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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 16-May 23-May

Spending	($	Millions) 414 425 426 422 433 346 143 76 66 57 56 51 57 68 73 85

Pecent	Change	over	
2019 0% 3% 3% 2% -1% -21% -67% -83% -85% -87% -87% -89% -87% -85% -84% -81%

WEEKLY TRAVEL SPENDING - U.S. & TENNESSEE

SOURCE:  U.S. Travel

https://www.ustravel.org/sites/default/files/media_root/document/Coronavirus_WeeklyImpacts_05.28.20.pdf


4
SOURCE:  Arrivalist (6/1)

TENNESSEE ARRIVALS DOWN FROM THE HOLIDAY WEEKEND (5/24-5/30).  THE MEMORIAL 
DAY WEEKEND LED TO THE BIGGEST INCREASE IN TRAVEL WEEKEND-OVER-WEEKEND.

Tennessee U.S. 

https://www.arrivalist.com/daily-travel-index/


5 SOURCE:  Destination Analysts (May 26th)

TRAVELERS FEEL UNSAFE DURING TRANSPORTATION AND IN ENCLOSED SPACES

https://go.destinationanalysts.com/l/868421/2020-05-26/gqdcs/868421/15641/Destination_Analysts_Coronavirus_Travel_Sentiment_Index_Presentation_5_26_V4.pdf


6 SOURCE:  Destination Analysts (May 26th)

THE CURRENT DECLINE IN TRAVEL SENTIMENT AND EXPECTATIONS  

IS FAR WORSE THAN AFTER THE GREAT RECESSION

https://go.destinationanalysts.com/l/868421/2020-05-26/gqdcs/868421/15641/Destination_Analysts_Coronavirus_Travel_Sentiment_Index_Presentation_5_26_V4.pdf
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AMERICANS ARE EXHIBITING DEPRESSED LEVELS OF EXCITEMENT AND INTEREST  

DUE TO CORONAVIRUS 

SOURCE:  Destination Analysts (May 26th)

https://go.destinationanalysts.com/l/868421/2020-05-26/gqdcs/868421/15641/Destination_Analysts_Coronavirus_Travel_Sentiment_Index_Presentation_5_26_V4.pdf


8 SOURCE:  Destination Analysts (May 26th)

TRAVELERS MOST INTERESTED IN OUTDOOR ACTIVITIES, THE BEACH, SCENIC BEAUTY, AND PARKS

https://go.destinationanalysts.com/l/868421/2020-05-26/gqdcs/868421/15641/Destination_Analysts_Coronavirus_Travel_Sentiment_Index_Presentation_5_26_V4.pdf


9 SOURCE:  H2R - Wave 7

IMPACTS ON TRAVEL CONTINUE UNABATED, WITH MANY NOW PUTTING OFF TRAVEL FURTHER

https://mcusercontent.com/44192429f4ba500051a4807e9/files/10317665-26f5-462b-b2fd-4cea1a2621f1/H2R_s_COVID_19_Travel_Attractions_Update_Wave_7_Data_Slides.pdf


10 SOURCE:  H2R - Wave 7

THE MAJORITY WHO WILL TRAVEL HAVE ALREADY DECIDED WHERE THEY ARE GOING,  

BUT THERE IS STILL OPPORTUNITY TO PERSUADE TRAVELERS’ DECISIONS 

https://mcusercontent.com/44192429f4ba500051a4807e9/files/10317665-26f5-462b-b2fd-4cea1a2621f1/H2R_s_COVID_19_Travel_Attractions_Update_Wave_7_Data_Slides.pdf
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STAYCATIONS ARE BECOMING MORE LIKELY THIS SUMMER

SOURCE:  Destination Analysts (May 26th)

https://go.destinationanalysts.com/l/868421/2020-05-26/gqdcs/868421/15641/Destination_Analysts_Coronavirus_Travel_Sentiment_Index_Presentation_5_26_V4.pdf
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SIX IN TEN STILL DON’T WANT TRAVELERS IN THEIR COMMUNITY RIGHT NOW

SOURCE:  Destination Analysts (May 26th)

https://go.destinationanalysts.com/l/868421/2020-05-26/gqdcs/868421/15641/Destination_Analysts_Coronavirus_Travel_Sentiment_Index_Presentation_5_26_V4.pdf


Road trips and staycations 
are becoming more likely 

this summer as travel plans 
continue to be impacted by 

COVID

1 2 3

KEY takeaways
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Travelers continue to feel  
safest in their car and outside  
and show interest in outdoor  

activities, scenic beauty,  
and parks 

The majority of those who plan 
to travel already have a 

destination in mind, but there 
is still opportunity to influence 

travelers’ decisions with the 
right messaging 
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Americans continue to put  
off travel and those who  

expect to travel in the fall  
decreased from 41.8% last 
week to 35.6% this week


