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IMPACT & FORECASTING SENTIMENT CONSUMER BEHAVIOR

TRAVEL RESEARCH PARTNERS  
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Tennessee

Week	Ending 8-Feb 15-Feb 22-Feb 29-Feb 7-Mar 14-Mar 21-Mar 29-Mar 4-Apr 11-Apr 18-Apr 25-Apr 2-May 9-May

Spending	($	Millions) 414 425 426 422 433 346 143 76 66 57 56 51 57 68

Pecent	Change	over	
2019 0% 3% 3% 2% -1% -21% -67% -83% -85% -87% -87% -89% -87% -85%

WEEKLY TRAVEL SPENDING - U.S. & TENNESSEE

SOURCE:  U.S. Travel

https://www.ustravel.org/sites/default/files/media_root/document/Coronavirus_WeeklyImpacts_05.14.20.pdf
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SOURCE:  Arrivalist (5/18)

TENNESSEE ARRIVALS UP WEEK OVER WEEK (5/10-5/16)

Tennessee U.S. 

https://www.arrivalist.com/daily-travel-index/
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RESIDENTS ARE STARTING TO FEEL MORE COMFORTABLE GOING OUT IN THEIR OWN COMMUNITIES

SOURCE:  Destination Analysts (May 11th)

https://urldefense.proofpoint.com/v2/url?u=https-3A__go.destinationanalysts.com_e_868421_timent-2DIndex-2DUpdate-2DMay-2D11-2Dpdf_gh6b2_213597069-3Fh-3DCyYXkmoV2TbH90aKVRo20sgKCRzHV1LV-2DR9nEpaw8Y8&d=DwMFaQ&c=qwStF0e4-YFyvjCeML3ehA&r=cOAap4TnhXKjsrYYeyyAfMfCop2IKsP5l-MEKaYrBq4&m=dbUYp-ATEL7I52scN379Gw7L-FokgYC_nIvDOj3Jn0U&s=NS_qtpbEcQl7YfkKdZiO1hnz2xSisRzzmN2tiwKjWAU&e=
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NEARLY NINE OUT OF TEN TRAVELERS ARE CONCERNED ABOUT ECONOMIC CONDITIONS,  

MATCHING THE PREVIOUS HIGH RECORDED IN EARLY APRIL

SOURCE:  H2R Wave 6 (Week of May 11th)

https://mcusercontent.com/44192429f4ba500051a4807e9/files/ac415621-ba2b-44c9-a5a4-29af14ce1a33/H2R_s_COVID_19_Travel_Attractions_Update_Wave_6_Data_Tables.pdf
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VACATION PLANS CONTINUE TO CHANGE MAKING IT CHALLENGING TO PREDICT TRAVEL  

VOLUME OVER THE NEXT MONTHS

SOURCE:  Destination Analysts (May 11th)

https://urldefense.proofpoint.com/v2/url?u=https-3A__go.destinationanalysts.com_e_868421_timent-2DIndex-2DUpdate-2DMay-2D11-2Dpdf_gh6b2_213597069-3Fh-3DCyYXkmoV2TbH90aKVRo20sgKCRzHV1LV-2DR9nEpaw8Y8&d=DwMFaQ&c=qwStF0e4-YFyvjCeML3ehA&r=cOAap4TnhXKjsrYYeyyAfMfCop2IKsP5l-MEKaYrBq4&m=dbUYp-ATEL7I52scN379Gw7L-FokgYC_nIvDOj3Jn0U&s=NS_qtpbEcQl7YfkKdZiO1hnz2xSisRzzmN2tiwKjWAU&e=
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TRAVELERS CONTINUE TO BE MORE COMFORTABLE TAKING ROAD TRIPS AND INDICATE THEIR 
NEXT/FIRST ROAD TRIP LIKELY TO BE UNDER 500 MILES

SOURCE:  Destination Analysts (May 11th)

https://urldefense.proofpoint.com/v2/url?u=https-3A__go.destinationanalysts.com_e_868421_timent-2DIndex-2DUpdate-2DMay-2D11-2Dpdf_gh6b2_213597069-3Fh-3DCyYXkmoV2TbH90aKVRo20sgKCRzHV1LV-2DR9nEpaw8Y8&d=DwMFaQ&c=qwStF0e4-YFyvjCeML3ehA&r=cOAap4TnhXKjsrYYeyyAfMfCop2IKsP5l-MEKaYrBq4&m=dbUYp-ATEL7I52scN379Gw7L-FokgYC_nIvDOj3Jn0U&s=NS_qtpbEcQl7YfkKdZiO1hnz2xSisRzzmN2tiwKjWAU&e=
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SAFETY CONTINUES TO BE TRAVELERS’ PRIMARY CONCERN, BUT 

SAFETY PERCEPTIONS CONTINUE TO IMPROVE FROM LOWS IN APRIL

SOURCE:  Destination Analysts (May 11th)

https://urldefense.proofpoint.com/v2/url?u=https-3A__go.destinationanalysts.com_e_868421_timent-2DIndex-2DUpdate-2DMay-2D11-2Dpdf_gh6b2_213597069-3Fh-3DCyYXkmoV2TbH90aKVRo20sgKCRzHV1LV-2DR9nEpaw8Y8&d=DwMFaQ&c=qwStF0e4-YFyvjCeML3ehA&r=cOAap4TnhXKjsrYYeyyAfMfCop2IKsP5l-MEKaYrBq4&m=dbUYp-ATEL7I52scN379Gw7L-FokgYC_nIvDOj3Jn0U&s=NS_qtpbEcQl7YfkKdZiO1hnz2xSisRzzmN2tiwKjWAU&e=


10 SOURCE:  H2R Wave 6 (Week of May 11th)

THE BIGGEST BARRIERS PREVENTING TRAVELERS FROM VISITING DESTINATIONS AND 
ATTRACTIONS CONTINUE TO BE LACK OF SOCIAL DISTANCING AND CROWDED PLACES

https://mcusercontent.com/44192429f4ba500051a4807e9/files/ac415621-ba2b-44c9-a5a4-29af14ce1a33/H2R_s_COVID_19_Travel_Attractions_Update_Wave_6_Data_Tables.pdf
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TRAVELERS WANT TO KNOW WHAT DESTINATIONS AND ATTRACTIONS ARE DOING TO KEEP 
VISITORS SAFE AND THINK THAT MOST SAFETY MEASURES ARE A GOOD IDEA

SOURCE:  H2R Wave 6 (Week of May 11th)

https://mcusercontent.com/44192429f4ba500051a4807e9/files/ac415621-ba2b-44c9-a5a4-29af14ce1a33/H2R_s_COVID_19_Travel_Attractions_Update_Wave_6_Data_Tables.pdf
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THE MAJORITY ARE RECEPTIVE TO TRAVEL INFORMATION AND WANT TO BE COMMUNICATED TO 
IN AN HONEST AND FRIENDLY TONE

SOURCE:  Destination Analysts (May 11th)

https://urldefense.proofpoint.com/v2/url?u=https-3A__go.destinationanalysts.com_e_868421_timent-2DIndex-2DUpdate-2DMay-2D11-2Dpdf_gh6b2_213597069-3Fh-3DCyYXkmoV2TbH90aKVRo20sgKCRzHV1LV-2DR9nEpaw8Y8&d=DwMFaQ&c=qwStF0e4-YFyvjCeML3ehA&r=cOAap4TnhXKjsrYYeyyAfMfCop2IKsP5l-MEKaYrBq4&m=dbUYp-ATEL7I52scN379Gw7L-FokgYC_nIvDOj3Jn0U&s=NS_qtpbEcQl7YfkKdZiO1hnz2xSisRzzmN2tiwKjWAU&e=


13

TRAVELERS ARE INTERESTED IN DEALS, FUTURE TRAVEL OFFERS, FOOD OPTIONS,  

AND WAYS TO SUPPORT LOCAL BUSINESSES/ORGANIZATIONS

SOURCE:  Longwoods & Miles

https://longwoods-intl.com/sites/default/files/2020-05/COVID-19%20Travel%20Sentiment%20Study%20Wave%209%20Highlights.pdf


Travelers want to know 
what destinations and 

attractions are doing to 
keep them safe and mostly 
agree with proposed safety 

measures 
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KEY takeaways

14

Drive market trends for  
the U.S. and Tennessee  

continue to move  
upward; however, volume  

remains low

Travelers are receptive  
to advertising and want   
to be communicated to  

in an honest and  
friendly tone 
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Americans are still cautious  

about traveling and  
upcoming travel plans  

continue to change


