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Introduction
The goal of this Roundup is to share information 
and insights that we hope will inspire and help 
BC’s travel and tourism industry recover from 
the COVID pandemic. We’ve gathered consumer 
learnings from a variety of sources, such as 
trusted media and research partners.  
We’ve also included examples of how other 
brands are responding to the impacts of the 
pandemic. We hope that these learnings  
from around the world will spark new ways  
of thinking, new ideas and a new way forward  
for BC’s tourism industry.



COVID-19-related
Consumer Insights



Fear of crowds is sparking a revival of the automobile as the preferred mode  
of transport and a ‘third space’ for entertainment, eating and adventure.
• Apple Maps data suggest that people are becoming more mobile again via  

cars rather than transit (Bloomberg, May 10, 2020)
• A U of T survey found that 25% of former TTC users won’t return to the  

system until a vaccine is in place (University of Toronto, May 12, 2020)
• U.S. drive-through sales were barely impacted by the pandemic  

(NY Times, May 1, 2020)
• Car-based dance parties are happening in Germany (Euronews, May 2, 2020), 

art shows in Toronto (CBC, May 13, 2020), and soon-to-be opened Safaris in 
New Jersey (CNBC, May 14, 2020)
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Car-Culture Renaissance

Key Insight/Application: Consumers see cars as a safe haven and are likely to be 
driving to their next destination. So, look for ways to make their driving experience an 
even better one (ex. complimentary car washes, packed lunches). 

Source: multiple – see in-line

https://www.bloombergquint.com/business/the-car-is-staging-a-comeback-spurring-oil-s-recovery
https://uttri.utoronto.ca/news/preliminary-results-for-public-transit-and-covid-19-survey/
https://www.nytimes.com/2020/05/01/business/coronavirus-fast-food-drive-throughs.html
https://www.euronews.com/2020/05/02/german-party-goers-dance-the-night-away-under-lockdown-thanks-to-car-disco
https://www.cbc.ca/news/entertainment/drive-in-van-gogh-exhibit-1.5567930
https://www.cnbc.com/2020/05/14/six-flags-great-adventure-to-open-drive-thru-safari-in-new-jersey.html
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Changing Behaviour  
Among Value & Luxury Travellers
We’re seeing changes in the travel distance and booking 
lead times for value versus luxury segments. 

While the luxury traveller is still interested in international 
travel, value travellers are staying much closer to home 
(22% are traveling <30 miles in April, up from 10% in 
January). Value travellers may be concerned about safety 
during transit but luxury travellers can afford other 
options (ex. first class, charters, private planes). We see 
68% of luxury travelers still booking hotels >500 miles 
away versus 48% of economy travelers.

There are also are distinct changes in the lead time for 
hotel bookings. Luxury travellers have shown a dramatic 
month-over-month jump in bookings of >91 days (from 
22% in March to 52% in April), whereas value travellers 
are increasingly booking <1 day out (from 43% in March 

to 57% in April). This study, conducted with Orlando  
as the destination, follows the same trend across  
North America.

Key Insight/Application: As always, it’s important to 
know who your target consumer is and communicate 
accordingly. But, as travel restrictions change, so do 
consumers’ mindsets (and resulting behaviour) so we 
need to evolve with them.

Source: Sojern Webinar - Preferred Hotels, Jan 5-May 10

https://register.gotowebinar.com/recording/viewRecording/4927953248110388235/2946236371508499468/jyates@wasserman-partners.com?registrantKey=7115183142269184013&type=ATTENDEEEMAILRECORDINGLINK
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Audience Most Interested  
in Travel to BC & AB
There is one consumer segment that is the highest indexed of current users searching  
for tickets to BC and AB, as defined by Environics Analytics – the Urban Digerati  
(younger, well-educated city singles).  

• Younger, tech-savvy singles concentrated in downtown Toronto and Montreal

• More than half hold university degrees

• Their average income is above six figures

• They are early adopters among their peers and influential consumers for marketers

Source: MiQ, April 2020
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Key insight: Younger consumers who are likely less concerned about potential risks 
and have more discretionary income will be first in line for air travel beyond their  
local region into ours.
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Love and Loss in a Separated Cascadia
The closure of the border between BC, Washington state 
and Alaska is much more than a disruption of commerce. 
Binational relationships, indigenous communities and 
towns are suffering, as people can no longer easily cross 
the border. The following heart-warming vignettes 
capture stories of love, loss and resilience in our region.

• An Oregon family travelled to the Sumas border to 
watch their daughter marry a BC man along the  
49th parallel (Vernon Morning Star, May 12, 2020) 
while an Abbotsford woman and her Mt.Vernon fiancée  
meet up routinely at the border to be together  
(CBC, May 11, 2020)

• Citizens from the Alaska and BC towns of Stewart 
& Hyder describe their sense of grief from not being 
able to cross the border freely to see friends & family 
(Anchorage Daily News, May 12, 2020) while folks  

in the San Juan-Gulf Islands maritime community share 
similar sentiments about how weird it is to be cut off 
from each other (Seattle Times, May 17, 2020)

Key Insight/Application: The bond between BC and 
its PNW neighbours is strong and emotional. Brands 
shouldn’t shy about expressing how much cross-border 
friends and visitors are missed and celebrating the day 
when our binational region can be connected again.

Source: multiple – see in-line

https://www.vernonmorningstar.com/news/abbotsford-couple-proves-love-knows-one-border-in-covid-19-era/
https://www.cbc.ca/news/canada/coronavirus-covid19-may11-canada-world-1.5564133
https://www.adn.com/alaska-news/rural-alaska/2020/05/11/border-closure-leaves-southeast-alaska-towns-cut-off-from-their-canadian-backyard/
https://www.seattletimes.com/seattle-news/northwest/washington-states-once-bustling-border-towns-and-islands-fall-silent-due-to-coronavirus-pandemic/


Brand Responses  
to COVID-19
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BRAND RESPONSES TO COVID-19

Making Something  
Old New Again
Insurers like Progressive and Geico, which are used to continually debuting fresh new 
campaigns, are having to get even more creative than usual during the lockdowns.  

• Progressive released a new spot using existing assets and footage from  
nearly a dozen other spots. 

• Budweiser took their notable “wasssup” campaign and rebranded with a twist,  
making sure people stay at home & check up “on their buds”.

Sources: Budweiser, May 2020 | Progressive, April 2020 | Geico, April 2020
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Key Takeaway/Application: Most brands have a treasure trove of existing content  
and assets. Repurposing existing marketing materials is not only financially efficient, 
but also a solution to current production challenges.

https://www.marketingweek.com/budweiser-brings-back-wassup-quarantine/
https://www.adweek.com/agencies/working-remote-is-going-about-as-well-for-progressives-flo-and-co-as-it-is-for-you/
https://adage.com/article/hot-spots/watch-newest-commercials-tv-geico-fitbit-farmers-and-more/2250306
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Turning to the Public For 
Recovery Campaign Ideas  
New York’s DMO is asking the public for support to help create the recovery campaign.  
They have requested submissions including:  

• A new logo and tagline for the City’s Tourism Recovery efforts

• A media campaign that includes a :30 content piece and a distribution  
plan for this content

• Research that will inform the approach of the campaign

Source: Ads of the World
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Key Takeaway/Application: Partners, stakeholders and existing customers can be a 
good source of ideas to help engage and attract new customers.

https://www.adsoftheworld.com/media/digital/nyc_company_nyc_needs_you
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Collaboration Between AirBNB & Bumble
Travel and online dating industries have been facing a 
similar challenge; COVID has restricted their customers 
from using their services in-person. In order to appeal 
to those stuck at home, AirBnB launched Online 
Experiences in late April, where their customers can 
sign-up for international options such as a wine tasting in 
France or Tango lessons in Argentina. 

Soon afterwards Bumble, a women-first dating service, 
partnered with AirBnB and launched their “Bumble 
approved” experience list, which includes a number of 
options for the perfect virtual date. While people may not 
be able to meet in-person, the two companies are betting 
on people’s innate desire for human connection to drive 
them to both sites and sign up for an online experience. 
People from around the world can request a private 
booking or even specific dates for their virtual dates. 

This is just one of the initiatives that both platforms have 
started to drive activity online while their current or 
potential customers stay at home. 

Key Insight/Application: Some companies aren’t waiting 
for travel to resume; they’re looking for new ways to  
drive digital business and unique partnerships. Whether 
you’re a large, international business or a small, local one, 
non-traditional partnerships can help you make  
new consumer connections.

Source: AdWeek, 2020 | AirBnB, 2020

https://www.adweek.com/brand-marketing/airbnb-bumble-quarantined-daters-virtual-experiences/
https://news.airbnb.com/airbnb-and-bumble-make-first-dates-more-fun-with-online-experiences/
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Offering A Virtual Weekend Away

Tourism Australia inspired event planners with a weekend 
full of virtual content. Starting Friday, May 16, Live From 
Aus took viewers through a series of authentic Australian 
experiences. Every hour on the hour, they featured 
different travel experiences and destinations, cuisines, 
wildlife, and classic Australian personalities (including TV 
commentators, Chris Hemsworth, personal trainers and 
even The Wiggles).

With 36 events over the weekend, Tourism Australia 
showed the world the breadth of options that a trip to 
Australia can offer. A few of the virtual sessions included:

• A night at the Sydney Opera House

• Crocodile encounter with Matt Wright,  
LIVE from Darwin

• Sunrise Yoga with elements of Byron Bay

Prior to the launch of the virtual weekend, there were 
11K planning to attend and 68K interesting in attending 
(according to their Facebook event page). 

Key Insight/Application: Brands are finding new ways 
to expand their virtual experiences past just showing 
off the beautiful landscapes and new ways of injecting 
their destination’s personality with some of their iconic 
characters - whether that be celebrities or wildlife.

Sources: Travel Weekly, 2020 | CNN, 2020 | Cision, 2020

https://www.prnewswire.com/news-releases/nsw-takes-centre-stage-in-tourism-australias-live-from-aus-virtual-weekend-301059077.html
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The Future of Experiences Could be Timed
As businesses around the world start to think about 
reopening, capacity management and timed ticketing is 
at the forefront of considerations. 

While many larger attractions, such as Rome’s Colosseum 
or Peru’s Machu Picchu, were already use timed tickets 
to deal with over-tourism, now other businesses are 
considering the same approach. For example, Shanghai 
Disneyland recently reopened with timed ticketing 
after a 4-month shutdown, operating at one-third of its 
regular capacity and sold out within minutes.

Other options include coloured wristbands so employees 
can tell when a customer entered (and need to be 
moved along) or upselling by offering souvenirs  
(like branded hand sanitizer). 

Sources: Frommers | Travel and Tour World | Blooloop

Key Takeaway: Businesses need to rethink operations, 
including the flow of guests. If you’re considering  
timed entry or add-ons, there may be implications to 
your POS.

https://www.frommers.com/blogs/arthur-frommer-online/blog_posts/better-buy-a-watch-your-travel-future-will-be-timed
https://www.travelandtourworld.com/news/article/shanghai-disneyland-reopens-after-four-month-shut-down-due-to-pandemic/
https://blooloop.com/capacity-management-attractions-post-covid-19/


Making Socially-
Distant Service 
Appealing
A restaurant in Amsterdam has turned the challenge 
of physical distancing into a unique, intimate dining 
experience. 
The restaurant has repurposed mini greenhouses to 
accommodate one, two or (in a pinch) three diners. 
They’re also using long wooden planks to serve diners 
so that it’s easier for staff to maintain the required 
6-foot distance. 
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Source: Secret LA, 2020

Key Insight: By reimagining how things were, there may 
be a way to turn a negative consumer experience into a 
positive one (ex. isolation transformed into something 
intimate and novel).

https://secretlosangeles.com/amsterdam-glass-dining-cubicles/
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Summary
Two themes seemed to rise up in what we saw and gathered over the past two weeks:

• Movement: the research shows consumers taking steps to move beyond dreaming 
of the day they can travel again and starting to make plans, even if it starts with  
a road trip

• Reinvention: we saw many examples of brands innovating by repurposing and 
reimagining what was, to  figure out what the latest version of travel might be  
as restrictions begin to ease up
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