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COVID-19 concerns and 
extended cutbacks to business 
travel continue to hinder the 
travel industry’s full recovery, 
even as U.S. borders reopen to 
international travelers, 
bookings exceed 2020 
numbers and consumer 
comfort levels with traveling 
continue to grow. 

Morning Consult’s new quarterly report,
The State of Travel and Hospitality, tracks 
evolving consumer trends in the travel and 
hospitality sector and what they mean for the 
future of the industry.

Based on survey interviews with more than 
9,000 adults across the Americas, Europe and 
the Asia-Pacific region, this report provides 
insight into how consumers are thinking about, 
planning and engaging in travel amid the 
ongoing COVID-19 pandemic.

The report also investigates increasing tensions 
and polarization related to pandemic protocols 
and features a deep dive into business travel, a 
crucial player in the industry’s recovery that has 
been slow to rebound and may never completely 
return to pre-pandemic levels.

E X E C U T I V E  S U M M A R Y
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Within 1 month

1-3 months

4-6 months

7-12 months

More than a year

Never

U.S. adults predict they will next travel for leisure…

Poll conducted Oct. 22-24, 2021, among 2,200 
U.S. adults, with a margin of error of +/-2%. 
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K E Y  T A K E A W A Y S

1
The travel industry is rebounding … slowly.
COVID-related health concerns, testing and vaccination 
requirements and confusion over quarantines are all keeping 
the industry from a full recovery. In 2022 and beyond, travel 
and hospitality brands will need to help travelers navigate 
these barriers in order to facilitate a more robust return.

R E A D  M O R E

2
Travelers are returning with a new mindset.
Leisure travelers now understand that their plans may change 
at any time. COVID-driven changes like shorter booking 
windows, a priority on flexibility and even willingness to pay 
more for reschedulable bookings are here to stay for the 
foreseeable future.

R E A D  M O R E

3
Pandemic-heightened air rage is unsettling 
airlines and travelers.
Nationwide anxiety and political polarization amid a 
pandemic, paired with air travel’s close quarters and uneven 
application of guidelines, is creating a worst-case scenario for 
airlines: 41% of consumers say they’ve traveled less due to 
concerns about fellow travelers’ behavior.

R E A D  M O R E

4
Business travel will never return to pre-
pandemic levels. 
While the return to business travel was always expected 
to trail leisure, 39% of regular business travelers in the U.S. 
say they’ll never go on a work trip again. Those who do 
travel will be guided by new corporate policies and will likely 
be facing tighter budgets than in pre-pandemic times. 

R E A D  M O R E



WHAT THE TRAVEL INDUSTRY’S
‘RETURN TO NORMAL’ LOOKS LIKE

SECTION 1

High-frequency weekly data shows how consumer relationships with travel have shifted over 
the last 18 months
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A robust vaccine rollout and declining 
case counts have contributed to a 
higher volume of travel, with 
Thanksgiving weekend this year 
seeing the highest passenger volume 
through TSA screenings since before 
the pandemic.

Not all aspects of the industry are 
recovering equally: International 
travel has not rebounded as quickly 
as domestic, and hotel stays in the 
past year are currently at 83% of what 
they were in April 2020.

DOMESTIC TRAVEL IS SLOWLY GAINING STEAM AFTER A LOW IN THE WINTER 
OF 2020-2021
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Weekly surveys were conducted among 
roughly 2,200 U.S. adults each and have a 
margin of error of +/-2%. 
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The return of the road trip is here to 
stay: As long as COVID-19 is a factor, 
we will continue to see travelers’ 
comfort levels with self-contained 
transport remain higher than their 
comfort with shared options. And 
consumers will continue to be more 
comfortable with domestic travel 
compared to international routes.

DESPITE THE VACCINE ROLLOUT AND DECLINING CASE NUMBERS, CONSUMER
COMFORT WITH SHARED TRANSPORT REMAINS LOW

The share of U.S. adults who said they feel comfortable doing the following activities right now:
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Weekly surveys were conducted among 
roughly 2,200 U.S. adults each and have a 
margin of error of +/-2%. 
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While comfort levels across all 
groups of travelers have risen 
throughout 2021, two factors have 
remained uniquely correlated with 
higher comfort when traveling: 
higher income and previous 
travel experience.

These two groups overlap, but 
familiarity breeds comfort for the 
latter and the former takes comfort in 
their financial safety net to offset any 
health or safety issues they may face 
when traveling.

HIGH EARNERS, PREVIOUS TRAVELERS REPORT HIGHER COMFORT LEVELS

Share who say they are “somewhat” or “very” comfortable going on a vacation right now
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Weekly surveys were conducted among 
roughly 2,200 U.S. adults each and have a 
margin of error of +/-2%. 
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Throughout fall 2021, the vaccinated 
were more uncomfortable with 
travel than the unvaccinated, as
concerns spiked over breakthrough 
infections, waning immunity and the 
lack of clear and consistent 
implementation of COVID-19 policies.

But that doesn’t keep them from 
planning to travel. Vaccinated adults 
are more likely than their 
unvaccinated counterparts to intend 
on traveling in the United States 
within the next year.

AS COMFORT LEVELS HAVE RISEN, TRAVELERS ARE PLANNING. BUT 
VACCINATION STATUS STILL IMPACTS TRAVEL SENTIMENT

Weekly surveys were conducted among 
roughly 2,200 U.S. adults each and have a 
margin of error of +/-2%. 
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64% of U.S. adults say they have 
traveled within the past year and more 
than a quarter of have done so in the 
past month. 

Younger generations — Gen Zers and 
millennials — are more likely to have 
traveled recently than their older 
counterparts, as are high-income 
consumers. Notably, these 
demographics are not just traveling, 
but traveling often: 29% of millennials 
and 34% of those in high-income 
households say they’ve traveled more 
than three times in the past year.

YOUNGER, WEALTHIER TRAVELERS ARE DRIVING THE INDUSTRY’S 
REBOUND SO FAR

Frequency of domestic travel in the past year
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Poll conducted Nov. 18-21, 2021, among 2,200 
U.S. adults, with a margin of error of +/-2%. 
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While U.S. brands remain concerned 
about domestic travel’s pandemic 
recovery, in truth Americans are 
among those most eager to hit the 
road, with the highest share expecting 
to take a leisure trip within six months. 
Meanwhile, key global markets lag.

Chinese travelers anticipate a quicker 
return, but it will primarily be domestic, 
as they are still concerned about 
international trips. This presents a 
challenge to the global industry and 
raises questions of whether outbound 
Chinese tourism will ever return to pre-
pandemic levels.

CONSUMERS IN MOST KEY MARKETS WILL WAIT SEVERAL MONTHS TO TRAVEL

Polls conducted Oct. 22-25, 2021, among 
9,200 adults in the U.S., Canada, China, 
France, Germany, Japan, South Korea and the 
U.K., with margins of error up to +/-3%. 

Respondents were asked when they expect that they will next take a leisure trip
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WHAT IT MEANS: THE TRAVEL INDUSTRY IS STILL A LONG WAY FROM NORMAL

WHA T THIS  MEA NS  FOR TRA V EL B RA NDS

Some travelers are more 
comfortable than others 

with the idea of hitting the 
road (or the skies). Brands 
can win by doubling down 

on younger and more 
affluent consumers, or 

those who have had travel 
experience during the 
pandemic — all groups 

more open to travel now.

As concerns about long-haul 
travel and uncertainty 

around border opening 
status loom, domestic travel 
will continue to outperform 
international. Travel brands 

can recover volume by 
focusing marketing efforts 
on regional travelers, road 
trippers and staycationers.

Despite high hopes for 2021, traveler concern has 
stymied a full industry recovery, and will likely impact 
plans well into 2022.

The coronavirus pandemic will continue to be a factor for travelers for the 
foreseeable future, with peaks and valleys in activity driven by evolving 
case numbers, vaccination availability and potential new variants. 

As long as these conditions persist, traveler behavior and preferences 
will be different than they were prior to 2020. Most travelers will heavily 
prefer domestic trips over international ones and will opt for trips that 
enable some sort of physical distancing from others, both in transit and at 
their final destination. And even vaccination will not provide a complete 
sense of comfort for travelers, as mutations and breakout cases continue.



WHAT CONSUMERS WANT FROM 
TRAVEL AND HOSPITALITY BRANDS

SECTION 2

Comfort levels in traveling, cadence of current and planned travel, how consumers are planning 
their trips and what they expect of brands
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Among various factors to consider in 
booking both transportation and 
accommodation, two rose to the top: 
Price and safety were named as top 
priorities across all travel bookings, 
reflecting the ongoing impact of the 
pandemic — both financially and from 
a health perspective — but also 
reiterating the relevance of pre-
pandemic price-centricity.

PRICE AND SAFETY REMAIN TOP PRIORITIES IN BOOKING TRAVEL

70%

55%

51%

48%

40%

36%

Price

Brand's safety measures

Location

Flexibility of
rate/fare

Past experience with the
brand

Size of room/home

A CCOMMODA TION

Top six booking priorities, based on share of U.S. 
adults who call the following a top priority:
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57%

44%

43%

37%

37%

Price

Brand's safety measures

Flexibility of
fare/rate

Route

Location

Past experience with the
brand

TR A NS POR TA TION

Top six booking priorities, based on share of U.S. 
adults who call the following a top priority:

Poll conducted Oct. 22-24, 2021, among 2,200 
U.S. adults, with a margin of error of +/-2%.
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From navigating the logistics of quarantine and 
testing requirements — both at home and at their 
destination — to concerns about others’ behavior 
during a tense and polarized time in the United 
States, many Americans have decided it’s easier 
and safer to just stay home.

Women were more likely to cite concerns about 
safety — their own health as well as the health of 
loved ones — and more general concern about 
others’ behavior. Older travelers were particularly 
deterred by logistical challenges such as testing 
and quarantine.

PERSONAL HEALTH, SAFETY CONCERNS ARE DAMAGING DOMESTIC 
TRAVELER BEHAVIOR

Share of U.S. adults who agree the following factors have led 
them to travel less domestically during the pandemic:

43%

42%

41%

41%

34%

33%

22%

Personal health and safety

Quarantine requirements

Loved ones' health and safety

Concern about others' behavior

Personal financial situation

Testing requirements

In-person work requirements

Vaccinated 
travelers are more 
than twice as likely 
as unvaccinated to 

say this is a 
deterrent to travel

Those in 
households making 
$100k or more per 
year were slightly 

less likely to report 
being hindered by 
work requirementsPoll conducted Oct. 22-24, 2021, among 2,200 U.S. adults, 

with a margin of error of +/-2%. 
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Travelers of different generations are 
motivated to travel for different 
reasons. Millennials stand out here: 
They are more likely than other 
generations to travel for adventure 
and luxury, to attend specific events 
and spend time on their own. They’re 
also less likely to travel to spend time 
with family and friends.

Globally, motivations differ by region 
and country: Chinese travelers are 
unique in their strong desire to seek 
out cultural experiences, and those 
from Japan are more likely to favor 
luxury than respondents from all 
other markets.

AMERICAN LEISURE TRAVELERS ARE PRIMARILY DRIVEN BY RELAXATION, 
CONNECTION AND ESCAPE

Purpose of leisure travel in the next 12 months

Poll conducted Oct. 22-24, 2021, among 2,200 
U.S. adults, with a margin of error of +/-2%. 
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Pandemic uncertainty has resulted in travelers who are 
planning on a shorter timeframe than they did before 
COVID-19 hit. Rather than schedule far in advance, trip 
planners are more likely to wait until they feel they can 
book with some certainty that the trip will actually occur, 
which means more than 1 in 5 say they book transportation 
and accommodations within a month of departure.

The path to purchasing starts with a broader lens for 
younger travelers — 27% of baby boomers say they will 
not research destinations (instead, they already have one 
in mind), while only 11% of millennials say the same. 
Younger generations are more open to inspiration and 
direction early in the purchase journey, meaning brands 
that can provide flexibility in search when it comes to 
destinations and even dates may capture this key cohort.

MOST TRAVEL PLANNING NOW HAPPENS WITHIN THREE MONTHS OF DEPARTURE

Travelers who engage in the following trip-planning activities share how far in 
advance of a leisure trip they will act:
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Poll conducted Oct. 22-24, 2021, among 2,200 U.S. adults, with a 
margin of error of +/-2%. 
“I will not do this” answers have been removed.
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Nearly two years into the pandemic, COVID-driven 
behavioral changes show no sign of subsiding. 
And just as travelers have had to adjust their own 
approaches, they expect brands to do the same.

The primary expectations are related to 
cleanliness and communication of information —
not just regarding the brand’s protocols, but the 
destination’s as well. Overcommunication 
continues to be crucial for brands in managing 
traveler expectations and mitigating any surprises.

Despite having low net agreement on the issue, 
a majority of consumers believe travel brands 
should require the vaccination of employees 
and customers.

MOST TRAVELERS STILL EXPECT BRANDS TO IMPLEMENT PANDEMIC PROTOCOLS

Share of adults who agree or disagree about whether a brand should do the following:
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*Net represents the share who said a brand should do each 
activity minus the share who said they should not.

Poll conducted Oct. 22-24, 2021, among 2,200 U.S. adults, 
with a margin of error of +/-2%. 
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The ever-shifting level of risk 
throughout the pandemic has 
required travelers to maintain 
flexibility in their plans, cautiously 
booking travel with the knowledge 
that they may have to reschedule or 
cancel.

Travel brands responded with more 
generous policies, and now there’s 
no turning back — flexibility is table 
stakes. But certain groups of 
travelers, including high-income 
consumers, younger generations and 
liberals, are willing to pay a premium 
for the ability to adjust.

CONSUMERS ARE WILLING TO PAY PREMIUMS FOR CERTAIN FLEXIBILITIES

Poll conducted Oct. 22-24, 2021, among 2,200 
U.S. adults, with a margin of error of +/-2%. 

Respondents indicate how much extra they are willing to pay for a rate or fare that 
is flexible or cancellable

TRAIN

PLANE

HOTEL

BUS

10% of travelers are 
willing to pay an extra 
$100 or more for a flexible 
flight. That figure jumps to 
18% among those in 
households with annual 
incomes of more than 
$100,000

Consumer already 
expect a high level 
of flexibility from 
hotels, but a third 
would spend at 
least $20 for added 
flexibility

Nothing Less than $20 More than $100$20-$49 $50-$99



The Global State of Travel and Hospitality 20

TOP PRE-PANDEMIC DESTINATIONS WILL REMAIN POPULAR

Polls conducted Oct. 22-25 and Nov. 18-21, 2021, among 
9,200 adults in the United States, Canada, China, France, 
Germany, Japan, South Korea and the United Kingdom, with 
margins of error up to +/-3%. 

Respondents from eight countries 
were asked where they planned 
to travel internationally for 
leisure in the next 12 months
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WHAT IT MEANS: TRAVEL BRANDS MUST ACCOMMODATE NEW CONSUMER NEEDS

WHA T THIS  MEA NS  FOR TRA V EL B RA NDS

While some are still 
planning far ahead, more 

travel is being booked 
closer to the date of 

departure. Travel brands 
must consider this shorter 
timeline when determining 
where and how to engage 

with travelers, and what 
type of information they 

need throughout the path 
to purchase.

Flexibility is now a 
requirement. Travelers 

are aware that plans may 
change at any moment, so 
they will look for rates or 
fares that allow them to 
reschedule or cancel if 

needed. For brands that 
have started to offer these 

benefits through the 
pandemic, there’s no 

going back now.

Traveler comfort levels are 
still impacted by COVID-19 
and will continue to be for 

the foreseeable future. 
Brands must deliver on 
cleanliness at the very 

least and be sure to 
overcommunicate when it 

comes to pandemic 
protocols.

As travel brands continue to recover 
from the pandemic, they must also 
evolve to satisfy the changing needs 
of travelers.

Even the most fervent pre-pandemic travelers 
have had to adjust their approach to planning, 
organizing and going on trips. With COVID-19 still 
very much a concern for most, travelers are 
approaching the industry with uncertainty.

For the foreseeable future, travel brands must 
carefully manage customers’ expectations —
especially those who are just returning to the 
space after a long pause. Allowing customers to 
develop their own expectations only sets the 
industry up to underdeliver, leading to frustration.



HOW CONSUMERS ARE REACTING TO 
PANDEMIC-HEIGHTENED AIR RAGE

SECTION 3

Nationwide anxiety and political polarization amid the pandemic are on full display among 
consumers in the travel industry



23

41%
of Americans said they traveled less 
domestically during the pandemic
due to concerns about others’ behavior.
Divides in American society have deepened 
in recent years, and that polarization is 
affecting the travel industry, especially when 
it comes to pandemic-related mandates.
Specifically, incidences of “air rage” have 
gained media attention, and the concerns 
people have about the way others could 
behave has led to some rethinking or 
canceling travel.

Poll conducted Oct. 22-24, 2021, among 2,200 
U.S. adults, with a margin of error of +/-2%. 

63%
are at least slightly concerned about
an “air rage” incident on their next flight. 

36%

21% 21%

11% 10%

Not at all
concerned

Slightly
concerned

Somewhat
concerned

Very
concerned

Extremely
concerned

Respondents were asked how concerned they are 
about an “air rage” incident on their next flight

Poll conducted Jul. 9-12, 2021, among 2,199 U.S. 
adults, with a margin of error of +/-2%. 
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44%
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52%

58%

United Airlines' employee
vaccine mandate

Southwest cancelling hundreds
of flights in fall of 2021

American Airlines cancelling hundreds
of flights in fall of 2021

Frontier flight attendants restraining
unruly passenger with duct tape

United terminating employees who
did not comply with vaccine mandate

Southwest pilot reportedly saying "Let's
go Brandon" during a flight announcement

Southwest suspending its alcohol service

Delta proposal to share
no-fly lists among airlines

American Airlines serving alcohol
in premium seats but not economy

A lot Some Not much Nothing at all

Respondents were asked how much they had seen, read or heard 
about the following occurrences among airlines:

DESPITE BROAD MEDIA COVERAGE, ONLY SOME AIRLINE NEWS BROKE THROUGH 
TO CONSUMERS

Poll conducted Nov. 18-21, 2021, among 2,200 U.S. adults, with a margin of 
error of +/-2%.
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Airlines have generated their fair share of news over employee 
vaccine mandates in recent months: United Airlines was the 
first U.S. carrier to announce an inoculation requirement of all 
employees, while Southwest has veered from initial plans to put 
unvaccinated employees on unpaid leave.

No airline in the United States has yet announced a vaccine 
requirement for passengers — although some international 
carriers have done so — and given the polarized perceptions of 
employee mandates, brands may assume they’re in a no-win 
situation. But consumer support for vaccine mandates, while 
predictably divided across party lines, is also relatively high 
for air travel. In reality, vaccine mandates from airlines may 
reassure some tentative travelers who have avoided flying due 
to COVID-19 concerns.

VACCINE MANDATES ARE POLARIZING, BUT GENERAL SUPPORT IS HIGH FOR
AIR TRAVEL

63%

60%

81%

79%

47%

42%

Flying internationally

Flying domestically

All U.S. adults Democrats Republicans

Respondents who said vaccines should be required of patrons
when doing the following:

Poll conducted Oct. 22-24, 2021, among 2,200 U.S. adults, with a margin 
of error of +/-2%. 
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A flight attendant behaved inappropriately on a flight

An airline canceled many flights due to nonweather-related reasons

An airline employee made a political statement against personal beliefs

An airline mandated vaccinations for all domestic passengers

An airline mandated vaccinations for all employees

An airline mandated vaccinations for all international passengers

An airline suspended service of alcoholic beverages

An airline employee made a political statement aligned with personal beliefs

A passenger behaved inappropriately on a flight

Flight attendants restrained a passenger who was behaving inappropriately

Much more negatively Somewhat more negatively

PASSENGER AIR RAGE AND VACCINE MANDATES DON’T IMPACT SENTIMENT AS 
MUCH AS EMPLOYEE BEHAVIOR AND CANCELED FLIGHTS

Share of respondents who said they would feel more negatively about an airline if they learned the following:

Poll conducted Nov. 18-21, 2021, among 2,200 U.S. adults, with a margin of error of +/-2%. 

59% blame the individual for air rage incidents, while 22%
blame the airline or employees, 11% blame TSA or airport 
security and 5% blame current anxieties around travel

Travelers are twice as likely to think negatively 
about an airline if an employee makes political 
statements that go against their own beliefs (32%) 
rather than those that align with them (16%)
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Interpersonal tension and political polarization have 
crept into nearly every aspect of American life, and air 
travel is no different.

Many travelers are concerned about the actions of their fellow 
passengers when they step on a plane, and for some, it has prompted 
them to stay home or seek other forms of transportation. But travelers 
largely stop short of blaming airlines for such incidents.

Instead, travelers are influenced by negative employee behavior and 
flight cancellations — both issues that can at the very least be addressed, 
if not completely controlled, by airlines.

WHAT IT MEANS: AIR RAGE INSPIRES CONCERN, BUT NOT NEGATIVE 
PERCEPTION OF AIRLINES

WHA T THIS  MEA NS  FOR TRA V EL B RA NDS

Employee activity is more 
likely than a passenger-driven 

air rage incident to impact 
sentiment. As tensions remain 
high, airlines must focus on 

employee engagement, 
reinforcing that all staff are 
seen as reflections of the 
company as a whole and 

taking action in the case of 
malfeasance.

Canceled flights are an 
inevitability and often not the 
fault of an airline — but they 

tend to drive negative 
sentiment. In the case of any 
delays or disruptions, brands 

must focus on clear 
communication to passengers 
impacted in order to pre-empt 

anger and hostility.



THE SLUGGISH RETURN OF
BUSINESS TRAVEL

SECTION 4

A crucial facet of the industry will likely never return to pre-pandemic levels
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Business travel has lagged behind
leisure during the pandemic 
recovery, and there are strong signs 
that it may never return to pre-2020 
volumes. This is particularly 
concerning in Western Europe, 
where more than half of French 
business travelers plan to stay off 
the road indefinitely. Signs are more 
promising in the Asia-Pacific region, 
although even there, most say they 
will wait many months before 
traveling again.

EVEN THOSE WHO TRAVELED FREQUENTLY FOR BUSINESS BEFORE THE 
PANDEMIC ARE UNCERTAIN ABOUT THEIR BUSINESS TRAVEL FUTURE.

Time frame of next expected business trip among those who traveled for business at 
least three times a year pre-pandemic
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12%

8%
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18%
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14%
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10%

12%
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19%

17%

11%

8%

13%

15%

9%

8%

12%

15%

13%

7%

15%

7%

10%

4%

33%

16%

14%

26%

14%

10%

16%

14%

15%

33%

39%

39%

44%

45%

48%

62%

China

South Korea

U.S.

Canada

U.K.

Japan

Germany

France

Within
a month

1-3
months

4-6
months

7-12
months

More than
a year

Never

Polls conducted Oct. 22-25, 2021, among 9,200 
adults in the U.S., Canada, China, France, 
Germany, Japan, South Korea and the U.K., with 
margins of error up to +/-3%. 
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Among those who are taking trips, there is a preference for private 
transportation in the short term. Business travelers are more likely to use 
their own car for travel in the next three months, but are more open to 
shared transport — planes, trains and buses but also rental cars — for trips 
in the more distant future. 

TRAVEL BRANDS MUST ABANDON PRECONCEIVED NOTIONS OF BUSINESS 
TRAVELERS TO REACH AN AUDIENCE IN A NEW MINDSET

62%

25%

46%

11% 13%

55%

31%

50%

16% 15%

Your car Rental car Plane Train Bus

Trips in the next 3 months Trips in the next 12 months

Expected mode of transportation for upcoming business trips

Poll conducted Oct. 22-24, 2021, among 2,200 U.S. adults, with a margin of error of +/-2%. 

While business travel may never return to pre-pandemic levels, brands may be 
able to engage in new ways by looking past stereotypes of business travelers 
as high-spending, Amex-toting frequent flyers.

In actuality, 1 in 5 business trips in the next year will be day trips. Travel 
brands must adjust to the reality of shorter, closer-to-home trips being the new 
normal in business travel and finding ways to connect with those who have had 
to significantly shift their behaviors to meet a new, more restricted era.

21%
25% 23%

11% 9%

Day trip 2-3 days 4-6 days 1-2 weeks More than 2
weeks

Respondents were asked how long their next business trip will be
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REMOTE AND HYBRID WORK ENVIRONMENTS ARE ACCELERATING THE RISE OF
‘BLEISURE’ TRAVEL

12%

21%

14%

53%

I will work more than I normally do at my job
I will work as much as I normally do at my job
I wlll work, but less than I normally do at my job
I will not work

Share of employed travelers who say they will work during holiday trips

Poll conducted Oct. 28-31, 2021, among 2,200 U.S. adults, with a margin of error of +/-2%. 

Adding personal travel time to a business trip is not a new idea, but pandemic-
driven flexible work arrangements have allowed a larger group of workers to 
explore a work/life blend on the road.

The balance goes both ways: Nearly half of employed travelers said they would 
work during their upcoming holiday trips, with one-third anticipating that they 
would do so as much or more than they normally would at their job. This 
mindset is particularly prevalent among millennials, who make up the largest 
working generation and, in turn, have strong influence on corporate policies. 

The “bleisure” (“business” + “leisure”) mindset influences everything from 
business travelers’ desired destinations to the types of accommodations they 
seek, with traditional leisure travel drivers and preferences — think cultural 
experiences, adventure or bucket-list locations — seeping into the 
consideration set for business travel plans. Most importantly though, it means 
that the tools travelers need when traveling for both leisure and business are 
evolving. Dedicated workspaces and reliable Wi-fi are no longer nice to have: 
They’re essential.
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Compared to leisure travel, more 
business trip planning happens within 
the month before departure. Perhaps 
encouragingly for the industry, very few 
plan business travel far in advance, 
meaning that even those who are 
uncertain about their next trip may end 
up planning one in short order.

Even though a larger share of business 
travelers than leisure travelers say they 
won’t play a part in different aspects of 
the planning process, around 4 in 5 will 
be active in everything from selecting a 
destination to booking.

ROUGHLY 1 IN 4 SAY BUSINESS TRAVEL PLANNING HAPPENS LESS THAN A 
MONTH OUT

Travelers share how far in advance of a trip they make plans

33%

28%

27%

25%

27%

20%

24%

20%

40%

43%

46%

43%

41%

35%

41%

37%

16%

20%

14%

20%

20%

28%

22%

26%

7%

7%

8%

8%

9%

11%

9%

12% 5%

Business trips

Leisure trips

Business trips

Leisure trips

Business trips

Leisure trips

Business trips

Leisure trips

Less than a
month in advance

1-3
months

4-6
months

7-12
months

More than
a year

Poll conducted Oct. 22-24, 2021, among 2,200 
U.S. adults, with a margin of error of +/-2%.
“I will not do this” answers removed. 

Select
destinations

Arrange 
transportation

Arrange
accommodations

Research
destinations
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A permanent shift in business travel will have major 
impacts to the travel industry, but brands may also uncover 
new opportunities by leaning into these shifting norms.

Not only will many pre-pandemic business travelers not return to the road, 
but those that do are facing a very different reality. More than a year of lower 
travel budgets and adoption (albeit forced in some cases) of virtual work 
platforms means that executives will no longer see the value in the broad 
range of business travel occasions that existed pre-pandemic. Look for trips 
to be stripped back and focused on external interactions and conferences 
rather than internal meetings. And for those that are traveling, shorter and 
closer-to-home trips may be balanced with longer exploits that integrate 
leisure travel into plans.

Brands that rely on outdated assumptions about business travelers will 
quickly get left behind. Instead, they must adapt to the new normal and offer 
travelers the tools they need to accomplish a work/life blend on the road as 
they do at home.

WHAT IT MEANS: BUSINESS TRAVEL WILL NEVER RETURN TO NORMAL

WHA T THIS  MEA NS  FOR TRA V EL B RA NDS

Business travelers and 
brands alike will need to 

adjust to new relationships 
with loyalty programs. 
Brands should consider 
highlighting benefits and 

approaches to earning that 
extend beyond frequency 

and spend, to keep 
members engaged.

Nonairline transportation 
brands — think rental cars 
and trains — stand to gain 

from the shift to shorter 
distance trips. These brands 

should look for ways to 
engage early and often with 

those who are planning 
travel.
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This report uses survey research 
conducted throughout October and 
November 2021, among 9,200
respondents from the United States, 
Canada, China, France, Germany, 
Japan, South Korea and the United 
Kingdom. The “Return to Normal” trend 
data leveraged weekly surveys of 
2,200 U.S. adults.

The interviews were conducted online 
and the data was weighted to 
approximate respective populations of 
adults based on gender, educational 
attainment, race and region. Topline 
results from the poll have a margin of 
error of up to +/-3 percentage points.

ME TH OD OLOGY
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JOIN THE WEBINAR

Join Morning Consult’s travel and hospitality analyst, Lindsey Roeschke, 
on Thursday, Dec. 16 at 1 p.m. ET for a webinar discussing how global 
consumer trends are evolving and what they mean for the future of the 
travel and hospitality industry.

REGISTER NOW

https://morningconsult.zoom.us/webinar/register/7116384810911/WN_-K33xlKPTi2y0RZc5wtEgA
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