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Americans who Feel a High Degree of Daily Stress

Currently, 47% of American travelers feel a high 

degree of stress in their daily lives. Be it from managing 

distance learning for children to navigating extreme 

weather, Americans are a little likelier to be keeping 

themselves up at night and feeling tired than they were a 

few months ago. While stress is up, the propensity to 

worry about coronavirus, however, is down. 

Question: Please tell us about how you have been feeling DURING THE LAST 

MONTH. Using the scale below, tell us how often you feel each. 

(Base: Wave 28 data. All respondents, 1,200 completed surveys. Data collected 

September 18-20, 2020)
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Shifts in Lifestyle Priorities

Since April, and amidst rising stress, more Americans are reporting 

stronger prioritization of relaxation, finding joy/happiness, and—

especially important for travel—having new experiences. Whether 

GenZ, Millennial, GenX or Baby Boomer, the generations are all in 

agreement on the prioritization of emotional well being, in addition to 

relaxation and finding joy/happiness. While staying safe from infection is 

also a top lifestyle priority across the board, it has nevertheless declined, 

most notably for Boomers, who have instead increased their focus on 

relaxation. Among Millennial and younger age travelers, escaping from 

stress and connecting with others are not quite as strongly priorities as was 

felt in August, instead returning back to May levels. GenX-age travelers 

are the likeliest to be prioritizing connecting with nature as they look out 

over the next six months of their lives. 

Question: Tell us about your lifestyle priorities in the next six months. However you personally define 

each, use the scale provided to indicate how you will prioritize these in the next SIX (6) MONTHS. 

(Base: Wave 28 data. All respondents, 1,200 completed surveys. Data collected September 18-20, 2020)
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Lifestyle Priorities by Travel State-of-Mind 

Perhaps of most importance, those 

who are already traveling (or ready 

to without hesitation) are far likelier 

to be prioritizing finding joy and 

escaping from boredom compared 

to other Americans.

Question: Tell us about your lifestyle priorities 

in the next six months. However you 

personally define each, use the scale provided 

to indicate how you will prioritize these in the 

next SIX (6) MONTHS. 

(Base: Wave 28 data. All respondents, 1,200 

completed surveys. Data collected September 

18-20, 2020)

0%

20%

40%

60%

80%

100%

Already traveling + ready to travel, without hesitations

Ready to travel, but feel some hesitation

Need a little more  +  a lot more time to be ready to travel



P A G E  1 0

Openness to Travel Inspiration

With these patterns in both continued and 

shifting lifestyle priorities, openness to travel 

continues to bloom. As has been for the last 

month, over 54% of Americans identify with being 

in a “ready to travel” mindset versus needing 

more time. American travelers’ level of excitement 

for learning about new travel experiences or 

destinations to visit is at a pandemic-period 

high—one last (and only other time) obtained at 

the end of May, at the start of the summer season. 

Question: At this moment, how interested are you in learning 

about new, exciting travel experiences or destinations to visit?

(Base: Waves 1-28. 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 and 1,200 completed surveys.)
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Won’t Travel Without a Vaccine

Unlike early on in the pandemic, now less than 50% of 

American travelers consider staying in a hotel, Airbnb or home 

rental, dining in a restaurant, visiting an amusement park or 

other outdoor attraction, recreating outdoors and shopping to 

be unsafe. Overall perceptions of travel’s safety remain at the 

lowest levels they have been during the pandemic. Over half 

of American travelers continue to say they are at least 

somewhat confident they can travel safely in this environment. 

Now just 37% agree they need a vaccine to travel, down 

from a high of 45% at the start of August. 

Question: How much do you agree with the following statement? 

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

(Base: Waves 6-28. 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 and 1,200 completed surveys.)
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Expectations to Change Types of Destinations to Travel to After the Pandemic 

With these growing feelings of safety surrounding 

travel, less Americans are saying they are going to 

change the types of travel destinations they choose to 

visit post-pandemic. In April nearly 40% of American 

travelers agreed they would change the destinations they 

traveled to, now less than 20% do—a 50% decrease. In 

addition, among those that are saying they will change the 

types of destinations they choose to visit, more positive 

reasons are being offered up as to why than in prior 

months, including an increased willingness to explore new 

destinations and crossing places off their bucket lists.

Question: When the coronavirus situation is resolved, do you expect that 

you will change the types of travel destinations you choose to visit?

(Please think about changes you might make in the SIX (6) MONTH period 

after the coronavirus situation is resolved)

(Base: Waves 3-7, 22 and 28 data. All respondents, 1,201, 1,216, 1,263, 

1,238, 1,208, 1,201 and 1,200 completed surveys. 
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Inability to Fully Enjoy Travel Right Now

Finally, Americans are also less likely to feel their leisure 

travel will be dampened by the current state of things.

This week, 56.8% agreed that if they were to travel 

now for leisure, they would not be able to fully enjoy 

it, down from 60.5% at the end of July. And now just 

43.1% have some agreement with the statement “I have 

lost my interest in/taste for traveling for the time being,” 

down from 49.5%.

Question: How much do you agree with the following statement? 

Statement: If I were to travel now for leisure, I would not be able to fully 

enjoy it. 

(Base: Wave 28 data. All respondents, 1,200 completed surveys. Data collected 

September 18-20, 2020)



Coronavirus Travel Sentiment Index
Measuring the Potential Influence of Travel Marketing

Highlights from the Week of September 21st
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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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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



We Can Help You

Visitor & Target Audience Profiles
Brand Performance
Visitor Activity Analysis & Segmentation
Persona Research
Online Focus Groups
Custom Insights

info@destinationanalysts.com


