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action, equal-opportunity
employer. Michigan State
University Extension
programs and materials are
open to all without regard
to race, color, national
origin, sex, gender, gender
1dentity, religion, age,
height, weight, disability,
political beliefs, sexual
orientation, marital status,
family status or veteran
status.

USDA

@l United States Department of Agriculture

Y N B
% % % % % &k &k k k %k

Agriculture (USDA) civil rights regulations and policies, this

institution is prohibited from discriminating on the basis of race,
color, national origin, sex, age, disability, and reprisal or retaliation
for prior civil rights activity. (Not all prohibited bases apply to all
programs.)

I n accordance with Federal law and U.S. Department of

Program information may be made available in languages other
than English. Persons with disabilities who require alternative
means of communication for program information (e.g., Braille,
large print, audiotape, and American Sign Language) should
contact the responsible State or local Agency that administers
the program or USDA's TARGET Center at (202) 720-2600 (voice
and TTY) or contact USDA through the Federal Relay Service at
(800) 877-8339.

To file a program discrimination complaint, a complainant should
complete a Form AD 3027, USDA Program Discrimination
Complaint Form, which can be obtained online, from any USDA
office, by calling (866) 632-9992, or by writing a letter addressed
to USDA. The letter must contain the complainant’s name,
address, telephone number, and a written description of the
alleged discriminatory action in sufficient detail to inform the
Assistant Secretary for Civil Rights (ASCR) about the nature and
date of an alleged civil rights violation. The completed AD-3027
form or letter must be submitted to USDA by:

mail:

U.S. Department of Agriculture

Office of the Assistant Secretary for Civil Rights

1400 Independence Avenue, SW

Washington, D.C. 20250-9410; or

fax:

(833) 256-1665 or (202) 690-7442;
email:

program.intake@usda.gov.

This institution is an equal opportunity provider.
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onforme a la ley federal y las politicas y regulaciones de

derechos civiles del Departamento de Agricultura de los

Estados Unidos (USDA), esta institucion tiene prohibido
discriminar por motivos de raza, color, origen nacional, sexo, edad,
discapacidad, venganza o represalia por actividades realizadas en el
pasado relacionadas con los derechos civiles (no todos los principios
de prohibicién aplican a todos los programas).

La informacién del programa puede estar disponible en otros idiomas
ademas del inglés. Las personas con discapacidades que requieran
medios de comunicacién alternativos para obtener informacion

sobre el programa (por ejemplo, Braille, letra agrandada, grabacion

de audio y lenguaje de sefias americano) deben comunicarse con

la agencia estatal o local responsable que administra el programa

o con el TARGET Center del USDA al (202) 720-2600 (voz y TTY) o
comunicarse con el USDA a través del Servicio Federal de Transmision
de Informacion al (800) 877-8339.

Para presentar una queja por discriminacién en el programa, el
reclamante debe completar un formulario AD 3027, Formulario de queja
por discriminacion del programa del USDA, que se puede obtener

en linea, en cualquier oficina del USDA, llamando al (866) 632-9992,

o escribiendo una carta dirigida al USDA. La carta debe contener el
nombre, la direccién y el nimero de teléfono del reclamante, y una
descripcion escrita de la supuesta accion discriminatoria con suficiente
detalle para informar al Subsecretario de Derechos Civiles (ASCR,

por sus siglas en inglés) sobre la naturaleza y la fecha de la presunta
violacién de los derechos civiles. La carta o el formulario AD-3027
completado debe enviarse al USDA por medio de:

correo postal:

U.S. Department of Agriculture

Office of the Assistant Secretary for Civil Rights

1400 Independence Avenue, SW

Washington, D.C. 20250-9410; o

fax:

(838) 256-1665 0" (202) 690-7442;

correo electrénico:

program.intake@usda.gov.

Esta institucion ofrece igualdad de oportunidades.
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Agenda

e 10:00: Welcome and Introductions

* 10:10: Short Presentation: Covid-19’s impact on
tourism, current trends

10:25: Collaborative Public Health Posters

— Amy Nosal, Iron County UW Extension

 10:35: Discussion
11:00: Adjourn
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Introductions!
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%*MIND Contact

STRATEGIES

+ Mike Dabadie, CEO and Managing Partner

Heart+Mind PulseSM . 050 12

Expectations Emoﬁons + mdabadie@heartandmindstrategies.com

and Segments: » Other reports from our tracking can be found on our CV-19 website
» http://heartandmindstrategies.com/covid-19/

The Effect of Rising COVID-19
Cases on Consumer Confidence
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Three Quarters Expect a Second Shelter-in-Place Order

Q: How likely do you think it is that the United States will see a second wave of coronavirus cases in the fall that shuts down the economy again and leads to new
stay-at-home and shelter-in-place orders?
Q: How likely do you think it is that your state will see a spike in coronavirus cases that leads to a second shelter-in-place or stay-at-home order?

Extremely Likely Very Likely Somewhat Likely Just a Little Likely Not at All Likely

80% Likel

United States

75% Likely

Your State 22% 23% 30%

Pg.3 Source: Heart+Mind Strategies CV-19 Tracking; July 2020
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Behavioral Changes to Life are Expected to Be
Permanent

Do Not Expect Any
Permanent Routine
Changes

MORE LIKELY TO NOT EXPECT CHANGES:
Boomers, Silent Generation, Conservative GOP,
Suburban/Rural, No Job Impact Yet,

Expect Some
Permanent Routine
Changes

83% of those living in Urban areas are expecting
permanent routine changes as a result of COVID-19.
More than most to expect longer-term change in
cooking, exercise, work/home life balance, hobbies,
tech and online tools, education, and parenting.

Pg. 4 Source: Heart+Mind Strategies CV-19 Tracking; July 2020
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New Routines Forming That Could Last Longer

32%

]
2

New Routines Developed
- )
= 2

12%

7%

Pa. &

3%

T
0 Eating/Cooki Entertaining myself T
. atin 00KINg i
90% miss at
. Connecti
|eaSt one Of thElr Exercising -+ m'(:m:enzg
routines -
Travel
.
T Managing
i finances Managin
Using Anaging 0‘
hysical health
techgology - 7 1 AD expect to have
Managing Getting work some of these new routines
mental health => done
to change permanently
Balancing Practicing
wark 3’ me faith/spirituality
Educating Pursuing hobbies Size of marker indicates percentage
Parenting  children of consumers who expect routines
L ® @ Leaming to change permanently
8% 13% 18% 23% 28% 33% 38% 43%

Routines Missed the Most

Source: Heart+Mind Strategies CV-19 Tracking; May to July 2020
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Human Needs and Values are Being Compromised:
Safety, Freedom, Peace of Mind Taken Away

Having high self-esteem
.

: [N R >  Social Order
Feeling that | belong o No Impact -
[
A feeling of self-confidence ; .
Meagatively Impacted )
A feeling of personal p.ride Ase.nse of accomplishment .l\ e A hll oz
P A sense of well-being o A sense of happiness .and secure
A sense of freedom and choice

.
Caring for future generations
Having peace of mind ®

A feeling of being a good parent or

family member ® Positive Impacted
P I > o A sense of pride in my country
.
| feel healthy

Please indicate the extent to which the coronavirus pandemic is currently impacting each of these.
Source: Crosby Textor May to June 2020

Pg. 14 Source: Heart+Mind Strategies CV-19 Tracking
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Division Is Widening As Controversy Reigns

Q: Overall, would you say the outbreak of the coronavirus is bringing our communities and the people in our country closer
together and making us more unified, or is it driving us further apart and making us more divided?

60%

50% -
Driving Us

Further Apart

40%
Bringing Us

Closer Together
30%

20%
Not Making A

Difference

10%
Not Sure

0%
March July
2020 2020

Pg. 15 Source: Heart+Mind Strategies CV-19 Tracking
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New Consumer Segments Stable Over 15 Weeks

Hopeful Optimists Concerned Realists Anxious Worriers

23% 54% 23%

64% Male 50% Male/Female 80% White

60% Reopen now 50% Reopen now/Stay closed 69% Female

50% Kids at home_ Skew Multicultural 67% Stay closed

+12 Trump over Biden +1 Biden over Trump 23% Unemployed

Young Millennial, Silent Gen Z, Gen X +22 Biden over Trump
Strong positive emotions Balance of emotions Older Millennial

Travel: Risk Takers, Faint Travel: Cautiously Curious; Strong negative emotions
Signals Moderate Signals Travel: Wait and See; Needs

Pg. 21 Source: Heart+Mind Strategies CWV-19 Tracking July 2020

Full Permission
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What Employees Expect at Work

Require wearing face masks

Nice to Have My Responsibility

Require social distancing

Flexibility to work remotely

Provide temperature checks

Frequent sanitizing — especially common areas

Regular handwashing

Sanitizing stations/Hand sanitizer/Wipes

Provide PPE

Provide safety/CDC guidelines

Encourage sick days/quarantine

Plexiglass barriers between desks/customers

Reduce capacity at office/onsite locations

Provide gloves

Offer mental health days

Offer COVID-19 testing

Flexible work schedules

Source: Heart+Mind Stratagies. Base: Qualitative Community (n=729)
Q. What are the required or ‘must-do’ practices you expact your

Pg. 9

“Separate our cubes so

they aren't so close together or
add some type of plexiglass
barrier. Provide masks and

hand sanitizer. Clean and disinfect
the area regularly.”

" am responsible for my
health, for making sure my
area is clean and sanitized
even if the cleaning crew has
already done so during after-
hours. I'm also responsible for
washing and sanitizing my
hands on a regular basis.
Wearing a mask is my
responsibility regardless if my
employer requires it or not

to keep me and my fellow

workers safe."”

to enact in order to protect your mental and emotional health and well-baing, and that of your co-workers?/ Q. What are the 'nice to have’ practices you would like to have your employer to enact

employer
in order to protect your mental and emotional health and well-being, and that of your co-workers? / Q. What are your responsibilities — NOT your employer’s responsibility - in the workplace in order to protect your physical health and safety?
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What Impacts Trust In Employer?

Trust in employer as a
source of information

15%

35% Trust
20% Completely/
Great Deal

33%

15%

18%

Total

= None at all Trust a little Trust somewhat

Trust a greatdeal » Trust completely

Source: Heart+Mind Strategies. Base: All Qualified Respondents (n=1,009) / Employed (n=571)
— Q. How much trust do you have in the following sources of information? / There are many things that may impact trust in your employer. For you, which of the following have the most impact on the degree of trust you have in your employer? Please
g. rank your top 3 choices.

Empowerment/
Personal Responsibility

Clear Expectations

Understanding Employees Holistically as Humans

Actions Aligned With Approachable &

Values Supportive Environment
Shared Vision For th HPM™H

fure  Building Trust Equality
Leadership Behavior Diversity

Consistency
Clear and Regular Communications
Competencies
Honest and Truthful
Listening
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Where Employees Are Working

Work environment

Before COVID-19 | worked primarily
from a home office and still do

| shifted to working from home full
time due to COVID-19

| work primarily at the physical
location of my employer

| work primarily outside of my home
at various employer or customer
locations

18%
47% Working From Home
29% Work From Home more likely
among College Graduates, 100k+
Income, Gen X, Males 35-54
31%
10%

Source: Heart+Mind Strategies. Data base: Employed or Looking (n=662)
Pg. 43 Q. Which of the following best describes your work environment? / In your current ling of work, how often do you work in a traditional office setting, including your offices of your employer, clients or vendors?
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How Employee Values Are Shifting

: Freedom
Getting Worse Social Order
ISR Security
B Focce of Mind Employeg sense of
Enjoyment Accomp"Shment, Self'
Happiness Esteem, Pride
&3 Well-Being :
“§ Inclusiveness stronger than public at
Sense of belonging 0 large.
Tolerance 0
Productivity 2 . :
Eulfillment 3 Less intensity of loss of
Dependability 3 Freedom, Peace of
Success ° Mind, and Security.
Pride 6
Satisfaction 6
Accomplishment 6
Self-esteem 13
Concern for others 13

Source: Heart+Mind Strategies, Base: Employed (n=571)
Pg. 44 Q. Please select the words below that best describe the way you feel right now in light of current events.
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Client Successes Insights & Updates Contact Q

D esti n atio n ¢ A na ly St S Home  About  Research  Speaking  Traveler Studies

You are here: Home / COVID-19 Insights

COVID-19 Insights

COVID-19 Travel Insights

Independent and Unbiased Data is Your Most Powerful Asset Right Now

Destination Analysts is tracking and publishing key consumer perceptions, attitudes and behaviors through unbiased, expert-
designed research, in order to help the travel, tourism and hospitality industries form strategy and communicate through the
COVID-19 crisis. As an independent, third-party research company, you can trust that the information we provide you is not

motivated or directed by any advertising or marketing agency.

Coronavirus Shareable Latest Key Webinar
Travel Sentiment Media Findings Resourees
Index Report Infographics Things to Know Regiscran®

https://www.destinationanalysts.com/covid-19-insights/
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Research Overview & Methodology

» Weekly tracking survey of a representative U.S.Regions
sample of adult American travelers in each of
four U.S. regions

* Designed to track traveler sentiment and
generate insights into when tourism businesses
can expect demand to return and from whom

» Week 17 data (fielded July 3-5) will be
presented today

= 1,200+ fully completed surveys collected each
wave

» Confidence interval of +/- 2.8%

» Data is weighted to reflect the actual population
of each region

Destination Q Analysts
00 YOUR RESEARCHM
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Expectations for the Coronavirus Outbreak

American travelers’ morale about 80%

COVID-19 improved marginally this

70%
week: health and financial concern
. 60% 8%
levels lowered very slightly and 16.4% f
of travelers expect things to get better 50% .
“Worse” or
in the next month, up from 13.8%. a0 “Much worse”
30% T
“Better” or
20% “Much better”
Question: In the NEXT MONTH, how (if at all) do you expect 16.4%
the severity of the coronavirus situation in the United 108 13.8%
States to change? (Select one)
In the next month the coronavirus situation will
0%
(Base: All respondents, 1,201, 1,200, 1,201, 1,216, 1,263, 1,238, Mar Mar Mar April April  April April May May May May May June June June June July July  July
1,208, 1,204, 1,200, 1,212, 1,223, 1,257, 1,214, 1,214, 1,205, 13-15 20-22 27-29 35 10-12 17-15 24-26 1-3 810 15-17 22-24 29-31 5-7 12-14 1%-21 26-28 3-5 10-12 17-19

1,231, 1,213 and 1,200 completed surveys. Data collected March
13-15, 20-22, 27-29, April 3-5, 10-12, 17-19, 24-26, May 1-3, 8-
10, 15-17, 22-24, 29-31, June 5-7, 12-14, 19-21, 26-28, July 3-5,
10-12 and 17-189, 2020}

Destination éAnaLystE

D0 YOUR RESEAREH Pa ae 6
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Excitement to Travel Now (Excited vs. Not Excited)

Their travel spirits, however, remain 70%

significantly depressed. Yet another record
46.7% of American travelers now say they 60% 57.7%

don’t have any trip plans for the remainder of
50%

2020. Only 41.1% express any meaningful
enthusiasm about the possibility of taking a 40

getaway in the next month (down from 57.7%
at the end of May), and just 36.6% feel open to 30
travel inspiration—Ilevels not recorded since
. . . 20 |
the height of the lock-down in April.
10 |
Question: Imagine that a good friend (or close family 0

member) asks you to take a weekend getaway with . .
them sometime in the next month. Not excited (0-4) Excited ((6-10)

How excited would you be to go? (Assume the petaway is to a
place you want to visit)

=

=

ES

=

=

March 13 - 15 © March 20 - 22 ® March 27 - 29 B April 3-5 W April 10-12 W April 17-19 B April 24-26

(Base: All respondents, 1,201, 1,200, 1,201, 1,216, 1,263, 1,238, m May 1-3 m May 8-10 May 15-17 May 22-24 I May 29-31 W June 5-7 W june 12-14

1,208, 1,204, 1,700, 1,212, 1,223, 1,257, 1,214, 1,714, 1,205, W June 19-21 June 26-28  ®July 3-5 ®luly10-12  ®Jult 17-19
1,231, 1,213 and 1,200 completed surveys. Data collected March

13-15, 20-22, 27-29, April 3-5, 10-12, 17-18, 24-26, May 1-3, 8-10,

15-17, 22-24, 29-31, June 5-7, 12-14, 19-21, 26-28, july 3-5, 10-12

and 17-19, 2020)

Destination é.ﬂmaly sts

D0 YOUR RESEARCH
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Travel Discounts

Even discounts and price cuts
ability to motivate travel in
the next 3 months is down to
28.4%, with a larger
proportion of travelers
disagreeing that deals could
get them to find traveling

more attractive.

Destination éﬁma[yst 5

D0 YOUR RESEARCH

HOW MOTIVATIONAL TRAVEL DISCOUNTS ARE FOR NEAR-TERM TRAVEL:
MARCH—JULY 2020

STATEMENT AGREEMENT: THE CORONAVIRUS HAS LED MANY TRAVEL PROVIDERS TO CUT THEIR PRICES.
THESE DISCOUNTS AND PRICE CUTS (AIRLINE, HOTEL, ETC.) MAKE ME MORE INTERESTED IN TRAVELING
IN THE NEXT THREE (3) MONTHS.

=Agree or Strongly agree =Disagree or Strongly disagree

45%

39.3% 39.2%
40% 38.4% 38.8% 45 ooy 37.6% 383%, ,

35%
33.7%
30%
28.4%
25%
20%
R ﬂ:lr ﬂf\ ":" '.\"]» 22 .}b '\:b ) : A ’ e :'bN o > ,':\ "'l-‘b ‘b"’ '\q, :\q
" O 4, R ) L ) v o Vv 9 o Qo A
P AP VIR S P NI P AL
L ¢ A 4 2 2 2 o L L
& ¢ ¢ & ¢ W ARG F ¢ S
(Base: All respondents, 1,201, 1,200, 1,201, 1,216, 1,263, 1,238, 1,208, 1,204, 1,200, 1,212, 1,223, 1,257, 1,214, 1,214, 1,205, 1,231,
1,213 and 1,200 completed surveys. Data collected March 13-15, 20-22, 27-29, April 3-5, 10-12, 17-19, 24-26, May 1-3, 8-10, 15-17,
22-24, 29-31, June 5-7, 12-14, 19-21, 26-28, July 3-5, 10-12 and 17-19, 2020}
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Face Masks in Public

As the pandemic continues its assault on the

Strongly agree 58.5%

United States and many travel and hospitality

professionals find themselves leading or in the - 77. 6%

middle of mask debates, this week we looked Agree

into American travelers’ likely use of masks

while traveling and their support of mandatory
Neutral (neither agree nor disagree)

policies. First, we found that 77.6% agree that

face masks should be worn in public, and

66.6% say they “always” wear one while out Disagree
(those that don’t always most commonly cite

that there aren’t enough people around for it to Strongly disagree 3.49%
be necessary).

0% 10% 20% 30% 40% 50% 60% 70%

Question: How much do you agree with the following statement?
Statement: In this environment, people should wear face masks when they are in public.

(Base: Wave 19 data. All respondents, 1,200 completed surveys. Data collected July 17-19, 2020}

Destination € Analysts
¢n:--:u.t azlssaﬁcr- | Pag:
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Practiced Pandemic-Era Travel Etiquette

PRACTICED PANDEMIC-ERA
TRAVEL ETIQUETTE

Right now, 68.8% of American travelers
plan to wear a face mask during trips
taken over the next 6 months. American
travelers also largely plan to practice other

pandemic etiquette such as following

social distancing guidelines.

WEAR A FOLLOW SO0CIAL AVOID
FACE MASK DISTANCING GUIDELINES CROWDS
(68.0%) (63.0%) (61.6%)

(=

Question: If you were to take a trip in the next six months, which WEAR
would you be likely to do? (Select all that apply) CARRY ONLY EAT RESTAURANT GLOVES
HAND SANITIZIER TAKE-DUT poghiped
[59.0%) (NO SIT-DOWN SERVICE) { i !

(Base: Wave 19 data. All respondents, 1,200 completed surveys. (37.1%)

Data collected tuly 17-19, 2020)

Destination ¢Analy51 5

YOUR RESEARGH
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Feelings About Destinations Requiring Masks

When asked how they would feel if a destination they wanted to visit required visitors and residents to wear masks while in public, over two-thirds
(67.4%) said that would make them happy or, most likely, very happy. Those 9.5% that expressed unhappiness about a mask mandate were asked if this

requirement alone would be enough to keep them from visiting a place they otherwise wanted to visit. One in five of this group said it would, half said no and
the remaining 30% said they weren’t sure.

FEELINGS ABOUT DESTINATIONS REQUIRING MASKS

Q: WHICH BEST DESCRIBES HOW YOU WOULD FEEL IF A
DESTINATION YOU WANTED TO VISIT REQUIRED VISITORS
AND RESIDENTS TO WEAR MASKS WHILE IN PUBLIC?

Q: WOULD THIS REQUIREMENT ALONE BE
ENOUGH TO KEEP YOU FROM VISITING A
PLACE YOU OTHERWISE WANTED TO VISIT?

Yes,
I don't know,
Unhappy .5.4% 29.4%

No, 50.5%

]w---

0% 10% 20% 30% 40% 50%

Very unhappy . 4.1%

Destination ¢ Analysts (Base: Wave 19 data. All respondents, 1,200 completed surveys. Data collected July 17-19, 2020)
00 YOUR RESEARCH

| Page
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HISTORICAL PERSPECTIVE: LEISURE TRAVEL EXPECTATIONS (TRIPS TAKEN)
(AS OF JULY 207")

100%
1 expect to travel more for leisure ==| axpect to travel about the same fer leisure —| axpect to travel less for leisure
80%
GREAT COVID-1%
RECESSION PANDEMIC
&0%%
40%
20%
0%
Y e i U LB T L LR LI IR LU LRI JE I AL LI qu,lrn,bn.\q
m‘pbfp“*»“ & o “afp“qr“m“fﬁ'm“w“w“ﬂ» 15’*1, oS S oS A 'Frp flPﬂ- NS S BB P L) -Pm"m“m ﬁ-“ N

& T T O B B .:-qs-.;.‘a S
,f-f ﬁé‘&fﬁ* 4*&&#4#*&#9#@9;&‘ fﬁnﬁqﬁ N &“Zﬂ““f" WO

Q: IN THE NEXT 12 MONTHS, DO YOU EXPECT TO TRAVEL MORE OR LESS
FOR LEISURE THAN YOU DID IN THE MOST RECENT 12-MONTH PERIOD?

{Base: Wave 11 and Wave 19 data. All respondents, 1,223 and 1,200 completed surveys. Data collected May 22-224 and July 17-19, 2020)
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What’s going on in your area?

 How are visitors behaving?
 How are businesses feeling?
« What is going well, what needs improvement?
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Wrap-Up

 Final Partner Comments

* https://www.canr.msu.edu/tourism/COVID-19-
pandemic-and-tourism/

* Next Meeting
- Wednesday, July 29, 2pm ET/1pm CT

Evaluations!

s\“r


https://www.canr.msu.edu/tourism/COVID-19-pandemic-and-tourism/
mailto:croninwi@msu.edu
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