
REBOUNDING IN 2021
Insights for the year ahead  
in the tourism industry



Booking window patterns have 
deviated substantially, and we 
are seeing spikes in 0-15 day 
bookings.

2021 Highlight Stats

2020 was no doubt an unforgettable year. We find ourselves in 2021, where we hoped 

the pandemic would be over and travel would be back to normal. The good news is 

we have proof points that demonstrate there is pent-up demand for travel. We see 

spikes in our data, reflecting genuine interest and real excitement. Let us take you 

through our analysis of this rebound from the year we’d all like to forget. 

Before the pandemic, we see 
a relatively even distribution of 
booking windows for all leisure 
travelers. But since May, the 
0-15 day booking window grew 
to over 40% of total bookings, 
with consumers showing less 
confidence in booking for the 
longer term.  
 
Recently, however, we’ve seen 
advanced bookings start to regain 
strength, as bookings made over 
91 days prior to the date of travel 
have risen.

Booking Windows for 
Leisure Travelers
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The length of stay for hotels was 
up considerably year over year.

Glimmers of hope emerge  
as hotel revenue trends in the 
right direction.

Hotel Leisure Bookings Composition, by Advance Window
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Hotel Revenue YoY

It’s no secret the hotel industry took  
a significant hit with the pandemic.  
As we look at the macro trend globally 
for hotel revenue, Q2 took the biggest 
blow, but we’ve seen a rebound  
since then. 

Digging into the North American 
origination region, we saw the strongest 
Q4 recovery mainly due to an uptick 
in domestic travel. The other reason 
for the improved North American 
performance is that it has a larger 
landmass as a domestic market. 
International travel has been relatively 
limited around the world. By the sheer 
size of the domestic market, the U.S. 
offers more destinations.

Outside of the U.S., APAC has followed 
a similar trend to North America, 
recognizing a slow recovery. Contrary to 
those regions, the lockdowns for EMEA 
in March and again in November greatly 
impacted hotel revenue. 

Global Hotel Revenue by Region (2020 vs 2019)
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About ADARA 
Adara, the global leader in permissioned data and verified identity, combines the power of global data consortiums to inform its 1.6 billion digital identities 
with over 23 billion data elements across 130 countries and serving Global 2,000 customers. Whether informing digital marketing, programmatic 
advertising, search, identity and verification, or stopping fraud, Adara provides you with more customers, less friction and better outcomes.

Extended Trip Durations

The strongest surge in the trip duration 
was in Q3 2020, where perhaps the end 
of the ‘WFH’ (work from home) period 
was not in sight and more people had a 
desire to work remotely from a different 
location. It could also represent people 
who were returning home to take care 
of their families impacted by the financial 
and health strains of the pandemic for 
an extended stay. The change for trip 
duration within North America was only 
higher by 27-30% each quarter, but length 
of stay for North America travel to APAC 
was over 80% across Q2, Q3 & Q4, and 
over 60% for EMEA. Destinations that 
drove increase in trip duration for Q3 for 
flights from North America to APAC: China 
(204%), Hong Kong (183%), South Korea 
(143%), Japan (142%), Australia (120%), 
Taiwan (118%).

North America Outbound Trip Duration (2020 vs 2019)
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Looking forward to 2021
As we look to the year ahead, we are optimistic that the 
news of the vaccines will turn the travel industry around. 
For example, we were able to identify spikes in bookings 
in the UK following the announcements, with a one-day 
booking surge of 19% after the Pfizer announcement, 10% 
related to Moderna’s, and 28% after AstraZeneca’s. These 
are just a handful of stats that speak to how eager people 
are to travel as they once did. 

So, what do destination marketers need to do to be 
successful in 2021? They will need to focus their efforts 
on three areas: be top of mind when the floodgates of 
travel open again, have a plan to reach these travelers 
when it matters most effectively and apply your analytics 
in real-time.

Be Top of Mind for Prospective Travelers

We saw travel marketers get creative with their 
messaging to attract long-term booking windows with 
“Book with flexibility now & stay with peace of mind later.” 
While others encouraged road warriors to “transform your 
remote work into an amazing vacation.” It’s necessary 

to continue the engagement with prospective travelers 
when they are narrowing their search. 

Effectively Reach Travelers

Travel is beginning to pick up again in specific markets. 
It’s essential to know how consumer behaviors have 
changed and to reach the right people at the right time, 
you need access to a massive data set with active and 
rich traveler profiles. Knowing who and the destinations 
they are searching for will allow you to convert the 
demand more successfully.

Apply Your Analytics in Real-Time

Look at the trends to know which origination markets 
to key in on for your destination. With the information 
in hand, you’ll make calculated decisions about your 
targeting and messaging to capitalize on those longer-
stay bookers. 

As people begin to travel again, we know it is going to 
fluctuate. Winning destinations will succeed by being 
well-tuned to demand. 


