
Travel Recovery 
Trend Report

2021 | Q2

https://advertising.expedia.com/


2Expedia Group™ Media Solutions

Renewed 
optimism
In May, we released our first-ever quarterly Travel 

Recovery Trend Report to help brands prepare to 

reconnect and reengage with travelers ahead of 

the spring and summer travel boom in the Northern 

Hemisphere, and winter breaks in southern parts

of the world. As we moved into Q2 we continued

to see strong global search growth, rising 

international searches and lengthening search 

windows, among other milestones – such as the 

European Union extending its contract with Pfizer 

for hundreds of millions of additional vaccines, and 

the Transportation Security Administration surpassing 

two million daily travelers screened on June 12 – 

increasing our optimism for the near-term

travel rebound. 

Within the Q2 2021 report, we are sharing a snapshot 

of the latest quarterly trends from our exclusive 

access to more than 300 petabytes of Expedia Group 

first-party data and custom research. We remain 

focused on sharing data and insights on shifting 

traveler behaviors and attitudes around the world to 

help travel marketers on their road to recovery. Please 

connect with us any time for more specific data on 

your region and destination.  

Let’s take a look at the leading trends from Q2 2021.  

Wendy
Olson Killion

Senior Vice President
Expedia Group Media Solutions

https://info.advertising.expedia.com/travel-recovery-trend-report-download-2021-q1?utm_campaign=r-n-r_content-marketing_q2-recovery-trend-report_20210809&utm_medium=file&utm_source=pdf&utm_content=im_research_text
https://info.advertising.expedia.com/travel-recovery-trend-report-download-2021-q1?utm_campaign=r-n-r_content-marketing_q2-recovery-trend-report_20210809&utm_medium=file&utm_source=pdf&utm_content=im_research_text
https://www.tsa.gov/news/press/releases/2021/06/12/tsa-surpasses-2-million-daily-travelers-screened
https://advertising.expedia.com/contact-us/?utm_campaign=r-n-r_content-marketing_q2-recovery-trend-report_20210809&utm_medium=file&utm_source=pdf&utm_content=im_na_text
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Q2 Snapshot

Monthly global search volumes continued to 

grow in Q2, increasing more than 70% quarter-

over-quarter. The ongoing rollout of COVID-19 

vaccines, expanded vaccine eligibility and 

production, and changes to travel restrictions 

around the world contributed to consecutive 

weeks of positive global search volume. 

Half of global searches fell within the 0 to 

21 days search window in Q2, but as travel 

confidence grows, so too does the global 

search window. Global searches 22 to 90 

days out were up nearly 25% quarter-over-

quarter, indicating that travelers are starting 

to plan trips further out.  

Searches Globally
Are Growing

Search Windows 
Lengthening Globally
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Travel shoppers continue to show preference 

for domestic travel, but the global growth 

in searches for international destinations 

outpaced that for domestic destinations 

during multiple weeks in Q2. This suggests 

traveler confidence is increasing, in part 

due to growing vaccination rates, resulting 

in increased interest and planning for 

international travel.  

During Q2, beach and city destinations, such as 

Atlanta, Mykonos, Paris, Seoul, and Sydney, made 

up the top 10 booked destinations in each region 

of the world. However, it’s cities that are making 

the big moves into the top 10 lists, or up the  

rankings. The return to big cities is also helping

to fuel a rise in global hotel demand.

Positive Signs for
International Travel

Big Cities in the Spotlight 

Q2 Snapshot



5Expedia Group™ Media Solutions

As travelers plan and embark on their 

next trip, many are taking into account  

environmentally and socially conscious 

considerations. Sustainability credentials are 

more than ever impacting their choice of 

destination and other travel options.

Renewed Interest in 
Sustainable Travel

Q2 Snapshot
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Searches Globally
Are Growing
Building on the momentum seen in 

Q1, monthly global search volumes 

continued to grow in Q2, increasing 

more than 70% quarter-over-quarter. 

The ongoing rollout of COVID-19 

vaccines and alterations to travel 

guidelines around the world further 

drove searches and contributed

to steady week-on-week volume.

In Q2, positive global search volume 

was seen during 11 of the 13 weeks

in the quarter – a sharp contrast to 

the fluctuations seen throughout

Q1 and 2020.

In week-over-week global searches, 

the week of May 10 saw the largest 

increase in searches – up 10% – 

following multiple Pfizer vaccine 

Q2 Deep Dive

Jan-21 Mar-21 May-21 Jul-21

Destinations Super-Regions | WoW Search % Change

Q2 | 2021

NORAM

APAC

EMEA

LATAM

Source: Expedia Group data, Q1-Q2 2021
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Q2 Deep Dive

of consumers
are planning on 
traveling over the 
next 12 months
(Expedia Group Traveler Value Index)

72%

EMEA Traveler Search Patterns with Vaccine News | Week over Week % Change

Q2 | 2021

Source: Expedia Group data, Q1-Q2 2021

January 26th
European Commission 
authorizes use of 
AstraZeneca vaccine 

March 17th
WHO recommends 
continued use of 
AstraZeneca vaccine 
for EU nations

May 10th
EU announces contract 
extension with Pfizer
& Pfizer vaccine 
approved for adolescents

April 21st
European Medicines 
Agency deems 
Janssen vaccine is safe 

expansion announcements, 

including approval for adolescents 

and the European Union’s contract 

extension. In EMEA, the news 

resulted in a 15% increase in 

searches during the same week 

and contributed to month-over-

month search growth for the 

region. EMEA searches increased 

70% month-over-month between 

April and May—outshining the

20% month-over-month progress 

seen between March and April—

and held strong throughout the 

quarter, increasing another 35% 

month-over-month between

May and June. 

The sustained global search 

volumes also align with a more 

optimistic consumer attitude for 

post-pandemic travel. According 

to the recent Expedia Group 

Traveler Value Index Research, 

which surveyed respondents in 

eight countries around the world, 

72% of consumers are planning on 

traveling over the next 12 months. 

In the near term, 66% of Americans 

will take at least one trip over

the summer (Expedia Group 

Summer Travel Outlook), and this 

is reflected in the region’s steady 

search growth.

https://info.advertising.expedia.com/traveler-value-index-report?utm_campaign=r-n-r_content-marketing_q2-recovery-trend-report_20210810&utm_medium=file&utm_source=pdf&utm_content=im_research_text 
https://info.advertising.expedia.com/traveler-value-index-report?utm_campaign=r-n-r_content-marketing_q2-recovery-trend-report_20210810&utm_medium=file&utm_source=pdf&utm_content=im_research_text 
https://www.expediagroup.com/media/media-details/2021/Expedia-Group-Summer-Travel-Outlook/default.aspx
https://www.expediagroup.com/media/media-details/2021/Expedia-Group-Summer-Travel-Outlook/default.aspx
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Q2 Deep Dive

Search Windows
Lengthening Globally
Half of global searches again 

fell within the 0 to 21 days search 

window, as travelers continued 

to opt for trips closer to home in 

Q2. However, the global search 

window is lengthening, indicating 

that traveler confidence is rising, 

and they are taking advantage of 

summer travel and starting to plan 

trips further out. Global searches 

made 22 to 90 days in advance of 

travel dates accounted for more 

than 35% of searches in Q2, up 

nearly 25% quarter-over-quarter.

Fifty-five percent of global 

domestic searches fell within

the 0- to 21-day search window,

while searches 22 to 90 days

Global Traveler Search Windows | Week over Week % Change

2020-2021

31-60 Days

0-21 Days

61-90 Days

Q2 2020 Q3 2020 Q1 2021 Q2 2021Q4 2020

22-30 Days

Source: Expedia Group data, Q2 2020-Q2 2021
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Q2 Deep Dive

out increased by nearly 20% 

quarter-over-quarter. Globally, 

searches for international 

destinations within the 31- to 90-

day  search window increased

30% from Q1. In EMEA, searches 

22 to 90 days out represented 

more than 40% of searches for 

international destinations in Q2,

up from 15% in Q1.

quarter-over-quarter 
increase in global 
domestic searches 22 
to 90 days out

+20%

Super Region Search Window Domestic vs. International

Q2 | 2021

31-60 Days

0-21 Days

61-90 Days

91-180 Days

180+ Days

22-30 Days

Source: Expedia Group data, Q2 2021

Domestic International

NORAM

Domestic International

EMEA

Domestic International

LATAM

Domestic International

APAC
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Q2 Deep Dive

Positive Signs for 
International Travel
Although travel shoppers continue 

to show preference for domestic 

travel, global searches for 

international destinations in Q2 

show signs of a rebound. During 

multiple weeks in Q2, global 

international search growth 

outpaced domestic, likely in part 

due to broadening global vaccine 

distribution, growing green lists, 

and easing international travel 

restrictions in parts of the world. 

Insights from the Expedia Group 

Traveler Value Index indicate that 

60% of consumers will travel within 

their home country and 27% will 

travel internationally during the 

next 12 months. The research 

Global Domestic vs. International Searches | Week over Week % Change

Q2 | 2021

Source: Expedia Group data, Q1-Q2 2021

Domestic

International

Apr-21 May-21 Jun-21

https://info.advertising.expedia.com/traveler-value-index-report?utm_campaign=r-n-r_content-marketing_q2-recovery-trend-report_20210810&utm_medium=file&utm_source=pdf&utm_content=im_research_text 
https://info.advertising.expedia.com/traveler-value-index-report?utm_campaign=r-n-r_content-marketing_q2-recovery-trend-report_20210810&utm_medium=file&utm_source=pdf&utm_content=im_research_text 
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Q2 Deep Dive

also shows that consumers are 

interested in taking a variety of 

vacations, from city breaks to 

longer stays. Four in 10 consumers 

want more frequent, shorter trips; 

28% want fewer, longer trips; and 

more than 30% want a combination 

of shorter and longer trips.  

As the U.S. emerges from the 

pandemic, 58% of Americans 

would be comfortable hopping 

on a plane in the next three 

months — 39% of whom haven’t 

been in an airport since March 

2020.  Millennials (70%) and Gen 

Z (63%) are most excited to fly, 

and vaccinated Americans 

(60%) are more comfortable than 

unvaccinated Americans (54%) with 

air travel. This is good news for the 

industry, as confidence in air travel, 

as well as growing vaccination 

rates, create more opportunities for 

long haul and international travel. 

North American search momentum 

seen at the start of 2021 steadily 

grew throughout Q2 – jumping 

more than 70% quarter-over-

quarter. Searches by customers

in Latin America followed a similar 

trend line, with a quarter-over-

quarter increase of more than

50%, while searches from

APAC increased nearly 20% 

quarter-over-quarter.

60% of consumers 
will travel within 
their home country 
and 27% will travel 
internationally 
during the next
12 months
(Expedia Group Traveler Value Index)

https://www.expediagroup.com/media/media-details/2021/Expedia-Group-Summer-Travel-Outlook/default.aspx
https://www.expediagroup.com/media/media-details/2021/Expedia-Group-Summer-Travel-Outlook/default.aspx
https://www.expediagroup.com/media/media-details/2021/Expedia-Group-Summer-Travel-Outlook/default.aspx
https://www.expediagroup.com/media/media-details/2021/Expedia-Group-Summer-Travel-Outlook/default.aspx
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Q2 Deep Dive

Vaccinations Leading
to International Travel  
As of July 30, 2021, more than 

two-thirds of U.S. adults have 

received at least one COVID-19 

vaccination, and the positive 

impact of this progress is visible 

in Q2 international search data. 

When compared to search 

volumes during Q2 2020, searches 

for destinations in EMEA, APAC 

and LATAM all saw increased 

volumes from American shoppers 

in Q2 2021, showing that travel to 

destinations within these regions 

represent an attractive opportunity 

for vaccinated Americans.

A recent Expedia Group survey 

indicates that one in two 

Americans plan to take a dream 

vacation, or take more trips for 

longer, compared to before the 

pandemic. Bucket list destinations 

such as those identified by the 

Media Solutions 2020 “Where 

Next?” campaign—including Italy, 

Hawaii and Mexico—have a timely 

opportunity to capture demand as 

travelers finally turn their dream trip 

into reality.  

Q2 | 2021

Expedia Group Where Next? global campaign data, May-June 2020

Top 10 Bucket List Destinations from Global Audiences

Top Searched 
Destinations

Top Shared 
Destinations

Florida 

United States 

California 

Hawaii  

Mexico 

Italy 

Texas 

Canada 

South Carolina 

Colorado 

Denmark 

California 

Indonesia 

The Gambia 

British Columbia 

Norway 

Slovakia 

The Bahamas 

Mexico 

Tonga 

https://covid.cdc.gov/covid-data-tracker/#vaccinations
https://covid.cdc.gov/covid-data-tracker/#vaccinations


In May 2020, Media Solutions 

launched its Where Next? campaign, 

encouraging travelers to continue 

dreaming of travel at a time when 

most were required to stay home. The 

campaign invited travelers to explore 

and share destinations virtually, with 

stunning full-screen imagery and 

information on both iconic and

lesser-known global destinations.

13Expedia Group™ Media Solutions

Q2 Deep Dive

Americans plan 
to take a dream 
vacation or take 
more trips for longer
(Expedia Group, June 2021)

1 in 2

The campaign was developed to 

encourage travelers to continue 

dreaming of travel while they 

stayed home to stay healthy 

during the pandemic, and 

enabled travelers to explore and 

discover iconic and lesser-known 

destinations around the world.

Where Next?
Campaign Spotlight
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Q2 Deep Dive

Big Cities in
the Spotlight
During Q2, beach and city 

destinations made up the top 10 

booked destinations around the 

world. However, more cities are 

entering the regional top 10s or 

moving up in ranking, including 

Chicago and Atlanta for customers 

in NORAM; Seoul and Jeju City 

for APAC travelers; Copenhagen 

and Paris for those in EMEA; and 

Houston and Mexico City for 

those based in LATAM. New York 

made the list of top 10 booked 

destinations globally, and within all 

regions except APAC.

At the regional level, the top 

10 booked destinations were 

generally for destinations within

Top 10 Booked Destinations |Q2 2021

NORAM

Las Vegas 

New York 

Orlando 

Cancun 

Los Angeles 

Honolulu 

Chicago  

Miami 

San Diego 

Atlanta 

EMEA

London 

Dubai 

Paris 

Palma de Mallorca 

New York 

Copenhagen 

Mykonos 

Istanbul 

Barcelona 

Stockholm 

LATAM

Cancun 

New York 

Houston 

Mexico City 

Playa del Carmen 

Miami 

Las Vegas 

San Antonio 

Puerto Vallarta 

Orlando 

APAC

Seogwipo  

Seoul  

Tokyo  

Busan  

Jeju City  

Sydney  

Melbourne  

Queenstown  

Surfers Paradise  

Shanghai
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Q2 Deep Dive

the same region. This follows the 

same trend as in Q1. However, 

LATAM travelers booked more 

trips outside of their region in Q2 

compared to the predominately 

intra-regional bookings seen in Q1. 

New York, Miami, Las Vegas, and 

Orlando appeared on the LATAM 

top 10 list in Q2, while Houston and 

San Antonio again made the list. 

The growing popularity of city 

destinations dovetailed with rising 

hotel demand during Q2. Global 

hotel demand increased more 

than 10% quarter-over-quarter, 

while global hotel length-of-stay 

 Top 10 Vrbo Booked Destinations | Q2 2021

Panama City Beach, Florida 

Kissimmee, Florida  

Gulf Shores, Alabama 

Lahaina, Hawaii  

Myrtle Beach, South Carolina 

Kihei, Hawaii 

Orange Beach, Alabama 

Destin, Florida 

Hilton Head Island, South Carolina  

Miramar Beach, Florida 

LATAM booked 
more international 
trips in Q2 
compared to the 
predominately 
regional bookings 
seen in Q1

remained consistent with the 

average trip duration seen in Q1. 

With summer travel in full swing 

in the Northern Hemisphere, U.S. 

coastal and beach destinations 

in Florida, Alabama, Hawaii, and 

South Carolina made up the top 

10 booked destinations on Vrbo 

during Q2. 
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Q2 Deep Dive

Beach Bright Spot 
To-date, 2021 has delivered strong 

demand for Hawaii and, in some 

areas, record numbers. The state’s Safe 

Travels program, which allows most 

passengers arriving from out-of-state to 

bypass the 10-day self-quarantine with 

a valid vaccination record document 

or negative COVID-19 test prior to 

departure, enabled the destination to 

manage COVID-19 while reviving travel 

demand from across the U.S. According 

to Vrbo data for the week ending July 

3, 2021, four of the top 15 domestic 

corridors in the U.S. featured Hawaii as 

the destination.   

The Hawaii Tourism Authority reported 

that in June 2021, more than 791,000 

visitors arrived by air to the Hawaiian 

Islands, primarily from the U.S. West and 

U.S. East. Although down 16.5% compared 

to 2019’s record levels, the number of 

visitor arrivals from the U.S. West was 

up more than 15% over 2019, indicating 

that Western U.S. travelers opted for a 

domestic beach getaway—perhaps in 

lieu of international travel—and the rise 

in domestic travel demand helped offset 

a decline in international visitors. As the 

destination rises out of the pandemic 

slump, it is also evolving its strategy to 

help mitigate overtourism, including a 

regenerative tourism campaign. 

Similarly, in APAC, The Tourism Authority 

of Thailand is strategically managing 

demand and the reopening of the 

country with the Phuket Sandbox,

which as of July 1, allows fully vaccinated 

international travelers to visit without 

quarantine requirements. When the 

measure was announced in March, 

it sparked international interest in the 

destination. Expedia Group data shows 

that for the week commencing March 22, 

international search volume for Phuket, 

Thailand increased 60%, and momentum 

continued building throughout Q2.

As of June 30, search volumes for

Phuket were over two times the levels 

seen on March 22.

https://hawaiicovid19.com/travel/
https://hawaiicovid19.com/travel/
https://www.hawaiitourismauthority.org/news/news-releases/2021/hawaii-visitor-statistics-released-for-june-2021/
https://www.hawaiitourismauthority.org/news/news-releases/2021/hawaii-visitor-statistics-released-for-june-2021/
https://www.hawaiitourismauthority.org/news/news-releases/2021/hawaii-visitor-statistics-released-for-june-2021/
https://www.tatnews.org/2021/06/initial-information-phuket-sandbox/
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Q2 Deep Dive

Renewed Interest in 
Sustainable Travel
With searches growing globally 

throughout the quarter and 

renewed interest in city and 

beach destinations from 

travelers, destination marketing 

organizations (DMOs) will have

an important role to play in 

managing demand to popular 

tourist destinations.

 

Our research and insights indicate 

that travelers are increasingly 

interested in sustainable travel 

practices, whether that’s reducing 

their carbon footprint or easing 

the burden of over-tourism in a 

travel hotspot. According to recent 

research from Expedia Group 

and Wakefield, nearly three in 

five travelers are willing to pay 

additional fees so that their trip

can be more sustainable, 

indicating that they consider 

environmental and social 

consciousness to be worthwhile.

Guest review data is another tool 

travel brands and destinations can 

use better understand travelers’ 

perspectives around sustainability. 

Analysis of Expedia Group guest 

review data from Q2 2021 reveals 

that some of the most common 

themes mentioned in guest reviews 

were related to sustainability and 

environmental travel. These include 

single use plastics, recycling 

facilities and availability of electric 

car charging points, along with 

properties’ use of LED light bulbs 

and renewable energy.

1. Single use plastics

2. Recycling

3. Electric car charging

4. LED light bulbs

5. Renewable energy 

Q2 | 2021

Top Environmental Themes Mentioned in Guest Reviews 

https://info.advertising.expedia.com/traveler-value-index-report?utm_campaign=r-n-r_content-marketing_q2-recovery-trend-report_20210810&utm_medium=file&utm_source=pdf&utm_content=im_research_text
https://info.advertising.expedia.com/traveler-value-index-report?utm_campaign=r-n-r_content-marketing_q2-recovery-trend-report_20210810&utm_medium=file&utm_source=pdf&utm_content=im_research_text
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Q2 Deep Dive

Nearly

3 in 5
travelers are willing 
to pay additional 
fees so that their 
trip can be more 
sustainable
(Expedia Group Traveler Value Index)

This interest in sustainable travel is 

largely being driven by younger 

generations. Expedia Group’s April 

2021 Travel Outlook reveals that 

around two-thirds of Gen Z and 

Millennial travelers are more likely 

to consider eco-friendly travel 

options, at least some of the time, 

compared to around 40 percent of 

Gen X and around 30 percent of 

Boomer travelers.

The good news is that destinations 

can help influence visitors to 

make more sustainable travel 

choices, as well as provide them 

with clear guidance on where 

to start. This should begin with 

specific messaging and imagery 

around sustainability in marketing 

materials, accompanied by the 

promotion of local communities, 

activities and experiences that 

contribute to and respect local 

cultures. Destinations can also raise 

awareness of lesser-known places 

and off-the-beaten-path locations 

to encourage dispersal beyond 

primary cities and regions.

Expedia Group believes that 

travel is one of the most socially, 

economically and culturally 

responsible acts in which a citizen 

of our world can engage – one 

which connects us emotionally 

and physically. Earlier this year 

the Expedia Group Global 

Impact Report outlined how, as a 

company, we are working to offer 

education, resources, and tools for 

sustainable, responsible action.

https://www.expediagroup.com/media/media-details/2021/Expedia-Group-Monthly-Travel-Outlook/default.aspx
https://www.expediagroup.com/media/media-details/2021/Expedia-Group-Monthly-Travel-Outlook/default.aspx


19Expedia Group™ Media Solutions

Ready
to get

started? 

For more specifics on our traveler 
data and insights, and how we 
can help with recovery, please 
reach out to your Expedia Group 
Media Solutions representative or 
Contact Us on our website.

Looking Forward
A key industry milestone for the travel sector 

during Q2 was the return of in-person industry 

events. The Expedia Group Media Solutions 

team was present at a number of leading 

conferences and trade shows in North

America and elsewhere around the world,

and we gleaned some fascinating insights

that should be on every travel marketer’s

radar during Q3 2021.

All Eyes on Inclusion & Diversity 

More than ever before, consumers are seeking 

out brands—including travel suppliers and 

destinations—who represent and share their 

values. Insights from the Expedia Group 

Traveler Value Index show that travelers look 

for accommodation that has policies focused 

on diversity and inclusion. Nearly two-thirds are 

likely to book a trip because of this focus, such 

as being owned by women or people of color, 

inclusive of specific groups such as LGBTQ+, or 

supporting people with disabilities. 

Expedia Group has been hard at work building 

out meaningful inclusivity resources that our 

brands and teams can leverage to ensure 

travelers are represented and our partners can 

join our intentional position in this space.

Partnerships and Sustainability 

Across the industry, we expect more 

conversations around sustainability in tourism 

over the coming months. It’s clear that 

industry associations and travel businesses 

must increase cooperation around 

sustainability initiatives to add credibility, 

scale impact, and increase commitment. 

As an example of efforts towards this 

end, Expedia Group joined forces with 

UNESCO to support sustainable tourism 

initiatives, signing the global Sustainable 

Tourism Pledge and launching a pilot 

program with the Tourism Authority of 

Thailand. It also signed an agreement with 

UNWTO last year to share data on tourism 

trends and developments to help inform 

decision-making and produce data-

based policies in order to drive recovery 

and make the sector more sustainable 

and resilient.   

At Media Solutions, we will tap further into 

our Expedia Group data and research to 

better understand consumer interest in 

sustainable tourism. Alongside that, we’ll 

continue exploring how travel marketing 

can influence and drive demand, and 

how we can combine forces as an 

industry for a better tomorrow.

https://info.advertising.expedia.com/contact-us?utm_campaign=r-n-r_content-marketing_q1-recovery-trend-report_20210510&utm_medium=file&utm_source=pdf&utm_content=im_na
https://info.advertising.expedia.com/traveler-value-index-report?utm_campaign=r-n-r_content-marketing_q2-recovery-trend-report_20210810&utm_medium=file&utm_source=pdf&utm_content=im_research_text 
https://info.advertising.expedia.com/traveler-value-index-report?utm_campaign=r-n-r_content-marketing_q2-recovery-trend-report_20210810&utm_medium=file&utm_source=pdf&utm_content=im_research_text 
https://advertising.expedia.com/tools/policies-guidelines/
https://unescosustainable.travel/
https://unescosustainable.travel/
https://www.unwto.org/news/unwto-and-expedia-group-to-share-data-and-insights-to-guide-tourism-recovery
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