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KEY INSIGHTS

Social Values can help 
us understand and explain 
Canadian travel and tourism 
behaviour in the post-COVID era.

3 |
INSIGHTS CREDIT: ENVIRONICS RESEARCH

2020 | CANADIAN CONSUMER TRAVEL POST-COVID



INSIGHTS CREDIT: ENVIRONICS RESEARCH, IMAGE CREDIT: GETTY IMAGES

2020 | CANADIAN CONSUMER TRAVEL POST-COVID 4 |

Introduction
Social Values and Traveller 
Behaviour
In response to COVID-19, many countries, including Canada, closed
borders and imposed travel restrictions. Although many countries
have ended all such restrictions, ambiguities around reopening persist
in some areas.

And as formal rules subside, individuals are left to weigh the risks as
they perceive them against their personal motivation to travel. In this
report, we explore the impact the COVID-19 pandemic has had on
Canadian consumers and the implications for the travel and tourism
industry.

Leveraging Social Values, we will begin to unpack the motivations and
mindsets that shape behavior and lay a framework for (re)engaging
Post-COVID travellers as they navigate the “new normal.” The data in
this report is based on n=1,294 Canadians, surveyed between April 28th
to April 30th, 2020, as well as insights and analysis from Environics’ 30-
year history of social values measurement.
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Applying our Social Values framework to decode traveller mindsets

By examining each group’s Social Values, we can understand what
motivates them to travel (or not) and determine how best to
communicate and position products and assets during these
unprecedented times.

Two travellers who might be demographically identical (i.e., same age,
gender, socio-economic status) can be fundamentally different from a
psychographic and behavioural perspective. In these cases, effective
messaging must speak to to their Social Values.

Social Values (psychographics) relate to people’s deepest motivations
and attitudes, revealing WHY people do what they do. For marketers
and strategists, psychographic insights are a valuable complement to
traditional demographics.

Using Environics Social Values framework, we can help better
understand the motivations and barriers to travel post-COVID and
identify the best ways to meaningfully communicate and engage with
diverse mindsets within the population.

What may be motivating for some….

May not resonate with others...

AVOID

AVOID

SEEK

SEEK

Introduction
Social Values and Traveller 
Behaviour



Four trends to consider as destinations re-open.
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Reluctance To Travel
While some are looking forward to 
travelling again, ambiguities about 
pandemic risks and rules have  made 
many Canadians reluctant to make plans. 

Emphasis On Local 
There is an increased desire to explore, 
experience and appreciate “local.” 

Re-Prioritizing Spending
As economic uncertainty abounds, 
consumers are reducing their 
discretionary spending. 

Personal Safety Is Paramount
Health and safety protocols are a key 
consideration for Canadians as they 
decide whether to travel.

In speaking with Canadians about their post-COVID intentions, we have identified four overarching trends that tourism operators,
businesses and destinations should consider as they rebuild relationships and offerings in the wake of the pandemic.
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TREND ONE
RELUCTANCE 
TO TRAVEL

While some are looking forward 
to travelling again, ambiguities 
about pandemic risks and rules 
have  made many Canadians 
reluctant to make plans. 
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Trend One
Reluctance To Travel

Once restrictions lift, 
how soon do Canadians plan to…

Canadians have varying degrees of readiness, interest and comfort
when it comes to re-engaging in travel and tourism-related activities
post-COVID.

Around one in three are eager to take a vacation, visit a local attraction
or attend a live event within three months of restrictions being lifted. A
similar proportion suggest they would do so after three months of
restrictions being lifted. However, a substantial proportion of
Canadians predict they will wait to decide the best time to re-engage
in travel and tourism.

Given these different expectations and priorities, a one-size-fits-all
approach won’t be effective for travel and tourism industry players
looking to re-engage and connect with their audiences.

Combining data on Canadians’ travel mindsets, anticipated travel
behaviours and Social Values, we have identified three Post-Covid
Traveller segments, each with their own unique needs and
perspectives:

• Risk takers (41%)
• Cautious Returners (18%)
• Wait 'n’ See-ers (41%).
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RISK 
TAKERS

(41%)

CAUTIOUS 
RETURNERS 

(18%)

WAIT ‘N’ 
SEE-ERS 

(41%)

Ready to get back out there and explore what 
the world has to offer. The sooner, the better.

CAUTIOUS RETURNERS (18%)

Will return to previous activities but in a thoughtful, 
considered way -- when the time is right. 

WAIT ‘N’ SEE-ERS (41%)

Not champing at the bit to get back out there. 
Would prefer to hold off for now because it's the 
right thing to do, and they don’t mind waiting.

RISK TAKERS (41%) 

The Post COVID-19 Traveller Segments
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Trend One
Reluctance To Travel

VERBATIM  SOURCE: MICHELE CUNNINGHAM, VP MARKET STRATEGY,  
ENVIRONICS RESEARCH

The travel & tourism sector will 
need to strategically customize 
communications and messaging 
to resonate with different travel 
mindsets in a manner that appeals 
to their values and addresses their 
unique post-pandemic needs.   

“
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Traveller Segment
Risk-Takers 

Are ready to get back out there and explore what the world has to
offer. The sooner, the better. ASAP!

Being out and about is in their blood; they prefer the buzz and energy
of larger crowds and have a strong zest for life.

Around three quarters (73%) see reduced travel as just a temporary
change and the majority say that their spending on domestic (64%)
and international (52%) travel and leisure will stay the same compared
to pre-COVID.

They will be looking for exciting outings and to make up for lost
time. FOMO is real. They don’t want to miss out, and they want others
to see what they are up to.

As soon as restrictions lift, nearly half (49%) will take a road trip, 14% will
travel by plane, nearly one quarter (23%) will take a vacation, while 11%
will attend live events (all significantly higher than other segments).
Unique and exclusive experiences provide bragging rights.



NEED FOR STATUS 
RECOGNITION

Desire to be held in esteem and 
respect by others, and to express 
one’s social standing or aspired 
status, through a display of fine 
manners, good taste, style or “chic”.

Social Values
of Risk Takers
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ATTRACTION 
TO CROWDS

Enjoyment of being in large 
crowds as a means of 
deindividuation and connection-
seeking.

PENCHANT
FOR RISK

Desire to take risks in order to 
get what one wants out of life. 
Also, indulging in dangerous and 
forbidden activities for their 
associated emotional high.

VITALITY

The sense that one has a great deal 
of energy and is in contact with 
this energy. Measures an energetic, 
lively approach to life, a feeling that 
one has more vigour and initiative 
than most other people.

IMPORTANCE 
OF SPONTANEITY

Tendencies to enthusiastically 
embrace the unexpected and 
spontaneous events that 
temporarily interrupt daily 
routines.
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Traveller Segment
Cautious Returners

Will return to previous activities but in a thoughtful, considered
approach, when the time is right.

These Canadians embrace predictability and caution. Routine and
dependability help this group mitigate anxiety that can come with
uncertainty.

They follow rules in order to maintain control – and also because they
have a strong sense of duty and respect for authority. In short, they
appreciate rules in themselves (finding them reassuring), they respect
the authority figures who develop the rules, and expect others to do
the same.

Six in ten (61%) see reduced travel as just a temporary change. The
majority (60%) say that their spending on domestic travel and leisure
will stay the same compared to before and just under half (49%) will
continue to spend the same on international travel.

Within 3 months of restrictions lifting, 84% plan to take a road trip and
44% plan to attend small private gatherings. Nearly half (44%) will wait
for at least 3 months before traveling by plane. Will participate in
activities so long as everything is above board. Hygiene, cleanliness
and physical distancing are critical.



AVERSION
TO COMPLEXITY

A desire to keep one’s life simple 
and predictable. People strong on 
this trend are intimidated and 
threatened by the changes and 
complexities in modern life and 
values.  They look for stability and 
simplicity.   (Inverse: Adaptability to 
Complexity).

Social Values
of Cautious Returners
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PERSONAL
CONTROL

Striving to organize and control 
the direction of one's future, even 
when it feels that there are forces 
beyond one's immediate control. 

DUTY

Belief that duties and obligations 
to others should be fulfilled before 
turning to one's personal pleasures 
and interests.

OBEDIENCE 
TO AUTHORITY

A belief in playing by the rules. 
The belief that persons or 
organizations in positions of 
authority should be deferred to at 
all times. There are rules in society 
and everyone should follow them. 
Feeling that young people in 
particular should be taught to obey 
authority rather than question it.

WORK 
ETHIC

Following the "golden rule" and 
guiding one's life according to the 
principles of deferring pleasure in 
order to realize greater gains in the 
future. Individuals who score high 
on this construct believe that 
children should be taught to work 
hard in order to get ahead.
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Traveller Segment
Wait ‘n’ See-ers

Are not champing at the bit to get back out there. Would prefer to ride
the wave and wait it out because it is the right thing to do, and they
are content doing it. These Canadians are motivated by doing what
promotes the greater good – not just their own interests or pleasure –
and they believe in their ability to make a difference.

Although this group is going to wait to decide on travel and the
activities they plan to participate in, the majority (56%) see reducing
travel as just a temporary change. 62% say that they plan to spend the
same amount as pre-COVID on domestic travel and 49% plan to spend
the same on international travel.

For now, they believe staying home and enjoying small social
gatherings is the right thing to do to thwart COVID, as well as the
most comfortable path. Their motivation is partly to protect others, but
keeping things low-key is not a big loss: they prefer intimate
gatherings anyway.

This group is open, creative and true to themselves. They’re not
striving for status and feel little need to be seen. They are content and
comfortable with the current status quo and are happy to use their
imagination to keep themselves entertained.



PERSONAL
CREATIVITY

Desire to use one’s imagination 
and creative talents in daily life, 
both at work and at play. 

Social Values
of Wait ‘n’ See-ers
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SOCIAL
INTIMACY

A desire to be around and connect 
with smaller, closely knit groups of 
people. Feeling that smaller 
organizations are better than 
larger ones. 

INTROSPECTION
& EMPATHY

Tendency to analyze and examine 
one’s actions and those of others, 
rather than being judgmental 
about variances from the norm or 
from one’s own way of doing 
things. An interest in 
understanding life rather than 
taking sides.

CIVIC 
ENGAGEMENT

A belief that active involvement in 
the political process can make a 
difference in society. People 
strongest on this construct reject 
the notion that inequities in society 
are inevitable and should be 
expected.

ETHICAL 
CONSUMERISM

Willingness to base consumer 
decisions on the perceived ethics 
of the company making the 
product (whether management 
treats employees fairly, co-
operates with governments that 
do not meet ethical standards, or 
uses testing methods that involve 
mistreatment of animals). Desire 
to see companies be good 
corporate citizens in terms of these 
new social concerns. 
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WHAT DOES THIS MEAN FOR THE TRAVEL AND TOURISM INDUSTRY?

Canadian travellers are not all on the same page when it comes to
willingness to travel. Operators should consider meeting travellers
where they are with a tailored, values-based approach. One option is
to develop and promote omni-channel experiences to reach and
engage those who are more reluctant to venture out.

1. Risk Takers: Focus on messaging that highlights new discoveries
and unique adventures.

2. Cautious Returners: Reassure them of the different measures that
the destination is taking to comply with health and safety
guidelines so that travellers will have a safe and secure experience.

3. Wait ‘n’ See-ers: Emphasize stay-cations and focus on providing
creative and innovative ways to explore hyper-local, safe and
familiar places. Digital/virtual offerings provide a new way of
engaging these reluctant travellers and staying top-of-mind.

Trend One
Reluctance To Travel
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TREND 2
REPRIORITIZING 
SPENDING

As economic uncertainty 
abounds, consumers 
are reducing their 
discretionary spending. 
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Concern about economic rebound and job loss is driving Canadians to
rethink their spending habits.

One-third of Canadians (35%) indicate they have reduced their
spending and expect this reduction to become their new normal
coming out of the pandemic.

The most significant spending cuts are predicted to be on travel and
leisure activities: 4 in 10 Canadians indicate they are likely to spend less
on international travel as well as live events, while one-quarter of the
population are likely to cut back expenses related to domestic travel.
Canadians are also rethinking large purchases (i.e., cars) and real
estate – opting to wait and see before deciding to buy.

Destinations will have to gain back trust and confidence of a more
discriminating and cost-conscious consumer through empathetic re-
engagement communication strategies.

Trend Two
Reprioritizing Spending

c

Predictions for the new normal
“Reducing spending on discretionary 

purchases or leisure activities…”
BASE: N=1,097 CANADIANS WHO REDUCED SPENDING AS A RESULT OF COVID-19

35%

65%

Is a temporary change Will become my new normal



Predictions 
for post-COVID 
vs. pre-COVID 
spending
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40% Will spend less on 
international travel 
moving forward

39% Will spend less on 
live events moving 
forward

26% Will spend less on 
domestic travel and 
leisure moving forward
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Based on their social values and motivations, each segment is likely to
respond differently when it comes to spending on travel and leisure
post-COVID.

1. Risk Takers: This group of Canadians is powerfully motivated by
FOMO, crowds and a desire to explore the world ASAP. Not
surprisingly, they are more inclined to open their wallets when it
comes to travel. This segment is the more likely than others to
anticipate that their travel spending will increase coming out of the
pandemic.

2. Cautious Returners: These Canadians are more mindful about
their actions and their spend on travel and live events is largely
going to remain the same even when restrictions lift. This group
will likely take their time before they begin spending on travel
again.

3. Wait ‘n’ See-ers: This segment cares about doing the right thing
and their careful approach extends to their finances. Almost one-
third (31%) of this group expects to reduce spending on domestic
travel and nearly half plan to cut back on international travel.

Trend Two
Reprioritizing Spending
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WHAT DOES THIS MEAN FOR THE TRAVEL AND TOURISM INDUSTRY?

Empathetic messaging is key. Communicate the need to ‘get away’
from the daily stresses with trip ideas and package options that
include ‘light on the pocket’ options. Discounts can increase
engagement.

1. Risk Takers: Communicate new and unique travel experiences,
including those that can be explored locally that are pocket-friendly
while highlighting themes that play into their FOMO and need for
escape.

2. Cautious Returners: Emphasize ‘value for the money’ for those
who are holding back expenses in general. Free, outdoor, socially
distant activities can help to gain back trust and confidence in
travel

3. Wait ‘n’ See-ers: Offer inexpensive or free, creative in-home
experiences to break through and stay top-of-mind. When they are
ready to travel in real life, they’ll know where to go.

Trend Two
Reprioritizing Spending



23 |
INSIGHTS CREDIT: ENVIRONICS RESEARCH

2020 | CANADIAN CONSUMER TRAVEL POST-COVID

TREND 3
EMPHASIS 
ON LOCAL 

There is an increased 
desire to explore, 
experience and 
appreciate “local.” 



Predictions for “new normal”
“Shopping locally to show my support of 

local community and businesses…”
BASE: N=1,096 CANADIANS WHO SHOPPED LOCALLY TO SHOW SUPPORT 

TO LOCAL COMMUNITY AND BUSINESS
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A marked movement towards (and resulting resurgence of) ‘local’ is 
apparent during COVID-19 pandemic. 

Coming out of the pandemic, 7 in 10 Canadians predict that shopping
locally will become their new normal.

Over the years, local offerings and businesses have held growing
appeal for Canadians. Now, with the pandemic affecting the local
economy, this sentiment has intensified, with Canadians showing a
renewed interest in protecting their immediate community and
supporting local businesses.

Those looking to prioritize local business share common social values:
they are proud to be Canadian and place importance on being
involved in the community. They care about products that are made
locally and have confidence in small business. They also consider
“brand genuineness” to be important: they seek a deeper level of
brand experience, prioritizing brands that have a ‘soul’ and compelling
story to tell.

Trend Three
Emphasis On Local

c

69%

31%

Is a temporary change Will become my new normal



BRAND 
GENUININESS

Tendency to value authenticity 
and to look for a deeper level of 
brand experience. They want their 
brands to have a soul, a history, a 
founding myth, a place of origin 
that confers its own culture. These 
preferences attract them to 
brands that not only provide the 
functionality they seek but also 
feed their imaginations by telling a 
true and compelling story.

Social Values
of the those place emphasis on ‘Local Experiences'
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CONFIDENCE
IN SMALL BUSINESS

Tendency to assume that small 
businesses are generally fair and 
ethical in their practices, 
committed to providing quality 
goods, and working in the public 
interest.  

COMMUNITY
INVOLVEMENT

Measure of the interest in what's 
happening in one's neighborhood, 
city, town, or region. Reflected in 
activities ranging from reading the 
weekly community newspaper to 
socio-political involvement in 
community organizations.

CONSUMPTION 
EVANGELISM

Desire to exercise real leadership 
among the peer group in adopting 
brands, products and services. They 
are enthusiastic, even passionate, 
about what they buy and are very 
well informed about product 
features and competitive products. 
Because of their large, well-
maintained social network, they 
wield great influence when it 
comes to promoting a brand, 
product or service.

ECOLOGICAL 
LIFESTYLE

Giving a high priority to integrating 
environmental concerns with 
purchasing criteria. This can have 
positive consequences, as when 
consumers are willing to pay more 
for an environmentally friendly 
product; or negative consequences, 
as when consumers refuse to buy a 
product whose manufacturer has 
an unsatisfactory environmental 
record.



Once restrictions lift, 
how soon do Canadians plan to…
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With chances of international travel dramatically reduced and with
the resurgence of road-tripping (including online trends like #vanlife),
Canadians are likely to focus on exploring local destinations – a move
that could help fuel the Canadian tourism industry.

Looking forward, road trips are favoured over plane travel. A sizeable
proportion of the population expects to remain reluctant to travel by
air, indefinitely.

Risk Takers are most likely of all the segments to have their car packed
and ready to go once restrictions are lifted, with 50% indicating they
would go ASAP and a further 13% suggesting they’d travel within a few
months. Cautious Returners are also keen, but with much less
urgency. In this group, 84% indicate they will take a road trip within
the first three months of re-opening – but not right away.

Trend Three
Emphasis On Local

c

7%

29%

14%

21%

28%

18%

51%

32%

Travel by plane

Take a road trip

As soon as possible Within 3 months After 3 months Will wait
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WHAT DOES THIS MEAN FOR THE TRAVEL AND TOURISM INDUSTRY?

Destinations: Encourage Canadians to explore and discover “their
own backyard” while communicating the importance of togetherness,
resilience and support for the local community. Emphasize local
connections, local highlights and what it means to be Canadian –
especially in these trying times. Demonstrating how local travel can
benefit the community and revive businesses is likely to have
resonance across segments.

Invest in the local market: Now is a good time to invest in marketing
and promoting destination highlights, local businesses and
communities in order to revive the tourism industry. Encourage short-
haul travel (with safety measures) to explore the local scene. Small
events held outdoors could be a win-win for all.

Trend Three
Emphasis On Local
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TREND 4
PERSONAL SAFETY 
IS PARAMOUNT

Health and safety protocols 
are a key consideration for 
Canadians as they decide 
whether to travel.
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While deciding which destinations and attractions to visit, cleanliness
and hygiene, along with the ability to physically distance, will be at the
forefront of Canadians’ minds. This is generally true across segments,
regardless of their comfort and eagerness to return.

7 in 10 Canadians (69%) predict that moving forward they will always
consider the cleanliness of the environment they are going to before
deciding to go. These considerations apply to hotels, bars and
restaurants, and are highest among Cautious Returners.

Regardless of their comfort returning, it will be important to
underscore all efforts related to maintaining health, cleanliness and
sanitary guidelines, and to provide assurance that regional protocols
are being met. Implementing strong health and safety practices is
vital – and so is communicating them to travellers.

Trend Three
Personal Safety Is Paramount



Health and 
Safety 
Considerations 
for Travellers
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80% Predict that washing 
hands and disinfecting 
surfaces more frequently 
will become their new 
normal

45% Predict that practising 
physical distancing 
(staying 6 ft. apart) will 
become their new normal

39% Predict that social distancing 
(avoiding interactions with 
people outside their household) 
will become their new normal
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CONCLUSION:
IMPLICATIONS 
FOR THE TRAVEL 
AND TOURISM SECTOR  

Destination marketers (DMOs), 
tourism operators, hospitality, 
attractions, venues & events
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1. Know your audience | Where on the re-opening spectrum do your
core customers sit? Which of your target customer segments are
more likely to be Risk Takers, Cautious Returners, Wait ‘n See-ers?

2. Appeal to values of different segments | The pandemic has had a
major impact on consumer confidence and worldviews. A one-size-
fits-all approach won’t be effective when consumers have different
expectations and priorities.

3. Address hygiene and safety | Adhering to pandemic rules and
regulations while demonstrating high standards of cleanliness and
hygiene are critical to rebuild trust and confidence in travel overall.

4. Focus on local travel and road trips | As most Canadians are
apprehensive to travel abroad, local travel and tourism and driving
trips are low-hanging fruit. Underscoring local culture, ‘things to do
nearby,’ and benefits of supporting local community are is likely to
entice potential travellers to consider local travel.

5. Consider your digital footprint | As everything moves to virtual,
online access is going to be a standard expectation more than ever
before. Deliver accessible, seamless and easy user experience that
effectively meets consumer needs.

Conclusion
Consumer Travel Post-Covid
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ROADMAP RISK TAKERS (41%) CAUTIOUS RETURNERS (18%) WAIT N SEERS (41%)

Priority Primary Secondary Tertiary – stay top of mind for 
when they are ready

Radius
Where will they go? Local, Provincial + Local, city, familiar/comfortable destinations As close to home as possible; maybe online

Messaging
What do they 
need to hear?

(re)Discover, new experiences, adventure, 
unique destinations Safe and secure, following guidelines/rules Creative and unique ways to explore 

Stay-cations

Tone
How do they need 

to hear it?
FOMO, exciting, shareable/buzzworthy Dependability, respect, authority Not pushy/assertive, understanding, 

empathetic

Product
Experiences that 

will resonate.

City escapes,
outdoor adventure, thrills,
off the beaten path (novel)

Tried, trusted and true names, brands 
Neighborhood trails, walks, outdoors 

(hygienic and safe)

Hyper-local – trails, walks, outdoors
Anything private or self-guided, DIY

Off the beaten path (safe)

Conclusion
Roadmap for Engaging Post-COVID Travel Segments
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1

2

3

4

5

Idea One
How deeply do we understand our customer segments and the
impact COVID-19 has had on them?

Idea Two
How are we adapting our current business model in this
environment? What is sustainable in the long run? What else is
possible?

Idea Three
How are we staying on top of the new travel experience? How
can we optimize the experience?

Idea Four
How can we leverage technology to enhance and deliver
accessible, seamless and ‘real’ digital experiences that
complement in person offerings?

Idea Five
How can we tailor our messaging in a way that is sensitive to
various comfort levels and mindsets to stay top-of-mind with
those who aren’t ready to go yet?
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About The Research
Social Values

Social Values set the context for consumer choice. They help us
understand the expectations and motivations that shape
marketplace behaviors.

The Environics Research Social Values measurement system identifies
the prevalence of different social values in society and monitors
changes in people’s values over time. Simply put, Social Values are key
concepts – such as ecological concern or the need for status
recognition – that a person either embraces or rejects. They represent
a person’s priorities and motivations, as well as their most strongly
held beliefs. Together, Social Values establish a person's orientation to
life and their way of being in the world. Values shape lifestyle choices
and aspirations for the future; and they set the context for an
individual's reactions to situations, people, events, opportunities and
challenges in their roles as consumers, employees, investors and
citizens.

Environics Research has been measuring Social Values since 1983,
steadily compiling the largest database of social values constructs and
trends in North America. Our annual surveys of more than 10,000
Canadians and Americans allow us to precisely track changes in Social
Values over time. Drawing on our total data set also lets us gain deeper
insight into specific topics, motivations and world views of groups.
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@ENVIRONICSRESEARCH 

The information provided in this white paper is for general knowledge 
purposes and does not constitute legal or professional advice.
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