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Background & methodology

o The objective of this phased analysis is to model the impact of COVID -

19 on the Canadian market and provide deeper insights into re -

engagement factors on  a  segm ented  leve l.

o The  following p resen ts insigh ts m ore  specifica lly focused  on  trave l –

a lthough  othe r insigh ts were  a lso ga the red  as part of a  b roade r study.

o Approxim ate ly 1,200 re sponden ts
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Creating the Framework
Understanding consum er decision-m aking
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Decision - making framework

GOAL- DIRECTED
Co n s c io u s  & re fle c t ive  – Op e n  to  n e w  in fo rm a t io n  & o ffe rin g s  – High cognitive effort

HABIT- DIRECTED
Un c o n s c io u s  & re a c t ive  – Ru n n in g  m o re  o n  a u to p ilo t  & h a b its  – Low cognitive effort

Im
p

or
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nc
e Deem ed  important ; 

Deem ed  urgent

Urg e n c y

Deem ed  important ; 
Deem ed  non-urgen t

H
ig

h
Lo

w

Lo w Hig h

TAKING ACTION/CHANGEDECIDE TO TAKE ACTION/CHANGE

Deem ed non-im portan t; 
Deem ed  non-urgen t

Deem ed  non-im portan t; 
Deem ed  urgent

NO ACTION/CHANGE CONSIDER THE ACTION/CHANGE

COVID has im pacted  consum er decision-m aking a round trave l. The  pandem ic has changed  the  
leve l of im portance , and  degree  of u rgency, in  how people  a re  th inking about fu ture  trave l p lans.

Ho w  c o n s u m e rs  m a ke  a c t ive  c h o ic e s /c h a n g e  vs . d e fa u lt  to  h a b it - b a s e d  c h o ic e s
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Physio logica l needs

Safe ty

Socia l /  Love

Esteem

Self-actua liza tion

The impact of COVID on personal needs

Basic needs

Psychological needs

Self- fulfillment needs

Un d e rs ta n d in g  b e h a vio u r th ro u g h  Ma s lo w ’s  m o t iva t io n  th e o ry
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Physio logica l needs

Safe ty

Socia l /  Love

Esteem

Self-actua liza tion

The impact of COVID on personal needs

Basics like  em ploym ent changes, housing concerns, 
and  keeping hea lthy a re  le ss stab le  for som e

Regard less of previous p lacem ent, m any have  
now grea te r focus on  the ir need  for sa fe ty

Allowable  socia l in te ractions a re  declin ing as 
cases increase

Those  who m ay have  previously had  the ir e steem  
or actua liza tion  needs m et m ay now be  pushed  
back down the  h ie ra rchy, and  seeking the ir basic, 
sa fe ty and/or socia l needs

Un d e rs ta n d in g  b e h a vio u r th ro u g h  Ma s lo w ’s  m o t iva t io n  th e o ry
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Physio logica l needs

Safe ty

Socia l /  Love

Esteem

Self-actua liza tion

The impact of COVID on personal needs

People want (and need) to experience order, 
predictability and control in their lives. 

• em otiona l security
• financia l security
• freedom  from  fea r
• socia l stab ility
• hea lth  and  we llbe ing
• Etc.

Like  othe r industrie s, trave l consum ers 
have  been  driven  down the  pyram id  to  
lower leve ls; p lacing a  grea te r focus on  
sa fe ty.

With  th is , consum ers pe rceptions of the  
im portance  of trave l insurance  have  
notab ly increased .

Un d e rs ta n d in g  b e h a vio u r th ro u g h  Ma s lo w ’s  m o t iva t io n  th e o ry
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Trending of Key Markers
Exam ining sh ifts  in  consum er confidence , trust, and  risk m anagem ent
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11%

1% 1%

50%

15% 16% 15%

2%
2%

46%

19%
21%

9%

2%
3%

42%

34%

16%

5%

1%
3%

39% 40%

12%

4% 1% 4%

41% 40%

11%

5% 1% 4%

39% 38%

13%

4% 2% 5%

Uncertainty Danger Challenge Opportunity Thrill Not sure

2013 2016 2017 2018 2019 Jun 2020 Sep 2020 Dec 2020 Jan 2021

Perceptions of “risk”

Relevant to  trave l, the  pe rception  of risk is  
increasingly associa ted  with  hea lth  and  
physica l harm  ra the r than  opportun ity.

Ho w  d o  c o n s u m e rs  in te rn a lize ?
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80%

39%
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0%

39%

75%

40%

67%

43%

0%

33%

79%

31%

68%

41%

0%

36%

82%

39%

78%

54%

0%

34%

73%

34%

66%

39%

0%

49%

NA

47%

NA

50%
47%

35%

80%

31%

68%

50%

NA

58% 59%
55% 56%

53%

41%

52%

58%
54% 56%

47%

34%

59%

66%

57% 57%

51%

41%

59% 58% 56%
52% 51%

39%

Federal government Your local police force Provincial government Your employer Your local city council The media

2008 2009 2010 2011 2014 2017 2019 Jun 2020 Sep 2020 Dec 2020 Jan 2021

Trust in organizations

All t im e  lo w  s in c e  
t ra c kin g

All t im e  lo w  s in c e  
t ra c kin g

% who ra ted  7+ /  10 – ‘extrem ely trusted’ 

All t im e  lo w  s in c e  
t ra c kin g

Given  the  increased  trust in  gove rnm ent organiza tions, the  role  of regula tors (including trave l) will be  
critica l in  driving consum er confidence  and  m arke t re -engagem ent. 

Ho w  m u c h  t ru s t  d o  c o n s u m e rs  h a ve ?
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COVID - 19 Impact Analysis
Insigh ts in to  the  trave l industry
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41%

45%

47%

34%

32%

30%

27%

27%

19%

18%

16%

22%

9%

7%

10%

17%

Jan 2021

Oct 2020

Sep 2020

Jun 2020

A is much more like me A is somewhat more like me B is somewhat more like me B is much more like me

Please  ind ica te  whe ther Option  A or Option  B best describes you .

Preferences for domestic vs. international travel

You would  pre fe r to  vaca tion  with in  Canada  even  if 
in te rna tiona l trave l is  a llowed during the  pandem ic

Op tio n  A

You would  pre fe r to  vaca tion  outside  of Canada  if 
in te rna tiona l trave l is  a llowed during the  pandem ic

Op tio n  B

3-in -5

3-in -4

3-in -4

3-in -4

50% - critica l m ass

While  curren tly pe rce ived  
as still hold ing risk, how 
consum ers fee l about 

trave l is  sta rting to  
stab ilize . 



13

T I C O | P M G  I n t e l l i g e n c e

Concerns toward international travel
As a  resu lt  of COVID-19, how concerned  a re  you  about trave lling OUTSIDE of Canada  when trave l re strictions a re  lifted? 

46%

26%

21%

1%
3% 3%

Much more concerned than
before COVID-19

Somewhat more concerned
than before COVID-19

Equally concerned as before
COVID-19

Somewhat less concerned
than before COVID-19

Much less concerned than
before COVID-19

Not sure

72% 
are  conce rned  about 

trave lling OUTSIDE of Canada  

Co n c e rn  a b o u t  t ra ve l OUTSIDE o f Ca n a d a  – b y fre q u e n c y o f t ra ve l

Do not trave l Once  a  year Twice  per year Three  or m ore  
tim es per year

74% 79% 82% 82%

Conce rn  toward  in te rna tiona l trave l is  h igh , regard le ss of trave l frequency. The  re search  suggests tha t 
while  lifting re strictions a re  im portan t for consum ers to  re -engage  with  trave l, the re  m ay be  additiona l 
factors in fluencing the ir conce rns about in te rna tiona l trave l am ong a ll types of trave lle rs. 
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0%

10%

20%

30%
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50%

60%
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80%

90%

100%

Going on an airplane Going to a gym/fitness
centre

Going to the hospital in
case of an emergency

Going to a mall or
shopping centre

Going to the grocery store Going to the pharmacy Pumping gas in your
vehicle at a gas station

Going out into public for
walks

Sep 2020 Jan 2021

Perceived personal risk

Ris kin e s s  o f g o in g  o n  a n  a irp la n e  – b y fre q u e n c y o f t ra ve l

Do not trave l Once  a  year Twice  per year Three  or m ore  
tim es per year

87% 83% 79% 80%

While  concern  with  ce rta in  types of trave l continue  to  be  noted , the  resea rch  suggests th ings a re  stab ilizing in  the  
trave l sector com pared  to  othe r se rvices which  continue  to  fluctua te  (and  grow) m ore  substan tia lly with  respect to  
the ir a ssocia ted  risk. With  th is, the  resea rch  suggests the re  m ay be  an  im pact on  whe ther the  se rvice  is  deem ed 
essentia l or non-essentia l; where  non-essentia l a re  deem ed riskie r.

% w h o  n o te d  a s s o c ia te d  ris k (‘e xt re m e ly ris ky’ + ‘ris ky’)
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100%

Your travel choices The places you eat What you consider to be
important/ priorities

The lifestyle you live The brand you choose to
buy for essentials

The brands you choose to
buy for non-essentials

Your employer The financial providers
you use

Jun 2020 Sep 2020 Jan 2021

Changes to consumer behaviour due to COVID

Ch a n g e s  to  t ra ve l c h o ic e s  – b y fre q u e n c y o f t ra ve l

Do not trave l Once  a  year Twice  per year Three  or m ore  
tim es per year

42% 48% 49% 54%

% w h o  n o te d  th e y h a ve  m a d e  c h a n g e s
(‘a lre a d y h a ve  m a d e  c h a n g e s ’ + ‘d e fin ite ly w ill m a ke  c h a n g e s ’)
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67%

10%

10%

13%

62%

13%

10%

15%

Via an app or online

Over the phone

In-person

No preference

Sep 2020

Jan 2021

Preference for purchasing travel tickets/packages

Ch a n g e s  to  t ra ve l c h o ic e s  – b y fre q u e n c y o f t ra ve l

Do not trave l Once  a  year Twice  pe r year Three  or m ore  
tim es pe r year

Via an app 
or online 53% 64% 63% 67%

Over the 
phone 12% 13% 16% 13%

In -person 13% 8% 9% 9%

No 
preference 23% 15% 12% 11%
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Impact of COVID vaccine on returning to “normal”
How m uch of an  im pact does a  COVID-19 vaccine  have  on  your willingness to  re turn  to  “norm al”?

33%

20%
21%

8%
10%

8%

Significant impact Impact Some impact Little impact No impact Not sure

53%
ind ica ted  a  vaccine  will 

im pact the ir willingness to  
re turn  to  “norm al”

Im p a c t  o f COVID va c c in e – b y fre q u e n c y o f t ra ve l

Do not trave l Once  a  year Twice  per year Three  or m ore  
tim es per year

39% 53% 56% 61%

Com pared  to  non-trave lle rs, those  who trave l a re  m ore  like ly to  ind ica te  the  vaccine  will im pact the ir 
willingness to  re turn  to  “norm al”. With  th is , m ore  frequent trave lle rs (3+ tim es a  year) were  m ore  ap t to  
ind ica te  so . 
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COVID - 19 
Impact Analysis
How has consum er behaviour 
evolved?
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Re s is te rs Ch a lle n g e rs Mo d ifie rs Co n fo rm e rs Fre t te rs Ad o p te rs

Going on an airplane 67% 72% 82% 82% 94% 83%

Going to  a  gym /fitness cen tre 55% 63% 76% 77% 86% 77%

Going to  the  hospita l in  case  of an  em ergency 54% 59% 61% 52% 66% 64%

Going to  a  m all or shopping cen tre 43% 53% 61% 60% 71% 63%

Going to  the  groce ry store 24% 43% 22% 27% 40% 41%

Going to  the  pharm acy 22% 49% 21% 27% 36% 37%

Pum ping gas a t a  gas sta tion 21% 37% 16% 22% 27% 32%

Going out in to  public for walks 18% 41% 10% 14% 12% 22%

Ve ry lo w  le ve l o f ris k
(<20 +%)

Lo w  le ve l o f ris k
(20 - 29%)

Lo w - m o d  le ve l o f ris k
(30 - 39%)

Mo d e ra te  le ve l o f ris k
(4 0 - 4 9%)

Hig h - m o d  le ve l o f ris k
(5 0 - 5 9%)

Hig h  le ve l o f ris k
(6 0 - 6 9%)

Ve ry h ig h  le ve l o f ris k
(70 +%)

Perceived personal risk – January 2021
% w h o  n o te d  a s s o c ia te d  ris k
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Re s is te rs Ch a lle n g e rs Mo d ifie rs Co n fo rm e rs Fre t te rs Ad o p te rs

Going on an airplane +28% +10% +7% +10% +4% 0%

Going to  a  gym /fitness cen tre +38% +16% +15% +19% +15% +10%

Going to  the  hospita l in  case  of an  em ergency +27% +22% +20% +8% +8% +5%

Going to  a  m all or shopping cen tre +31% +19% +21% +26% +16% +13%

Going to  the  groce ry store +14% +19% +7% +14% +42% +11%

Going to  the  pharm acy +13% +24% +7% +14% +9% +11%

Pum ping gas a t a  gas sta tion +13% +12% +7% +11% +11% +11%

Going out in to  public for walks +9% +16% +5% +5% +1% +9%

Perceived personal risk

Mu c h  le s s  ris k
(- 20 % o r le s s )

Le s s  ris k
(- 10 % to  - 19%)

So m e w h a t  le s s  ris k
(- 5 % to  - 9%)

No  c h a n g e
(- 4 % to  +4 %)

So m e w h a t  m o re  ris k
(+5 % to  +9%)

Mo re  ris k
(+10 % to  19%)

Mu c h  m o re   ris k
(+20 % o r m o re )

Re -engagem ent for the  m ajority of consum ers will like ly occur toge the r ra the r than  be  “stagge red”. For m any, 
once  they reconnect in  one  a rea , it will act to  norm alize /increase  com fort and  expand  to  othe r sectors.

Ch a n g e s  fro m  Se p te m b e r 2020
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Your travel choices The places you eat What you consider to be
important/ priorities

The lifestyle you live The brand you choose to
buy for essentials

The brands you choose to
buy for non-essentials

Your employer The financial providers
you use

Resisters Challengers Modifiers Fretters Conformers Adopters

Changes to consumer behaviour due to COVID
% w h o  n o te d  th e y h a ve  m a d e  c h a n g e s

(‘a lre a d y h a ve  m a d e  c h a n g e s ’ + ‘d e fin ite ly w ill m a ke  c h a n g e s ’)
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Your travel choices The places you eat What you consider to be
important/ priorities

The lifestyle you live The brand you choose to
buy for essentials

The brands you choose to
buy for non-essentials

Your employer The financial providers
you use

Resisters Challengers Modifiers Fretters Conformers Adopters

Denotes January 2021

Changes to consumer  behaviour due to COVID

Changes in  behaviour varied  across the  segm ents with  
som e  be ing m ore  ap t to  m ake  changes early (Adopte rs 
and  Fre tte rs) while  for othe rs (such  as Resiste rs) 
changes have  only occurred  m ore  recently.

Ho w  it  h a s  c h a n g e d  fro m  Se p te m b e r 2020
(‘a lre a d y h a ve  m a d e  c h a n g e s ’ + ‘d e fin ite ly w ill m a ke  c h a n g e s ’)
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