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ABOUT

The tourism category includes the more familiar travel for leisure, vacation or to visit 
friends and relatives. It also includes travel primarily for business, convention or 
conference travel, and government business. (1)

BUSINESS CHALLENGES AND OPPORTUNITIES
When the pandemic first hit the United States last year, the travel industry ground to a 

halt. Over the summer, people started to venture out again, mostly sticking to road trips 

close to home.

While many are eager to reschedule vacations, comfort with the idea of doing so 
remained stagnant through 2020. As of April  2021, roughly half (52%) of U.S. adults feel 
comfortable taking a vacation this year. It is l ikely that there will  be ups and downs in 
the will ingness to go on vacation, but one thing is for sure: There is a restlessness and a 
desire for a change of scenery. (2)

According to a Mastercard/Harris Poll survey, travel is the top splurge purchase North 
Americans are saving up for post-pandemic — and 60% of Americans expect to have 
more money in 2021 for vacations because of what they didn’t spend in 2020.

According to the annual Vacation Deprivation study from Expedia, 32% are vowing to 
take more vacations than usual to make up for lost time in 2020. They plan to take 
around an extra week (five days) of vacation, for a total of 13 vacation days.

The Expedia study also shows that while people are planning their next big bucket-list 
vacation, they are also trending toward destinations that are primarily outdoorsy, small 
towns or off the beaten path. (3)

Given that there is pent-up demand (and budget) for vacations and travel, there are 
only so many weekends and vacation days available. It is more important than ever to 
advertise options to help consumers know what local and regional options are available 
that they maybe didn’t consider before the pandemic. This can range from regional sites 
and experiences to local staycation bookings for those that want to stay near and not 
get on a plane.

The following are ideas for whom you can call on locally and regionally to help advertise 
and attract travelers from your market.
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HOW TO USE THIS ONE-SHEET
Your knowledge of this industry’s
trends can be a great conversation 
starter as you seek to compare these 
trends with what’s being experienced 
locally by your prospects and clients.

Review the data in this one-sheet 
before you meet with your clients as 
a way to have a conversation about 
their business challenges and 
opportunities for market growth.

Use that conversation to uncover 
ideas and solutions to help your 
clients get ahead of future consumer 
spending by positioning themselves 
as the best local choice in their 
category.

RECOMMENDED RESOURCES

• Travel Daily News_US & Canada

GLOSSARY OF TERMS
Click the link below to become 
acquainted with terms and 
phrases used:
• Travel Terms Glossary

1 IBIS World, Tourism Industry, Oct. 2020

2 Morning Consult, Tracking the Return to Normal: Travel, Apr. 2021

3 Expedia, Americans Plan to Take an Additional Week, Feb. 2021

Published May 2021

https://www.traveldailynews.com/archive/news/usa-%26amp%3B-canada
https://www.travelwta.com/travel-terms-glossary/
https://www.ibisworld.com/united-states/market-research-reports/tourism-industry/
https://morningconsult.com/return-to-travel/
https://newsroom.expedia.com/2021-02-03-Americans-Plan-to-Take-an-Additional-Week-of-Vacation-This-Year-Expedia-Reports
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SUGGESTED PROMOTIONAL ANGLES
Travel and experiences in 2021 will  give families and friends the opportunity to 
spend time together and make up for memories lost due to missed vacations, 
weddings, birthdays and other events of 2020.

Below are some ideas of potential regional and local organizations you call on to 
help them get their share of voice for capturing travel and tourism dollars.

You can also look up your local and regional Convention and Visitors Bureau 
(called a CVB) to find additional ideas. A CVB is a nonprofit destination 
management organization (called a DMO) that operates at the county and city 
level. A CVB typically encourages groups to hold meetings, conventions and trade 
shows in its city, which means they know what activities and options are available 
locally.

Morning Consult is tracking pent-up demand and excitement for travel on a weekly basis. Bookmark this page for weekly updates on 
these figures.

60% OF CONSUMERS ARE EXCITED FOR VACATIONS — ESPECIALLY ROAD TRIPS

Source: Morning Consult - Survey conducted April 15-18, 2021, among 2,200 U.S. adults with a margin of error of +/-2%.

Possible Promotional Angles:

• “Choose Your Adventure.” Run 
promotions around local and regional 
outdoor adventures, excursions or 
tours. Promote different options and 
advertisers on a regular basis, making it 
a regular feature.

• “Make Up for Lost Time.” This could be 
a way to highlight weekend options or 
tug on emotional strings to create 
more memories with any trip or 
activity.

• “Get to Know Your Town.” Promote 
options that are in town or in a town or 
city nearby as a way to do something 
consumers wouldn’t normally do, such 
as tours, local attractions or 
experiences.

Effective digital advertising tactics for this 
category often include email marketing, 
display, SEM, video, OTT and geofencing.

Local Attractions
• Museums
• Science centers
• Aquariums
• Historic hotels
• Amusement parks
• Animal ranches

Tours and Events
• Party bus rental
• Ghost tours
• City tours with guides
• Touring historic towns
• Art stroll in a mountain 

town
• Train tours
• Wine railroad tours
• Brewery bus tours
• Dinner or barge cruises

Outdoors
• Berries and fruit picking 

farms
• Day hikes and hiking trips
• River tubing
• Lake outings
• Ziplining/adventure
• National parks
• Boat tours
• Eco-adventures and bio 

education

https://morningconsult.com/return-to-travel/
https://morningconsult.com/return-to-travel/

