechos civiles del Departamento de Agricultura de los

Estados Unidos (USDA), esta institucion tiene prohibido
discriminar por motivos de raza, color, origen nacional, sexo, edad,
discapacidad, venganza o represalia por actividades realizadas en el
pasado relacionadas con los derechos civiles (no todos los principios
de prohibicién aplican a todos los programas).

La informacién del programa puede estar disponible en otros idiomas
ademas del inglés. Las personas con discapacidades que requieran
medios de comunicacién alternativos para obtener informacion

sobre el programa (por ejemplo, Braille, letra agrandada, grabacion

de audio y lenguaje de sefias americano) deben comunicarse con

la agencia estatal o local responsable que administra el programa

o con el TARGET Center del USDA al (202) 720-2600 (voz y TTY) o
comunicarse con el USDA a través del Servicio Federal de Transmision
de Informacion al (800) 877-8339.

Para presentar una queja por discriminacién en el programa, el
reclamante debe completar un formulario AD 3027, Formulario de queja
por discriminacion del programa del USDA, que se puede obtener

en linea, en cualquier oficina del USDA, llamando al (866) 632-9992,

o escribiendo una carta dirigida al USDA. La carta debe contener el
nombre, la direccién y el nimero de teléfono del reclamante, y una
descripcion escrita de la supuesta accion discriminatoria con suficiente
detalle para informar al Subsecretario de Derechos Civiles (ASCR,

por sus siglas en inglés) sobre la naturaleza y la fecha de la presunta
violacién de los derechos civiles. La carta o el formulario AD-3027
completado debe enviarse al USDA por medio de:

correo postal:

U.S. Department of Agriculture

Office of the Assistant Secretary for Civil Rights

1400 Independence Avenue, SW

Washington, D.C. 20250-9410; o

fax:

(838) 256-1665 0" (202) 690-7442;

correo electrénico:

program.intake@usda.gov.

Esta institucion ofrece igualdad de oportunidades.
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Agenda

e 10:00: Welcome and Introductions

* 10:10: Short Presentation: Covid-19’s impact on
tourism, current trends

 10:35: Discussion

* 11:00: Adjourn
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Introductions!
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You are here: Home / COVID-19 Insights

COVID-19 Insights

COVID-19 Travel Insights

Independent and Unbiased Data is Your Most Powerful Asset Right Now

Destination Analysts is tracking and publishing key consumer perceptions, attitudes and behaviors through unbiased, expert-
designed research, in order to help the travel, tourism and hospitality industries form strategy and communicate through the
COVID-19 crisis. As an independent, third-party research company, you can trust that the information we provide you is not

motivated or directed by any advertising or marketing agency.

Coronavirus Shareable Latest Key Webinar
Travel Sentiment Media Findings Resourees
Index Report Infographics Things to Know Regiscran®

https://www.destinationanalysts.com/covid-19-insights/
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Expectations for the Coronavirus Outbreak

EXPECTATIONS FOR THE CORONAVIRUS OUTBREAK
American travelers recorded another measured gain in

optimism about the pandemic’s course.

Get much worse - 10.2%
* This week, 23.0 percent feel the situation in the United

States will improve in the next month and 37.2 percent

think it will stay the same. While 39.9 percent continue Get worse _ 29.7%

to think it will get worse, this is down markedly from

e e s

53.7 percent one month ago. Neither worsen nor get

* The proportion of American travelers with high degrees of better
concern for their personal and friends/family’s safety
against the virus has dropped back to June levels after Get better
being heightened over the last two months while cases
surged. Get much better . 5.3%
* However, concerns about the virus’ impact on their personal
finances strengthened (60.2% are highly concerned, up 0% 10% 20% 30% A0%

from 56.0% last week).

Question: In the NEXT MONTH, how (if at all) de yeu expect the severity of the ceronavirus situation in the
United States to change? (Select ona)

In the next menth the ceranavirus situation will

(Base: Wave 25. All respondents, 1,250 completed surveys. Data collected Aug 28-30, 2020)

Destination € Analysts
i )
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Americans’ Travel State-of-Mind

When considering travel, the perception of travel activities

as unsafe is the lowest it has been since June 15th.

Americans have also demonstrated improvement in their
state of mind around travel readiness—over half feel in
a readiness mindset versus needing more time to feel up
to consider it. For the near-term, excitement to take a
potential getaway in the next month and openness to travel
inspiration levels increased for the second week in a row,
and Fall travel expectations improved to 35.9% from a low
of 29.8% last week.

Question: When it comes to gelting back out and traveling again, which best deseribes your
eurrent state of mined? (select one)

(Base: Wave 12-13 and 15-25_ All respondents, 1,257, 1,214, 1,231, 1,365, 1,213, 1,200, 1,208,
1,224, 1,201, 1,207, 1,250 completed surveys. Dato collected May 29-31, June 5-7, 19-21, 26-28
July 3-5, 10-12, 17-19, 24-25, July 31-Avg 2, Aug 7-9, 14-16, 21-23 and 28-30, 2020)

-

Destination ¢AnaLy5[ 5

D0 TOUS HESEA

AMERICANS’ TRAVEL STATE-OF-MIND
AS OF AUGUST 30™

Ty
11.0% I'm already traveling
20.1% | need a little more time
? to be ready to travel
=
13.6% I'm ready to travel, with no hesitations
25.1% | need a let more time

\ to be ready to travel
30.2% I’'m ready to travel, but feel some hesitation

HISTORICAL DATA

B READY TO TRAVEL \ MNOT READY TO TRAVEL

£0.0%
55.0%

- ‘/—-—_\-‘

40.0%

35.0%

30.0%
May June June June July July July July July 31 Aug Aug Aug Aug
2931 57 19-21 26-28 3=5 10-12 17-19 24-26 =hug 2 79 14186 21-23 2830
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Travel in the Next Twelve Months

As they look out over the next 12 months, Americans
continue to demonstrate greater optimism about their

travel future.

* Now, 43.0% of American travelers say that leisure travel will be at
least a somewhat high priority in their personal budget, up from
34.7% just six-weeks ago.

* Fortunately, a majority of American travelers say the pandemic has
not negatively impacted the disposable income they have
available for travel (62.7%). In fact, reported annval budgets for
leisure travel have increased to an average of $3,258 from
$2,721 in July.

* However, with over a third of American travelers and concerns
about the virus impact on finances still elevated, American travelers
are indeed planning on being more budget conscious on their trips

than they were prior to the pandemic.

(Base: Wave 25. All respondents, 1,250 completed surveys. Data collected Aug 28-30, 2020)

Destination ¢£\n5ly5[ 5

TRAVEL IN THE NEXT TWELVE MONTHS:

| axpect o traval mors For sisure
| expect o spend maore on leisure avel

| expect to fravel about the same for leisure
| axpact 1o spand abowt the some an lelsure

| expect fo frovel leas For Ieisere
| expect fe spend less on leisure travel

43.0%

feel that leisure
travel spending
will be a

high priority.

“MY HOUSEHOLD'S DISPOSABLE INCOME
AVAILABLE FOR TRAVEL HAS =

Increased significantly
(Owver 25% increase) |4‘2%

Increased
(between 1% and 24%)

Remained the same -
it -+

Decreased
(between 1% and 24%)

Decreased significantly
(Over 259% decrease) .“\'“%

0% 0% 2090 30N A0 S0% a0

10.2%

21.1%

TRIPS SPENDING

® ®

24.8% will spend
more than $4,000

on leisure travel.

31.2% will spend 0

July
less than $500. 20"
“l WILL LIKELY BE _____ i
Much mere budget ’ 51.0%

conscious

1
: i
i

l—
1

Meore budget conscious -ET.I% ‘ ﬁ
:
Meither more nor less

budget conscious -“'5%

Less budget consdious Il.!% i
~6.9% $

¥

Much less budget |1J% ;

conscious

% 25% 50 T
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Coronavirus-Caused Trip Cancellations

Although sentiment is turning more positive, the
pandemic is nevertheless still impacting travel at a
high rate--49% of American travelers have
cancelled a trip due to COVID-19--with concerns
about personally contracting the virus the primary

driver for abandoning travel plans.

The peak summer period bore a particularly

significant share of the scrapped trips.

Destination ¢Analy5l S
50 YDUR RESEARCH

CORONAVIRUS-CAUSED TRIP CANCELLATIONS
AS OF AUGUST 30™

of American travelers have cancelled a trip due to
49.0%J the COVID-19 Pandemic. These travelers have
cancelled 2.1 trips on average.

40%
35% 33.3% 32.5%
30.3%
30% 27 8%
A 22.0%
20% 18.1%
15% 15.2%
11.0%
109,
A%
4.1%
5% 2, 9% 3. '2% - 1.8%
a% - ]
‘\
¢¢s ‘} ? ‘\\5\ 300 \4\-\ \ﬁ";‘ aﬂ S"é & @“‘ P *05‘. -
\¢° “ O"\ & &
%« ‘f‘ a9 of

Question: The Trip(s) you canceled weuld heave taken place in which menths? (Select all that apply)

(Base: Wave 25. Respondents cancelling o trip, 636 completed surveys. Data collected August 28-30, 2020)
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Travel for Fall/Winter Holidays

In addition, trips for the upcoming national TRAVEL FOR FAI'I'["."NTER HOLIDAYS

Labor Day and Thanksgiving holidays currently 2019 VS. 2020 (EXPECTED)
look to be off by half relative to 2019.

2019 m 2020
Americans’ travel plans for the Christmas holiday 40%
also appear to be muted relative to last year. 359%, 35.0%
31.1%
30%
25.6%
25%
— 20.0%
15.8%
15% 12.6%
10%
5%
0%
Labor Day Thanksgiving Christmas

Question: Please tell us about your travel LAS YEAR (2019). On cach of these holidays, did vou tuke a trip (of at
least 50 miles one way) (Bose: Wave 25. All respondents, 1,250 completed surveys. Dota collected Avgust 28-30, 2020)

Questien: Will you ke traveling for leisure sver the Laker Day weekend Thanksgiving Heliday/Christmas Heliday this
yvear? (Base: Wave 23_ All respondents, 1,202 completed surveys. Dota collected August 14-16, 2020)

Destination ¢Ana|.ysl S
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Confidence in Traveling Safely

Perhaps most importantly, Americans may need more
information and assurances to move them to take trips,
especially as the strong majority do not believe the

pandemic will be resolved before the end of the year.

In total, 46.1% of American travelers report that
they are “not very” or “not at all” confident that
they can travel safely in the current environment. In
comparison, 29.7% feel confident or very confident

they can travel safely in the current environment.

Destination ¢Analysl 5

TRAVELING SAFELY IN THE CURRENT ENVIRONMENT CONFIDENCE

Confident, 17.4%

Very confident,

12.3%
Somewhat
confident,
24.3%

Mot at all

confident,

21.1% Not very confident,

25.0%

Queastien: Hew cenfident are you that you can travel safely in the current envirenment?

(Base: Wave 25. All respondents, 1,250 completed surveys. Dota collected Auvg 23-30, 2020)




MICHIGAN STATE

UNTVERSTTY | EXtension

Desired Emotional States

When marketing travel right now, it’s especially
beneficial to consider travelers’ emotional state,

particularly those which they are most desiring of.

Right now, feelings of safety, financial security,
happiness, peace of mind and satisfaction are
most important to American travelers right now.
Unfortunately, the pandemic has significantly
weakened Americans sense of the latter three
emotional states, as well as excitement about the
future. But Americans see travel as a means to
achieving their desired emotional states, with
over da third of American travelers feeling that if
they took a trip this year, the emotions most
negatively impacted by the pandemic would

strengthen.

Destination ¢Anatysl S

O VL HESEARCH

NEGATIVE IMPACT OF PANDEMIC ON
DESIRED EMOTIONAL STATES

% SLIGHTLY WEAKENED,
WEAKENED OR GREATLY WEANENED

Safe = physically secure _49.0%

Relaxed or at peace 36.9%
Excited about the future
Financially secure
Happiness or joy
Satisfied or content
Envied by others

Ambitious, hungry or driven

Proud of myself/my
accomplishments

Lawved by others - 13.7%

Respecied or admired by others - 13.4%

0% 20% 40% 60%

Questien: In your daily life, hew has the cerenavirus
pandemic affected your persenal sense of each (select one

for each)

how | feel this in

The corenavirus pandemic has
my daily life.

TRAVEL'S CONTRIBUTION TO
DESIRED EMOTIONAL STATES

% WOULD SLIGHTLY STRENGTHEN,
STRENGTHEN OR GREATLY STRENGTHEN

Happiness or joy

Relaxed or at peace

Satisfied or content

Excited about the Future

Proud of myself/my
accomplishments

Loved by others

Safe = physically secure

Ambitiows, hungry or driven

Financially secure

Respected or admired by others

Enwvied by others 24,49

o

F

25% 50% 75%

Questien: Finally, please think akeut hew you think leisure
trevel weuld affeet your feelings. If you were te take a vacation
later this year, hew weuld this affect your Feelings? (select one
te fill in the klank)

A vacation would my feelings of this.

(Base: Wave 25. All respondents, 1,250 completed surveys. Daoto collected August 28-30, 2020)

Page 1:
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Marketing Channels Travelers
Feel Most Receptive To

When asked how travel marketers could best reach

them, email is productive across all generations.

Gen X and Boomers appear particularly receptive to
search engine marketing right now, while Millennial
and younger travelers like travel marketing via

Facebook and Instagram.

Question: Please think abeut hew travel destinations could best reach you with their
messages right new. Where weuld you generally be mest receptive to learning abeut
new destination to visit? (Please select all that apply)

(Base: Wave 25_ All respondents, 1,250 complefed surveys. Dato collected August
28-30, 2020)

Destination of\nawsl S

MARKETING CHANNELS
TRAVELERS FEEL MOST RECEPTIVE TO

MILLENNIALS /GENZ GEN X BABY BOOMERS

Websites found via a search engine
Email

Online content (articles and blogs)
Facebook

Advertisements on the Internet
Instagram

Text messages

Twitter

APPs on my mobile phone
Pinterest

TikTok

Digital influencers

=)
F
=)
F

20% 30% 40% 50%
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Destination Excitement

As for what types of destinations that have the
highest likelihood of generating excitement right
now, Americans with trips planned for the
remaining 4 months of 2020 showed the most
enthusiasm for beaches and mountains—the
latter notably higher than what was typical pre-

pandemic®,

While excitement about cities and theme park
destinations still exists, enthusiasm for these
destination types is farthest off from pre-

pandemic norms, at least for the rest of 2020.

Note: Our latest findings on aspiration for

ski/snow destinations can be found here.

Destination ¢AnaLy5[ s

DO YOUR RESEARCH

DESTINATION EXCITEMENT
% Elevated Excitemenf (10-8 on 10-point scale)

Beach destinations/resorts 43.5%

Mountain destinations/resorts 41.2%

State, county or regional parks or

. 38.9%
recreation areas

U.S. National Parks 38.4%

Small towns, villages or rural
destinations /attractions

35.9%

Cities or metropolitan areas 32.9%

Theme or amusement parks 29.8%

Desert destinations/resoris 25.7%

0% 20% 40% 60%

Question: Thinking carefully about THE NEXT FOUR (4) MONTHS: Use the 10-point scale where 10 =
"Extremely excited” and 1 = "Net at all excited™ to state hew generally excited yveu are te visit each in
the vpeoming year.

(Bose: Wave 25. Respondents with of least tentative plans fo travel in 2020, 480 completed surveys. Data
collected Avg 28-30, 2020)
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What’s going on in your area?

 How are visitors behaving?
 How are businesses feeling?
« What is going well, what needs improvement?
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Wrap-Up

 Final Partner Comments

* https://www.canr.msu.edu/tourism/COVID-19-
pandemic-and-tourism/

* Next Meeting
- September 9th, 10am ET/9am CT.

s\“r


https://www.canr.msu.edu/tourism/COVID-19-pandemic-and-tourism/
mailto:croninwi@msu.edu

	Slide Number 1
	Slide Number 2
	Agenda
	Introductions!
	Slide Number 5
	Slide Number 6
	Slide Number 7
	Slide Number 8
	Slide Number 9
	Slide Number 10
	Slide Number 11
	Slide Number 12
	Slide Number 13
	Slide Number 14
	What’s going on in your area?	
	Wrap-Up

