Impact of COVID-19 on Travel Industry
October 28, 2020

To help share information about COVID-19 impacts to the travel industry, Travel Oregon’s
research team is compiling state and national data on a bi-weekly basis to share with external
partners. The data below is this week’s summary and is for informational purposes only.
Weekly Traffic to TO.com
• Week 4 of Q2 2021 showed an 8% increase in traffic YOY or 7695 visitors. Most of this week’s gain
came from organic search and email.
o We are now competing with the launch of last year’s Yeti and Squatch campaign which is
driving down our YOY numbers due to the popularity of that campaign.
o Additionally, last year on 10/21, we had a spike in bot traffic. You can see the YOY change
represented below in the direct traffic in week 4.
• We haven’t yet recovered from the loss in organic search traffic that we experience after the Labor
Day fires. We’ve leveled off to organic search levels that we were seeing back in April and May.
• Outside of Travel Oregon: The Game, the top content for the past 4 weeks continues to be our travel
alerts. Although the covid-19 resources page is now in second places boosted by the launch of our
Fall 20 campaign. We also got a lot of traction from our guide to fall foliage story that ran last
week in our enewsletter. We also seen a rise in traffic to our road ready sweepstakes landing page.
• Fall 2020 Safe Travel campaign continues to promote awareness around how to travel safely in
Oregon given CV-19.
o This week the campaign traffic made 13% of total traffic to TO.com
• Week over Week (WOW): Our week 2 WOW results were up 8% after being down -5% last week.

PDX Airport Data
The TSA reported 8,401 passengers utilized the checkpoints on Saturday, a decrease of 667 over the
previous Saturday. On October 18th, PDX saw their second highest throughput since the start of
the pandemic at 10,965, only 1 passenger short of match the previous record. Throughput continues
its level trend since the start of July. However, YOY change in throughput continues to climb very
steadily.

STR Monthly Data (Month of September)
• In comparison with the same month in 2019, the Oregon hotel performance recorded the following:
o Occupancy: -16.2% to 62.2%
		

– Improvement from August, which was -29.6% to 56.7%

o ADR (Room rate): -17.9% to US$106.76
		

– YOY performance was an improvement vs. August (- 19.1%), however September
experienced a seasonal 9% decrease in average room rate vs. August (US$117.23)

o RevPAR: -31.2% to US$66.17 (August was -43.1% to US$76.48)
• Oregon continues to outperform the US and Pacific NW.

STR Weekly Data (October 11 to October 17)

Arrivalist
• Over the past month, Arrivalist data indicates that Oregon has seen a 10.3% drop in travel to
Oregon. For the month, we’re lagging behind the US, which had 7.4% drop. See the following for
the Oregon data.

Social Sentiment + Hot Topics
The seven-day average of new cases nationwide hit 68,767 on Sunday (Oct. 25), topping the previous
peak of 67,293 reported on July 22.
47 states (including Oregon) are now classified as either “trending poorly” or having “uncontrolled
spread” by public health experts. Nationally, the two highest single days of new cases were Friday
and Saturday, with more than 83,000 new cases added each day. In Oregon, OHA reported 550 new
cases on Friday, the highest daily case count since the beginning of the pandemic.
Not surprisingly, COVID-19 is the leading topic of discussion among the topics we are tracking.

Topics driving coverage in/or about Oregon include:
• Record-setting case counts and new projections showing cases skyrocketing, unless Oregonians
“don’t change their ways fast.”
• Idaho hospitals’ potential plan to send patients to Portland due to capacity limits.
• With the number of facilities with one or more cases at its peak, the coronavirus continues to
hound Oregon’s senior living facilities.
• Governor Brown reviews school reopening metrics as pressure from parent groups, school boards
and pediatricians increase.
• With federal stimulus legislation stalled, CC Slaughters, the iconic LGBTQ club in Portland, became
the latest victim of the pandemic. The impact of the pandemic on Oregon’s restaurant scene
continues to be dire and this Eater story is tracking all of the closures.
• The disproportionate impact of the pandemic on women in the workforce have been widely
documented in local media. Both KGW and OregonLive brought the September jobs report—that
showed that more than 865,000 women dropped out of the labor force—to life using personal
stories from the area.
Other COVID + travel topics:
• A new study by Boeing, United Airlines and the Department of Defense shows that the risk of
COVID-19 exposure onboard an aircraft is “virtually non-existent.”
• From empty piazzas and bike lanes to uncrowded attractions and quiet parks, how tourist
hotspots such as London, Rome and New York have changed during the pandemic.
• Longer, infrequent trips, immersive experiences and more time outdoors - how the pandemic has
forever changed the way we travel (Travel + Leisure).
• Despite being one of the densest cities in the world, how San Francisco became a COVID-19
success story while other cities stumbled (LA Times).
• Jane Goodall’s advice on how to evolve tourism in a post-pandemic world (hint: “One of the things
to avoid is more people - the secret is tourism that is controlled. The number of people that are
allowed in, and how long they can stay, and that is tough, but it has to be.”)

#OregonFires
Social conversations on the fire have dwindled; most of the tracked conversations were informational
links from agencies such as FEMA and OEM pertaining to services for impacted communities such as
unemployment, housing, and disaster relief.

Portland and Social Justice Protests:
Social justice protests in Portland have continued for 132 days as of this past weekend. The following
events/stories have generated the most buzz in the past two weeks:
• A crisis mapping group named Oregon as one of five states in greatest risk from increased militia
activity around the November 3 elections. This comes as the FBI foiled a plot against Michigan
Governor Whitmer and Portland agencies prepare for post-election violence.
• Clashed have continued between protesters and federal law enforcement outside the ICE facility, a
frequent destination for protests in SW Portland. The protests have led to deployment of tear gas,
arrests and a widely shared and commented photo by Nathan Howard that perfectly depicts the
reality of life in Portland.
• The photo shows a woman (with a mask on) leaving her condo while a protester is being detained.
was widely shared and commented on for its perfect distillation of life in Portland.

• There was a rally supporting groups that working towards racial
justice in Lake Oswego, this past weekend (Oct. 25); despite
the presence of counter protesting Proud Boys and a few verbal
altercations, the rally was peaceful and lent solidarity to the
“Respond to Racism in Lake Oswego” social justice efforts in the
Portland suburb.
• Activists also encouraged folks to vote and celebrated first time
voters with drum rolls and dancing!
• Environmental groups including the ACLU, Willamette
Riverkeeper and Cascadia Wildlands have filed a lawsuit against
DHS for violating the National Environmental Policy Act by
“failing to analyze the potentially severe human health and
environmental impacts of tear gas before it was deployed.”
• Finally, Portland joined Seattle and New York in a lawsuit
against the Trump Administration’s designation of the city as an
“anarchist jurisdiction.”

National Trends
Destination Analysts
Highlights:
• As new infection records continued to be set in the U.S., Americans’ strong concerns about
virus contraction and the pandemic’s impact on personal finances and the greater economy
marched upwards again this week. Pessimism about the virus’ course in the U.S. is firmly back in a
heightened period.

• The increased anxiety about the virus coincides with decreasing excitement levels about taking a
getaway in the next month and openness to travel inspiration.

• Perceptions of travel activities as unsafe and the percent of Americans who agree they have lost
their taste for travel for the time being ticked up this week.

• However, there are signs that travel may not be as significantly impacted as it was in previous
surges during the pandemic. 35.1% of American travelers feel they have gained confidence in how
to navigate the pandemic in the last three months. Americans are now actually exhibiting less
agreement that they will avoid travel until the coronavirus situation is more resolved and their
state of mind about travel readiness remained constant from last week.
• Three-quarters still have trips at least tentatively planned, and the joy travel brings remains
ingrained. Nearly 60% of Americans agree that having a vacation scheduled in the next six months
would make them feel there is something happy to look forward to.

• Air travel also looks to continue a measured recovery. Over 35% plan to travel by air in the next 6
months.
• Examining policies that may bring more Americans back to air travel sooner, comfort with airlines
requiring a COVID-19 test prior to boarding increased to 50.7% from 43.2% just two weeks ago.
However, social distancing continues to be important to a significant share of Americans when it
comes to air travel.

COVID-19 Harris Poll, October 18, 2020
• COVID-19 lockdowns have given consumers a renewed appreciation for the outdoors
o 69% of Americans say they have an increased appreciation of the experience and awareness
of their surroundings when they are outside
• Even with winter approaching, Americans are turning to the outdoors for safety, sanity and
entertainment
o Three in 10 (29%) say they will continue to adjust to outdoor socialization during the winter
months
• With high interest in nearly all outdoor activities, consumers are more receptive to outdoor
advertising
o Just under half (45%) say they are noticing outdoor advertising (billboards, outdoor video
screens, posters, and signage) more than before the pandemic and 38% say they find these
ads useful because they provide them with information on COVID safety and hygiene
• At the same time, indoor advertising is less noticed and two-thirds (68%) of Americans say they
have been spending so much time looking at screens that they tune out digital online ads

Research and Analytics Resources
https://ttra.com/resources/covid-19-travel-and-tourism-research-resources/
https://str.com/event/covid-19-webinar-us-canada-hotel-weekly-performance-analysis
https://www.mmgyglobal.com/covid-19/
https://www.ustravel.org/toolkit/covid-19-travel-industry-research
https://keydatadashboard.com/covid-19-impact-report-on-short-term-vacation-rentals-in-oregon/
https://covid19.ubermedia.com/
http://hotelnewsnow.com/data-dashboard

If you have any questions, please direct them to: ladan@traveloregon.com

