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Many in the travel and tourism 

industry felt that we reached 

rock bottom just before the 

start of the summer. Since 

lockdowns were lifted, the 

industry has been keen to kick-

start the recovery.

FOREWORD

To attract travellers, industry players are now looking to 

glean insights about changes to consumer sentiment and 

appetite to travel, whether that’s differences in travelers’ 

expectations, what is important to them now or how to 

reach them with the right message.

 

To help make your campaigns more effective and 

successful, we have launched YouGov DestinationIndex. It 

is a standalone tool that can be used to track public opinion 

on 120 destinations, explore target audience preferences 

and understand who is ready to travel to your destination.

 

YouGov has worked with the sector for many years helping 

leading organisations track the public perception of their 

brand, prepare and execute marketing and advertising 

campaigns, as well as meeting unique requests through our 

custom research.

 

Whatever your interest, we are here to help your 

organisation through the recovery period and beyond.

Eva Satkute Stewart

Global Sector Head - Travel and Tourism
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In these uncertain times, 

it has never been more 

important for destination 

marketers to understand 

their country or resort’s 

strengths – or the 

perceptions of travelers 

towards their destination. 

In fact, the hiatus in travel represents a real 

opportunity for many tourism marketers, giving 

them a chance to step back and consider how 

they can optimise their strategies to meet pent-

up demand. But they can only do so with genuine 

insight. 

This report delves into the data we collect daily 

from markets around the world about people’s 

travel plans. We examine where they’ve been, 

where they plan to go and how they perceive the 

world’s most popular tourist destinations. 

Most importantly we monitor how those 

perceptions are changing each day through our 

daily tracking, giving marketers a real sense of how 

their destinations are faring each day.

INTRODUCTION
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The data we share in this report is drawn from our 

YouGov DestinationIndex tool. 

YouGov DestinationIndex operates in 25 markets 

around the world. Every day, in every market, 

it asks 100 members of the public about their 

TOOLS OF THE TRADE

perceptions of a mix of international and domestic 

destinations and tracks those perceptions against 

16 separate metrics. In all, it tracks the fortunes of 

120 places and allows marketers to rank and track 

their destinations for metrics including Quality, 

Value and Reputation.

YOUGOV DESTINATIONINDEX MARKETS

Australia Finland Malaysia Thailand

Brazil France Mexico UAE

Canada Germany Norway United Kingdom

China India Philippines United States

Denmark Indonesia Saudi Arabia

Egypt Japan Sweden

Markets coming soon: Italy, Spain, Switzerland
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A SELECTION OF THE 120+ TOURIST DESTINATIONS 

Abu Dhabi Mexico

Ala Moana Molokai

Arizona Neom

Australia New York

Bali New Zealand

Barcelona Ohau

Berlin Okinawa

California Orlando

Canada Paris

Chimelong Philippines

China New York

Dominican Republic Puerto Rico

Dubai Qiddiya

Finland Red Sea Project

Florida Rome

France Saipan

Germany San Francisco

Greece Scotland

Guam Sentosa Island

Hawaii Singapore

Hong Kong South Korea

Italy Spain

Japan Sweden

Jeju Island Taiwan

Kauai Thailand

Lanai Turkey

London UAE

Macau UK

Madrid US

Malaysia Vancouver

Maldives Vietnam

Maui Waikiki
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THE WORLD’S FAVORED 

VACATION DESTINATIONS

In this opening section, we take a look at where 

the world wants to go. 

These tables show figures which are the 

percentage of the total sample asked about 

where they are most likely to visit when they are 

AUSTRALIA %

1 New Zealand 14.6

2 Queensland 14.4

3 New South Wales 10.7

4 Australia 9.8

5 Tasmania 8.1

6 Melbourne (Australia) 7.4

7 Brisbane (Australia) 6.8

8 Sydney (Australia) 6.1

9 Western Australia 6.0

10 Victoria 5.7

in the market next to plan a holiday. They are 

an average score over 30 days up to the end of 

August. Tracking these opinions gives marketers a 

strong sense of the rising and declining fortunes of 

destinations but for this analysis we will look at a 

simple ranking for each country. 

GERMANY %

1 Austria 10.6

2 Italy 7.1

3 Netherlands 6.4

4 Greece 6.3

5 Spain 6.3

6 Denmark 5.1

7 France 4.7

8 Croatia 4.1

9 Turkey 3.9

10 Portugal 3.9

INDIA %

1
Himachal (Shimla, Manali 

etc.)
11.2

2
Rajasthan (Jaipur, Udaipur 

etc.)
8.7

3 Switzerland 8.1

4 Kerala (Kochi, Munnar etc.) 7.8

5
Uttarakhand (Rishikesh, 

Nainital etc.)
6.5

6 Delhi (India) 6.5

7
Maharashtra (Mumbai, Au-

rangabad etc.)
6.5

8
Dubai (United Arab Emir-

ates)
6.4

9 Singapore 6.3

10
West Bengal (Darjeeling, 

Siliguri etc.)
6.2

UNITED ARAB EMIRATES %

1 Yas Island Abu Dhabi 10.7

2 Dubai Festival City 10.5

3 Palm Jumeirah 10.5

4 Dubai Parks & Resorts 7.8

5 La Mer 7.5

6 Abu Dhabi Corniche 5.9

7 Dubai Downtown 4.4

8 Dubai Marina 4.2

9 Bluewaters 3.5

10 JBR 3.5
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UNITED KINGDOM %

1 United Kingdom 19.8

2 Spain 14.3

3 Italy 8.7

4 France 7.8

5 Portugal 4.7

6 United States of America 4.3

7 Germany 3.8

8 Canada 2.8

9 Iceland 2.1

10 Australia 2.0

UNITED STATES OF AMERICA %

1 Florida 11.8

2 California 9.3

3 New York 7.9

4 Canada 6.9

5 Arizona 6.8

6 Mexico 3.6

7 Island of Hawaii 3.3

8 State of Hawaii 3.1

9 France (Paris) 2.6

10 Italy 2.5

As you can see from the tables above, preferences 

for next trips vary widely between markets. 

In Australia, apart from New Zealand in the number 

one spot, preferred destinations are all domestic. 

Canada (14th) is the next highest overseas 

destination on Aussies’ wishlist.

In India, preferences are similarly for domestic 

holidays, although Switzerland makes a surprising 

appearance in third position. Dubai in the UAE is 

the next most popular overseas destination, with a 

score of 6.4%. 

But in other markets a much greater intent to travel 

abroad is visible, despite the current restrictions 

around travel. 

In Germany the whole top ten is made up of 

international destinations, although it is noticeable 

that neighboring Austria and the Netherlands 

make up two of the top three, indicating a 

preference not to fly too far from the coop. 

In the UK, a holiday at home is currently by far 

the biggest preference, beating out Spain by 

five points. But Spain, Italy and  France remain 

popular destinations despite travel restrictions 

applying across Europe, requiring British people to 

quarantine on return from some countries at the 

time of writing. 

In the UAE, YouGov DestinationIndex tracks mainly 

domestic properties and as a result no overseas 

destinations feature in the top ten.

Finally, in the US, travel intent is much more mixed. 

Four of the top ten are international destinations, 

with the remainder being domestic, Florida 

remains in top spot despite it being a recent 

hotspot for COVID-19. But its score has fallen 

significantly since the start of the year, making it 

a much closer race with California - itself a center 

for outbreaks until recently. 

India has the smallest range in scores across 

its top ten, making competition between its top 

destinations the fiercest, while the UK has the 

largest. Take out the UK as a travel destination for 

Brits and although that range shrinks significantly 

– from 17,8% to 12.3% - it still remains the biggest, 

indicating a less competitive market.

Methodology: Respondents are asked, when they are in the market next to plan a holiday, which destination are they most likely to 

visit. Scores are a percentage of the total sample asked and the tables show an average score over the past 30 days.
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CHANGING TIDES, CHANGING FORTUNES

As we mentioned at the beginning of our report, 

while rankings can provide a snapshot of what 

preferences look like now, they can also change 

overnight.

To illustrate that, here are the top five destinations 

in each market for intent to visit on respondents’ 

next trip by increase in score compared to their 

previous month’s percentage score (August v July). 

Their order is as they appear in the overall country 

ranking.

Hybrid Cars: Barriers:

AUSTRALIA

Score 

change

Rank 

change

Vietnam 1.5 13

Puerto Rico 0.5 13

Northshore (Hawaii) 0.4 11

Kailua (Hawaii) 0.4 10

Maldives 0.9 8

GERMANY

Score 

change

Rank 

change

Dominican Republic 1.2 24

Iceland 2.0 23

Finland 1.0 20

Canada 1.5 18

Portugal 2.6 17

INDIA

Score 

change

Rank 

change

Rajasthan 3.7 7

Finland 0.5 6

Taiwan 0.5 5

Saudi Arabia 0.9 2

Qatar (Doha) 0.7 2

UNITED KINGDOM

Score 

change

Rank 

change

Puerto Rico 0.2 9

Vietnam 0.5 8

Sweden 0.8 7

Egypt 0.4 5

Russia 0.1 5

UNITED STATES OF AMERICA

Score 

change

Rank 

change

Vietnam 0.5 13

Okinawa 0.2 7

Bali 0.2 6

Guam 0.1 6

Maui 0.8 6

UNITED ARAB EMIRATES

Score 

change

Rank 

change

Masdar City 0.9 5

Al Habtoor City 0.4 4

Palm Jumeirah 4.2 2

JBR 0.3 2

Qiddiya (Saudi Arabia) 0.0 1
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The tables on the left illustrate the volatility there 

can be in destination preference scores over even 

short periods of time. (We show only positive 

changes here to save the blushes of those who 

have not fared so well. Negative changes can be 

even more dramatic). 

Preferences for travelers’ next holiday can be 

influenced by a range of factors, including 

marketing campaigns, word of mouth (especially 

around holiday seasons), exchange rates, ease of 

travel and the news. 

And the tables show how even a small difference 

in positive preference can help a destination make 

serious headway up the ranking, putting it ahead 

of many of its competitors. 

For example Sweden, which has had plenty of 

positive coverage about its relatively favourable 

COVID-19 situation, has seen the biggest score 

increase in the UK ranking, helping it move seven 

places up the table.  While market share for some 

of these destinations is small, a modest increase in 

the percentage of those planning a visit can make 

all the difference between a successful season 

and an indifferent one.
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DESTINATION FOCUS – 

CALIFORNIA VS FLORIDA

In this section, we explore how two of the world’s 

best-known tourist destinations perform against 

one another. 

On opposite coasts of the United States, we 

have already seen how Florida and California are 

numbers one and two on the list of next holiday 

destinations for Americans.

But, as destinations whose reputations stretch 

around the world, we also track these places in 

markets globally. Let’s look at what the data 

tells us. 

First, let’s take a look at how the two destinations 

have been performing domestically. As you can 

see from the chart on the right (which shows 

intent to visit at the next holiday opportunity), over 

the past six months there has been a significant 

tightening in scores. California’s score remains 

steady at between 8 and 10%, while Florida’s 

declined since the end of June. That’s largely 

because of the COVID-19 outbreak in the state but 

it will nonetheless worry the state’s marketers.  
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AMERICANS: DESTINATION MOST LIKELY TO VISIT ON NEXT VACATION

As you can see, compared to Purchase Intent 

in the US, Consideration for Florida has held up 

reasonably well and in Norway is actually up. 

It has seen its biggest decline amongst Australians 

who are now much less likely to consider the 

destination than they were a month ago. 

CONSIDERATION FOR FLORIDA IN A SELECTION OF MARKETS

Now let’s look at whether Florida’s downturn 

domestically is mirrored in other markets. For 

this analysis, we’ve used our Consideration 

metric which asks respondents whether they are 

considering the destination for their next holiday. 

We’ve taken data from a handful of markets that 

YouGov DestinationIndex operates in and looked at 

data across July and August.
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California in overseas markets

Now let’s turn our attention to its rival, California. 

Again, we’ve selected a handful of markets 

around the world to see how it’s performing as a 

destination. And again, it looks like its international 

performance mirrors its domestic one. In most  

markets Consideration for the place has remained 

steady. But it’s also worth noting significant uplifts 

in both Denmark and Japan over the past month. In 

fact, in Denmark, California’s score has 

almost tripled. 

CONSIDERATION FOR CALIFORNIA IN A SELECTION OF MARKETS

Florida vs California

Knowing what demand there is for a destination 

doesn’t necessarily help you understand what 

drives it. So, for example, while California and 

Florida are popular destinations for Chinese 

tourists in terms of Consideration, it is useful to 

drill into other metrics to see what is feeding into 

that consideration. 
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FACTORS DRIVING CONSIDERATION FOR CALIFORNIA AND FLORIDA AMONG CHINESE TRAVELERS

As you can see from the radar chart here, the 

destinations have very similar profiles – meaning 

that they are perceived very similarly by Chinese 

audiences.  California scores higher for quality but 

otherwise the same factors are driving travel for 

both places.

Let’s compare the two with another competitor in 

the Chinese market, Japan. Japan is the highest-

scoring overseas destination for Consideration so 

let’s see how its profile compares. 
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FACTORS DRIVING CONSIDERATION FOR JAPAN AMONG CHINESE TRAVELERS

As you can see, it occupies a quite different 

footprint to our American destinations and gives 

us a better sense of what may be driving overall 

Consideration in China.  In this case, it’s Impression 

and Quality, combined with Value. Again, Buzz 

doesn’t seem to have a bearing on Consideration, 

indicating that marketers shouldn’t be too worried 

about short-term news cycles and their effect on 

preference – although in the long-term it can be a 

different story.
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THE UPSCALE TRAVELER

WHERE THEY HAVE BEEN

Australia

From automotive to airlines, every sector is 

stratified, with different parts appealing to different 

segments. The destination sector is, of course, no 

different, 

In this section, we look at upscale travelers – 

defined as the highest income earners in each 

market. But equally, the data allows us to have 

chosen any number of other segments of traveler.

Looking at overseas travel only (with the exception 

of UAE), we discover where they’ve ever been, 

where they’ve traveled in the past 12 months and 

where they’re thinking about going next. 

Place
Visited

(%)

France 31.1

Singapore 30.6

New Zealand 29.5

Place
Visited

(%)

New Zealand 15.9

Singapore 11.1

California 6.O

Place
Visited

(%)

New Zealand 16.3

Bali 6.1

Singapore 5.8

WHERE THEY WENT TO LAST

WHERE THEY ARE 

CONSIDERING NEXT

Australian upscalers do a reasonable amount of 

foreign travel – not the most but not the least.  The 

data shows that short hops to New Zealand have 

been favored recently and that doesn’t look like it 

will change, with NZ head and shoulders above 

other destinations under consideration for their 

next trip. Singapore also remains a popular option.

WHERE THEY HAVE BEEN

Germany

Place
Visited

(%)

Netherlands 58.8

Italy 57.0

Spain 57.0

Place
Visited

(%)

France 24.2

Austria 22.2

Italy 19.0

Place
Visited

(%)

France 35.4

Italy 34.0

Austria 30.7

WHERE THEY WENT TO LAST

WHERE THEY ARE 

CONSIDERING NEXT

German upscale travelers also tend to keep it 

fairly local  - although plenty of further-flung 

destinations do appear further down the lists. 

Although the Netherlands has been popular in 

the past, it has fallen down the list a little recently 

and is only 7th for Consideration now. German 

upscalers are amongst our best-traveled, judged 

by the percent who have visited foreign countries.

Methodology: These tables are calculated using our Former Customer, Current Customer and Consideration metrics. Scores are taken 

as an average over the last six months and represent the % of our upscale traveler segment who selected the country in each case
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WHERE THEY HAVE BEEN

India

Place
Visited

(%)

Singapore 23.5

Dubai 18.8

UK 18.7

Place
Visited

(%)

Thailand 13.4

Singapore 13.3

Switzerland 10.1

Place
Visited

(%)

Dubai 28.7

UK 28.5

Switzerland 28.4

WHERE THEY WENT TO LAST

WHERE THEY ARE 

CONSIDERING NEXT

Wealthy Indian tourists often choose to travel 

domestically or within the region, with UK, Dubai 

and Switzerland being other popular choices. 

Dubai is high on the list of countries both visited 

in the past and under consideration for the future, 

but in terms of forward planning, there is little to 

split the top three. 

WHERE THEY HAVE BEEN

United Arab Emirates

Place
Visited

(%)

Yas Island Abu 

Dhabi
20.9

Yas Marina 20.7

Dubai Marina 19.8

Place
Visited

(%)

Dubai Festival City 40.9

Palm Jumeirah 33.7

Dubai Downtown 33.4

Place
Visited

(%)

Dubai Festival City 40.9

Palm Jumeirah 33.7

Dubai Downtown 33.4

WHERE THEY WENT TO LAST

WHERE THEY ARE 

CONSIDERING NEXT

UAE’s upscale travelers have changed their sights 

recently. None of the top three places visited in 

the past feature in the top three for places visited 

recently or under consideration in the future. 

That implies that UAE nationals’ preferences are 

changing or that they don’t like to visit the same 

places more than a couple of times. Given the 

speed of development in the country, it could be 

that the changing landscape is always offering 

something fresh. Having said that, two destinations 

high on the Consideration list (Palm and 

Downtown) have both been around for some time. 
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WHERE THEY HAVE BEEN

United Kingdom

Place
Visited

(%)

France 72.4

Spain 65.6

Germany 58.5

Place
Visited

(%)

Spain 17.4

France 14.0

USA 9.9

Place
Visited

(%)

Spain 42.8

Italy 40.1

France 36.6

WHERE THEY WENT TO LAST

WHERE THEY ARE 

CONSIDERING NEXT

It is somewhat unsurprising that the UK is a key 

source market for many destinations with Britons 

amongst some of the best-travelled in the world. 

Regionally, they are amongst the top visitors in 

Europe but also to America, where they visit for 

both business and leisure purposes. Two of the 

places on the all-time top three also feature in 

the top three for consideration, indicating a level 

of consistency among this group of travelers. The 

USA is a popular destination for recent trips and is 

5th on the all-time list (first table).

WHERE THEY HAVE BEEN

United States of America

Place
Visited

(%)

Canada 52.4

France 29.9

Italy 28.2

Place
Visited

(%)

Mexico 5.7

Germany 4.2

Italy 4.1

Place
Visited

(%)

Canada 31.5

Italy 25.0

Germany 24.2

WHERE THEY WENT TO LAST

WHERE THEY ARE 

CONSIDERING NEXT

For wealthy Americans, the country they are by 

far the most likely to have visited is Canada and 

more than half of them have done so. In terms of 

numbers between first and second, it’s the biggest 

step down to second place (France) of upscalers 

in all our markets. Americans upscalers are also 

the least likely to have traveled overseas in the 

last year, making them good targets for domestic 

destination marketers. And like Brits, there is a deal 

of consistency between those countries visited in 

the past and those considered for the future. Both 

Canada and Italy feature in the top three. 
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THE MOST 

TALKED-ABOUT 

DESTINATIONS

Today, the pace at which messages fly around the 

world is limited only by the speed of the servers 

that send and receive them. The reputation of 

destinations can turn on a six-pence as news breaks 

of a terror attack, a currency devaluation or a new 

theme park. 

One of the metrics we monitor is Buzz, which asks 

respondents whether they have heard something 

positive or negative about a destination in the past 

two weeks. It allows marketers to keep track of the 

noise around a destination that travelers have taken 

notice of – a possible indicator of future views. 

In the charts to the right, you can see the top-scoring 

destinations in each market for net Buzz in August 

– that is, good things that people have heard about 

places. It can often – but not always – correlate 

with metrics lower down in the purchase funnel. But 

fundamentally, they tell us which destinations are 

currently winning the PR war.
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AUSTRALIA NET %

1 New Zealand 34.3

2 Queensland 22.4

3 Western Australia 21.9

4 Australia 21.6

5 Perth (Australia) 21.3

GERMANY NET %

1 New Zealand 10.2

2 Norway 10.0

3 Denmark 8.7

4 Austria 8.2

5 Switzerland 8.0

INDIA NET %

1 New Zealand 25.5

2 Himachal 22.7

3 Delhi 19.3

4 Uttarakhand 17.9

5 Dubai 17.4

UNITED ARAB EMIRATES NET %

1 Palm Jumeirah 30.4

2 Dubai Festival City 26.7

3 Yas Island Abu Dhabi 23.3

4 Dubai Marina 20.3

5 La Mer 19.9

UNITED KINGDOM NET %

1 Canada 11.2

2 Iceland 8.9

3 Norway 7.3

4 Japan 5.9

5 Denmark 5.8

UNITED STATES OF AMERICA NET %

1 Canada 14.7

2 Iceland 9.1

3 Australia 8.9

4 Island of Hawaii 8.8

5 Italy 8.5

The tables show further-flung destinations are 

currently receiving the highest Buzz scores – that 

people are hearing most positive news about 

them.

Canada and New Zealand perform particularly 

well, the latter presumably because of its long 

COVID-19-free status.  Between them, they take 

five of the six top spots, giving the destinations 

good long-term tourism prospects.  

The rankings of Australia, India and UAE all feature 

plenty of domestic destinations (remember 

that in the UAE the destinations we track are 

predominantly domestic). In the other countries, 

apart from Canada and New Zealand, only Norway, 

Denmark and Iceland appear more than once. 

This data tells us that while headline stories may 

get global attention (for example, the cases of 

Canada and NZ), there is still plenty of variance in 

the amount of positive (and negative) Buzz other 

countries receive. From a destination marketer’s 

point of view, that means there is plenty of local 

bandwidth through which to communicate positive 

messaging, without it being caught up in global 

chatter.
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COVID-19 EFFECT

Finally, we turn our attention to the effect 

COVID-19 is having on the choices of travelers. 

It’s clear that both formal travel restrictions and 

personal decisions are having a chilling effect on 

the travel industry right now – and that, as the 

charts below show, is influencing people’s plans.

The charts show the differences in Purchase 

Intent (where are you most likely to visit next?) in a 

number of markets between those who think the 

pandemic is getting worse and those who think it 

is getting better. 

Methodology: Top five destinations by Purchase Intent score over the last 30 days (for those who believe pandemic is getting better). 

Scores are percentages

GERMANY: TRAVEL INTENT OF THOSE WHO THINK THE PANDEMIC IS GETTING WORSE VS THOSE WHO 

THINK IT'S GETTING BETTER

UNITED STATES OF AMERICA: TRAVEL INTENT OF THOSE WHO THINK THE PANDEMIC IS GETTING 

WORSE VS THOSE WHO THINK IT'S GETTING BETTER
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CHINA: TRAVEL INTENT OF THOSE WHO THINK THE PANDEMIC IS GETTING WORSE VS THOSE WHO 

THINK IT'S GETTING BETTER

A respondent’s view of the direction of the 

pandemic has a significant effect on their intent 

to visit places. But the effect is not a uniform one. 

Gloomier travelers do not necessarily simply prefer 

not to travel at all. 

Instead, the places they intend to travel to tend to 

be different. In each of our charts here (which show 

the top five destinations for optimistic travelers), 

there are places which gloomy travelers are more 

likely to intend to visit than optimistic ones. 
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While this may be a confusing time for tourists 

to decide travel plans, it represents an important 

opportunity for destination marketers to make their 

own. 

If this data does anything, it shows the complexity 

of the tourism market. Even in geographically close 

markets, like Germany and the UK, perspectives 

can be very different. The generic destination 

marketing campaigns of the past may have worked 

when consumers had less information at their 

fingertips. But now travelers have greater choice, 

marketers must also use the information and 

insight they have access to to reach them. 

Finally, while COVID-19 may have dampened many 

travelers’ ambitions, there is still plenty of optimism 

about travel. As we have seen in the data, domestic 

destinations are popular but tourists are not ruling 

out foreign trips either. That’s very encouraging 

for a sector that has really felt the pain during the 

worst of the crisis. 

CONCLUSION

For this study we connected research from 

our syndicated and custom solutions.  

YouGov DestinationIndex tracks and 

monitors the public perception of the 

world's most popular hotspots daily 

across 16 different measures. We currently 

track 120+ tourist destinations across 

25 markets and growing. Providing you 

with key data and analytics, YouGov 

DestinationIndex allows you to inform your 

strategy, ultimately giving you the power 

to influence travellers’ perception of your 

destination in real time, and benchmark 

your success against your goals, your 

competitors and your entire market. 

Our Data
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