
Studia Periegetica no. 4(32)/2020
DOI: 10.5604/01.3001.0014.6526

** Poznań University of Economics and Business (Poland), Department of International Eco-
nomics, email: klaudyna.kowalska@ue.poznan.pl, orcid.org/0000-0002-7490-3750

** Poznań University of Economics and Business (Poland), Department of International Eco-
nomics, email: agnieszka.niezgoda@ue.poznan.pl, orcid.org/0000-0002-2456-1633

Klaudyna KowalsKa*, agnieszKa niezgoda**

COVID-19 as a tourist activity inhibitor  
as evidenced by Poles’ holiday plans

Abstract. As a  result of the global COVID-19 pandemic, we are facing challenges of the social 
and economic crisis. Its effects are difficult to estimate, but the impact on the tourism industry 
is undeniable. This is also true of the behavior of consumers of tourism services, whose attitudes 
towards travel are likely to change radically. The aim of the study presented in this article is to de-
termine how Polish tourists have changed their travel plans and the way they organize their travels 
during and after the COVID-19 pandemic. The authors argue that the pandemic is an inhibitor of 
tourist activity. Data for the study were collected using an online pilot survey of 190 Polish adults. 
The first part of the questionnaire included general demographic questions about the respondents. 
The main part was divided into three sections related to COVID-19 and regarding: 1) changes in 
their occupational status and financial well-being, 2) their travel plans, and 3) their willingness to 
use peer-to-peer accommodation (e.g. Airbnb). The results show that the pandemic is not only 
an inhibitor of tourist activity, but can also trigger the substitution effect in the tourism market. 
Potential tourists can choose not to buy tourism services and instead spend their money on other 
forms of leisure (“external” substitution outside the tourist market) or can choose a more competi-
tively priced tourism service (“internal” substitution). The COVID-19 pandemic has negatively 
affected the financial well-being and occupational status of some respondents and the vast majority 
of respondents have had to modify or cancel their holiday plans. While the pandemic may help to 
stimulate domestic tourism, the preference for self-organized holiday trips, expressed by the re-
spondents, herald further problems of tour operators. Although the financial well-being of many 
respondents has deteriorated, the number of those interested in cheaper accommodation for future 
trips was much smaller compared to those who reported such a preference before the pandemic.

Keywords: tourist activity inhibitors; COVID-19; consumer behavior; peer-to-peer accommo-
dation
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1. Introduction

Consumer behavior is part of the general theory of behavior. In a broad sense, 
‘behavior’ describes a set of reactions to environmental stimuli, and in a narrow 
sense, it is a reaction or the totality of reactions that make up activities and ac-
tions (Kufel &Mruk, 1998, p. 9). Through these reactions, a person responds to 
or transforms external factors. Consumer behavior, in general, is defined as all 
activities and modes of action aimed at obtaining and handling the means of sat-
isfying needs (Rudnicki, 2010, p. 8). According to Hansen (1975, p. 23), con-
sumer behavior encompasses all the activities and perceptions of the consumer 
that lead to choosing a product or service for use or consumption. In tourism, 
the product is very complex and most of its elements can be classified as a ser-
vice. Most of the literature on consumer behavior in tourism is dedicated to 
the problem of decision making models because of the complexity of this pro-
cess. The most frequently discussed models include those formulated by Got-
tfried Schmoll (1977), Victor T. C. Middleton (1988) and Seoho Um and John 
Crompton (1990). These models emphasize external factors of consumers’ ac-
tions, ignoring the influence of random, sudden and unforeseen factors, such as 
the COVID-19 pandemic, which has affected the global economy, especially the 
tourism market.

The situation caused by COVID-19 is the worst crisis that international tour-
ism has faced since 1950 (UNWTO, 2020a). According to the data presented by 
UNWTO (2020b), in July and August 2020, the peak of the tourist season, the 
number of international arrivals decreased by 81% and 79% respectively, compared 
to the previous year. The crisis developed suddenly, on a large scale, and changes 
in mobility, socialization and consumption patterns, work and leisure or many dif-
ferent socioeconomic dimensions are very likely (Romagosa, 2020). This is also 
true of the behavior of consumers of tourism services, whose attitudes towards 
travel have changed radically. The aim of the study presented in this article is to 
determine how Polish tourists have changed their travel plans and the way they 
organize their travels during and after the COVID-19 pandemic. The authors argue 
that the pandemic is an inhibitor of tourist activity.

2. COVID-19 and tourism – research review

A number of studies about the impact of the COVID-19 pandemic on tourism 
have appeared in a relatively short period of time. Research in this area covers 
various more specific topics, such as the impact of COVID-19 on the global 
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tourism industry (Uğur & Akbıyık, 2020), the impact on tourists’ behavior 
(Chebli & Ben Said, 2020; Chua et al., 2020; Sánchez-Cañizares et al., 2020; 
Shin & Kang, 2020) and effects on tourists’ psyche (Kock et al., 2020), a com-
parison of the current pandemic to previous ones and other types of global 
crises (Gössling, Scott, & Hall, 2020), the social costs of tourism during the 
pandemic in urban destinations (Qiu et al. 2020), sustainability issues (Higgins- 
-Desbiolles, 2020) and preferred research agenda (Zenker & Kock, 2020). The 
pandemic is also becoming increasingly popular with Polish researchers (Ta-
ble 1). Topics of interests include, among others, declines in tourism expendi-

Table 1. COVID-19 and tourism in Polish research literature 

Author Subject/aim Overall results 
Grabiński & Borkows-
ki, 2020

The study estimated lost tourism revenue 
in the municipality of Krakow in 2020 in 
relation to 2019.

Three estimates of lost revenue were of-
fered (in PLN): 6528 billion (pessimis-
tic), 5783 billion (neutral) and 4225 bil-
lion (optimistic).

Napierała Leśniewska-
Napierała, & Burski, 
2020

The study described the short-term im-
pacts of reported new cases and deaths of 
the COVID-19 disease on hotels’ perfor-
mances in Poland’s nine major urban ho-
tel markets: Kraków, Warszawa, Poznań, 
Wrocław, Gdańsk, Lublin, Łódź, Kato-
wice, and Sopot (p. 1).

The biggest negative impact of the pan-
demic on hotel performances is con-
firmed at the European level; the negative 
influence of national cases of COVID-19 
is more evident in less internationalized 
or less-populated urban destinations. 

Niewiadomski, 2020 The COVID-19 crisis as a possible oppor-
tunity to renew tourism towards sustain-
ability.

The world is currently experiencing 
a temporary de-globalization, which pro-
vides the global tourism industry with 
a  unique chance for a  reboot and recon-
figuration towards sustainability.

Profitroom, 2020 The study examined the holiday plans of 
Poles.

Almost 80% of the respondents were 
planning to go on vacation despite the 
pandemic, but 75% did not make any res-
ervations. About 30% considered going 
abroad, and 25% were planning to spend 
less on vacations than a year ago. 

Walas & Kruczek, 
2020

The study collected opinions of Krakow’s 
tourism entrepreneurs about the impact 
of the pandemic on their activities and 
their expectations concerning tools of 
marketing communication that could fa-
cilitate recovery (p. 79).

The results of the survey reveal the level 
of economic losses anticipated by tourism 
entrepreneurs and their predicted occur-
rence over time, opinions about the likely 
sequence in which particular tourism 
products in Krakow are going to recover, 
as well as expectations concerning the 
tools of marketing communication that 
could facilitate the recovery (p. 92).

Source: own research.
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ture (Grabiński & Borkowski, 2020), the impact of the pandemic on the supply 
of tourism (Napierała, Leśniewska-Napierała, & Burski, 2020; Walas & Kru-
czek, 2020), prospects for a change of direction in the development of tourism 
(Niewiadomski, 2020) and a change in consumers’ behavior after the pandemic 
(Profitroom, 2020).

The behavior of consumers of tourist services during the COVID-19 pandemic 
is an extremely interesting research topic. The direction of research conducted by 
Profitroom (2020) seems to be very promising but does not take into account the 
change in respondents’ attitudes, i.e. their plans before and after the pandemic. 
Additionally, a quarter of respondents in that study said they were planning to 
spend less on vacations. It is necessary to verify whether consumers intend to look 
for cheaper accommodation, which represents a considerable component of all 
expenses during tourist trips. The sharing economy, involving the use of underuti-
lized assets, became very popular as a result of the financial crisis of 2008 (Böcker 
& Meelen, 2017, s. 30), when people experienced significant financial difficulties, 
which prompted them to reassess their consumption patterns (Belk, 2014; Böcker 
& Meelen, 2017; Gansky, 2010; Stępnicka & Wiączek, 2018). Similar difficulties 
occur during the COVID-19 pandemic, which is why it is worth investigating 
whether people intend to use peer-to-peer accommodation, which is the most 
popular form of accommodation offered by the sharing economy – especially since 
one of the most important reasons for choosing this option, as confirmed in the 
literature, is the desire to cut expenses (Pawlicz, 2019). The following pilot study 
is aimed at covering the identified research gap.

3. COVID -19 as an inhibitor of tourist activity

Roman Frydman and Michael Goldberg (2009) developed a model of imperfect 
knowledge, arguing that mathematical models are unable to accurately reflect the 
behavior of markets in the modern economy. The unpredictability of the effects 
of COVID 19 is confirmed by a review of the most popular models of consumer 
behavior, which do not account for such a situation. One of the basic “black box” 
models is the one proposed by Philip Kotler (1994), which does not account 
for any external factors, which could include situations like a sudden pandemic. 
A more detailed model of the consumer decision-making environment (Phipps 
& Simmons, 1997) does not mention such factors either. The inclusion of emer-
gency situations and external factors, which do not depend on supply or con-
sumer characteristics, is particularly important for the tourism market, because 
tourism essentially involves the movement of consumers, which was limited dur-
ing the pandemic.
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Similarly, external factors are not included either in the model proposed by 
Middleton (1988) or in the one developed by Um and Crompton (1990), and 
the model designed by Schmoll (1977) only contains “assessment of objective 
and subjective risks” in the category of “external variables”. This deficiency was 
noticed by Wiesław Alejziak (2009), who postulated the need to study tourist 
travel inhibitors, which he called “reasons for not leaving” (Alejziak, 2009, p. 384). 
The author points to an impressive number of theories and models explaining the 
causes or limitations of tourist activity with a modest body of research on barriers 
and activity inhibitors. However, most inhibitors are directly related to tourists 
themselves (e.g. disability, age). While researching the barriers of recreational and 
tourist activity, Jacek Gracz and Tadeusz Sankowski (2001) distinguished external 
non-personal barriers, which included time deficit, organizational obstacles and 
weather conditions. However, crisis situations, such as the COVID-19 pandemic, 
were not mentioned. Such situations, however, affect consumer behavior, possibly 
causing them to change their holiday plans in different ways. The results of the 
study described in this article show how varied such reactions can be.

4. Materials and methods

The empirical part of the study was devoted to the relationship between COV-
ID-19 and tourists’ behavior. Answers collected in the survey were used to deter-
mine the impact of the pandemic on Polish tourists’ travel plans during and after 
the pandemic. With this general goal in mind, three specific research questions 
were asked:

1. How has the financial well-being and professional situation of the respond-
ents changed?

2. Did the respondents have to change their plans concerning holiday trips?
3. Do the respondents intend to use peer-to-peer accommodation and look 

for cheaper accommodation in the new post-COVID-19 reality?
Data for the study were collected using an online pilot survey of 190 Polish 

adults, who completed a self-administered questionnaire in May 2020, during the 
lockdown. As it was a pilot study, non-probability sampling was considered to be 
an adequate choice („Nonprobability Sampling”, 2008). Only adults were included 
in the sample because of their full legal capacity and ability to make purchasing 
decisions. Taking into account the exploratory nature of the study, its aim was 
to collect initial data and to establish preliminary relationships between tourist 
behavior and the COVID-19 pandemic.

The questionnaire consisted of close-ended questions. The first part contained 
7 demographic about respondents’ sex, age, education level, place of residence, 
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marital status, having children, occupational status. The main part of the question-
naire, including 14 questions, was divided into three sections related to COVID-19 
and regarding: 1) changes in the respondents’ occupational status and financial 
well-being; 2) their travel plans; 3) and their willingness to use peer-to-peer ac-
commodation (e.g. Airbnb). Basic descriptive statistics were computed using 
SPSS Statistics. Since it was a pilot study, no attempt was made to determine the 
appropriate sample size (which is the commonly the case in this type of study) 
(„Pilot Studies”, 2018) and no hypotheses were tested.

5. Study results

5.1. Characteristics of the respondents

The sample consisted of 190 respondents (70.5% women and 29.5% men). The 
youngest one was 20 years old and the oldest – 73. The majority of respondents 
were aged between 20 and 39. More than a  half were employed (59.5%), and 
the vast majority were in a relationship (32.6% – cohabiting, 43.7% – married). 
63.7% of respondents did not have any children. A  detailed breakdown of the 
demographic characteristics of the respondents is presented in Table 2.

5.2. Changes in occupational status and financial well-being

One of the questions concerned changes in the occupational status due to 
the pandemic. 32.6% of respondents said their occupational situation had not 
changed (Fig. 1). 40% reported from home (in contrast to having worked in the 
office previously), 8.4% did not work owing to a temporary closure of the work-
place. 3 respondents (1.6%) had to close their own company, 3 others were laid 
off, and only 1 person (0.5%) took childcare leave. 15.3% of respondents report-
ed other situations. The most frequently mentioned included reduced working 
hours (6.3%), loss of job due to COVID-19 and finding a new one (2.6%) or un-
paid leave (1.6%). A small percentage reported being part of a hybrid workforce 
model (a mix of working from home and the office – 1.6%).

Respondents were also asked whether their overall financial situation had de-
teriorated as a result of the pandemic (Fig. 2). 58.9% answered that the situation 
remained unchanged, 37.4% admitted that they were indeed worse off financially 
and 3.7% could not decide how to answer this question.



COVID-19 as a tourist activity inhibitor as evidenced by Poles’ holiday plans 15

Table 2. Characteristics of the respondents in the sample

Variable n %
Sex Female 134 70.5

Male 56 29.5
Age group < 1951 1 0.53

1951-1960 7 3.68
1961-1970 10 5.26
1971-1980 15 7.89
1981-1990 82 43.16
1991-2000 75 39.47

Education 
level

Primary 0 0.0
Secondary 36 18.9
University 152 80.0
Vocational 2 1.1

Place of 
residence

Town with up to 50,000 inhabitants 48 25.3
City with 50,000-500,000 inhabitants 25 13.2
City with 500,000 or more inhabitants 96 50.5
Rural area 21 11.1

Occupa-
tional
status

Unemployed 4 2.1
Retiree / Pensioner 2 1.1
On leave (maternity. post-maternity) 9 4.7
Undeclared work (no contract) 1 0.5
Self-employed 28 14.7
University student 15 7.9
Primary or secondary school pupil 1 0.5
Employed under an employment contract 113 59.5
Employed under a contract of mandate or contract for specific work 17 8.9

Marital 
status 

Cohabiting 62 32.6
Married 83 43.7
Single 43 22.6
Widow/widower 2 1.1

Having 
children

No 121 63.7
Yes 69 36.3

Source: own research.
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5.3. Travel plans before, during and after the pandemic

Before the epidemic, 75.3% of respondents had plans to go abroad that year, and 
55.3% wanted to spend vacations in Poland. Only 2.6% did not plan any trips, 
while a similar percentage chose the “I don’t know” option.

Of those planning a domestic tourist trip, 18.9% cancelled their reservations 
and 13.7% postpone them. 34.2% of the respondents had not managed to book 
places by the time the pandemic started, and 17.9% did not take any actions be-
cause they hoped that by the time they were supposed to go on vacation, the situ-
ation would have stabilized. 4.2% went through with their holiday plans despite 
the pandemic.

Fig. 1. Changes in the occupational situation

Source: own research.

Fig. 2. Changes in the respondents’ financial well-being

Source: own research.
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As regards plans of holidays abroad, 35.3% of people cancelled their reser-
vations. 12.1% postponed them and 28.4% had not booked anything when the 
pandemic started. 7.9% hoped that by the time of departure the situation would 
have settled down. None of the respondents went through with their travel plans 
during the pandemic (owing to closed borders, cancelled flights, etc.).

The respondents were also asked if they were planning any tourist trips that 
year after travel restrictions were lifted and the borders reopened. 61.1% said they 
wanted to go on a self-organized trip in Poland and 27.4% were planning a self-
organized trip abroad. Only one person said they were planning a domestic trip 
organized by a travel agency; 7.9% respondents wanted to go on package holidays 
abroad. 13.2% decided not to go anywhere that year, while 15.8% had not made 
a decision yet.

When asked whether they were planning to make any tourist trips after the 
epidemic ended (i.e. when the virus stops spreading in Poland and abroad, when 
there are no new cases and travel restrictions have been lifted), 87.4% of respond-
ents answered positively, 2.1% said they were not going to travel and 10.5% chose 
the “I don’t know” option.

68.2% of respondents who expressed willingness to go on holiday trips after 
the pandemic was over (166) were planning self-organized stays in Poland. 50.3% 
wanted to organize their own trip abroad, while 23.1% of respondents thought 
about booking a foreign holiday through a travel agency. Only 1.2 % of respondents 
(2 persons) were considering an organized trip in Poland. 2.9% chose the option 
“I don’t know” option.

5.4. The type of accommodation chosen before  
and after the pandemic

Respondents who were planning to travel after the end of the pandemic and who 
were still undecided were asked what kind of accommodation they used most of-
ten during their holidays. 64.5% of respondents indicated hotels, 56.5% – apart-
ments, 38.7% – guesthouses, 33.3% – guest rooms, 25.3% – hostels, 14% – agri-
tourism farms, 12.9% – holiday resorts, 10.2% – camping sites, 8.6% – mountain 
hostels, 8.1% – travel lodge, and 3.2% – motels. 16.1% of respondents reported 
staying overnight in the homes of their relatives and friends. Additionally, one 
person indicated a boat, and 5 mentioned Airbnb as a separate accommodation 
type.

When asked about the use of Airbnb, 55.4% of respondents (103) said they 
had not used accommodation offered through this platform during their previous 
trips. 44.1% indicated they had made reservations through Airbnb, and one person 
chose the “I don’t know” option.
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As for respondents’ plans to use the Airbnb platform after the end of the 
epidemic, 25.3% replied they did not intend to use it, 30.1% wanted to use the 
platform, and 44.6% were undecided. Respondents who answered positively to 
this question were asked why they intended to use Airbnb after the pandemic. 
The following categories were selected: prices (73.3%), booking (51.2%), quality 
(39.5%), location (39.5%), amenities (24.4%), safety (24.4%), interaction with 
the host (23.3%). A few respondents mentioned wanting to support people who 
earned income from the application and local experiences.

Among those not intending to use Airbnb after the pandemic, the most fre-
quently selected categories included unfamiliarity with the platform (61.7%), 
safety (19.1%), interactions with the host (12.8%), quality (8.5%), booking 
method (6.4%), amenities (4.3%) and price (2.1%). Four people preferred other 
booking platforms, one wanted to feel anonymous on vacation, one preferred 
more comfortable conditions offered by hotels (e.g. catering), and one did not use 
Airbnb because she travelled with a small child. No one indicated the location of 
Airbnb lodgings as a demotivating factor.

There was also variation regarding the intention of using cheaper accom-
modation in connection with the epidemic. Only 2.7% of respondents said that 

Table 3. Occupational status and willingness to use cheaper accommodation 
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Definitely not 

%

25 0 22.2 0 3.6 20 100 12.4 5.9
Probably not 25 0 66.7 0 46.4 46.7 0 35.4 29.4
I don’t know 50 0 11.1 100 25 6.7 0 33.6 41.2
Probably 0 0 0 0 17.9 26.7 0 14.2 23.5
Definitely 0 100 0 0 0 0 0 2.7 0
n = 186* 4 2 9 1 26 15 1 111 17

* The total number of responses (186) is smaller than the sample size (190) because the respondents who 
answered that they did not intend to travel after the pandemic did not give further answers.

Source: own research.
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Table 4. Deterioration of respondents’ financial well-being and their willingness  
to use cheaper accommodation

Has your financial well-being got worse?
Do you intend to use cheaper accommodation No I don’t know Yes

Definitely not

%

14.7 0 10.0
Probably not 49.5 14.3 24.3
I don’t know 22.9 85.7 37.1
Probably 11.0 0 24.3
Definitely 1.8 0 4.3
n = 186* 109 7 70

* The total number of responses (186) is smaller than the sample size (190) because the respondents who 
answered that they did not intend to travel after the pandemic did not give further answers.

Source: own research.

they definitely intended to look for something cheaper, 15.6% answered that they 
would probably do so, 30.6% were undecided. 38.7% indicated that they would 
probably not look for cheaper accommodation, while 12.4% would definitely not 
consider such an option. Those with a  strong intention of looking for cheaper 
accommodation were either retired or employed under an employment contract 
(Table 3). The group of respondents who would probably consider using cheaper 
forms of accommodation included self-employed, students and pupils, as well as 
those employed under various types of contracts. A relative large percentage of re-
spondents were undecided or did not intend to look for cheaper accommodation.

Only 4.3% of respondents whose financial well-being had changed for the 
worse indicated that they would certainly look for cheaper accommodation. 
24.3% considered this a possibility and 37.1% were unsure (Table 4). The remain-
ing 34.3% of respondents in this group were more or less convinced they were 
not going to look for cheaper accommodation . It should be noted that 12.8% of 
respondents whose financial situation had not changed also intended to choose 
cheaper accommodation.

6. Discussion and conclusions

As a result of the COVID-19 pandemic most respondents switched from office 
work to working remotely (mostly from home). The occupational situation of 
more than a half of the respondents had changed to a greater or lesser extent, and 
more than a third reported that their financial well-being had deteriorated. The 
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pandemic can therefore be regarded as an inhibitor with a direct impact on con-
sumers’ behavior. If this impact is not economic, it is manifested by consumers’ 
choices motivated by their concerns about health or shaped by external restric-
tions.

The vast majority of respondents had to modify or cancel their domestic and 
foreign holiday plans. This means that the pandemic is not a typical travel inhibi-
tor, but only triggers a certain substitution of tourism products; in other words, 
for many tourists the prospect of a holiday trip was too valuable to cancel their 
holiday plans completely. One can agree with Anna Mazurek-Kusiak (2019, p. 197) 
that consumers do not want to give up their holiday plans, because they are neces-
sary for mental, physical and social well-being. On the one hand, the pandemic, 
because of the uncertainty associated with foreign travel restrictions, has created 
a growth opportunity for domestic tourism. On the other hand, many respondents 
expressed a preference for self-organized trips in the future, which indicates further 
problems for tour operators, as a result of internal substitution, which increases the 
market’s competitiveness and can help to improve the quality of tourism products 
(Dziedzic & Skalska, 2012; Mazurek-Kusiak, 2019).

The most frequently given reason why consumers choose peer-to-peer accom-
modation (Airbnb) are economic benefits (Niezgoda & Kowalska, 2020, s. 9)
including peer-to-peer accommodation. On the one hand, knowledge of lifestyle 
changes can help adapt the product offer to the requirements of consumers. On the 
other hand, products that consumers use can reflect lifestyle changes. The follow-
ing classification of motivations for sharing economy activity selection resulting 
from the subjects’ lifestyles has been proposed: personal motivations—related 
to economic advantages; social (conformist, so one of the survey questions was 
whether the respondents were going to use Airbnb, even if they had not used it 
before, and whether respondents generally intended to look for cheaper accom-
modation in the future (after the pandemic). Only 30.1% indicated they wanted 
to use Airbnb after the pandemic (44.1% of all respondents had used such services 
at least once before), while 44.6% were not sure. Those who expressed their will-
ingness to use Airbnb in the future indicated price, booking method, quality, and 
location as the main reasons. For those not intending to use Airbnb, the biggest 
obstacle was their lack of familiarity with the platform (61.7%). This may mean 
that some respondents did not find Airbnb services attractive just because they 
don’t know the platform and not because of other features of this type of accom-
modation. It should also be underlined that although 37.4% of respondents had 
suffered a deterioration of their financial well-being only 18.3% of people declared 
their willingness to look for cheaper accommodation in the future than what they 
had used before the pandemic.

While the results of the study cannot be generalized to the whole population 
(because the sample was too small and not representative), but can be helpful for 
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an exploratory investigation of the phenomenon. The study has provided prelimi-
nary knowledge about the dynamic changes in consumer behavior regarding tour-
ism caused by the pandemic, which is a good starting point for further questions 
and in-depth research. The study was carried out at a time when travel restrictions 
were in place in Poland, including border closures, mandatory lockdown, etc. It 
is necessary to repeat the survey to see how attitudes have changed after border 
restrictions are lifted and the holiday season starts. Further research could involve 
an in-depth analysis of individual factors influencing the choice of accommodation 
during the pandemic, such as type and price. In addition, respondents’ attitudes 
may have changed as a result of getting used to the situation.
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COVID-19 jako inhibitor aktywności turystycznej –  
przykład wakacyjnych planów Polaków

Streszczenie. W wyniku globalnej pandemii COVID-19 światowa gospodarka staje przed wy-
zwaniami kryzysu w wymiarze społecznym i gospodarczym. Jego skutki są trudne do oszacowa-
nia, jednak wpływ na branżę turystyczną jest niezaprzeczalny. Dotyczy to również zachowań kon-
sumentów na rynku turystycznym, których stosunek do podróży uległ radykalnej zmianie. Celem 
badania przedstawionego w artykule jest odpowiedź na pytanie, w jaki sposób Polacy zmienili pla-
ny podróży oraz ich sposób organizacji w trakcie i po zakończeniu pandemii COVID-19. W pracy 
postawiono tezę, że pandemia jest inhibitorem aktywności turystycznej. Dane badawcze zostały 
zebrane za pomocą internetowego badania pilotażowego, w którym udział wzięło 190 dorosłych 
Polaków. Celem pytań w pierwszej części kwestionariusza było określenie ogólnej charakterystyki 
respondentów. Właściwa część kwestionariusza została podzielona na trzy części związane z CO-
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VID-19, dotyczące: 1) zmian w statusie zawodowym i materialnym respondentów, 2) ich planów 
odnośnie podróży oraz 3) gotowości do korzystania z zakwaterowania typu peer-to-peer (Airbnb). 
Wyniki badania wskazują, że pandemia jest nie tylko inhibitorem aktywności turystycznej, ale 
może również wpływać na zjawisko substytucji na rynku turystycznym. Potencjalni turyści mogą 
zrezygnować z zakupu dóbr i usług turystycznych na rzecz innych form wypoczynku (jest to sub-
stytucja zewnętrzna w stosunku do rynku turystycznego) lub wybrać inną ofertę na rynku tury-
stycznym, czyli produkt substytucyjny wewnętrzny. Pandemia COVID-19 wpłynęła negatywnie 
na status materialny i zawodowy części respondentów, a zdecydowana większość z nich musiała 
zmienić lub anulować swoje plany wakacyjne. Pandemia może stać się szansą na pobudzenie kra-
jowej turystyki, jednak indywidualny sposób organizowania podróży może wskazywać na dalsze 
problemy touroperatorów. Pomimo pogorszenia się sytuacji finansowej dużej grupy responden-
tów, zdecydowanie mniej osób deklarowało chęć poszukiwania tańszych noclegów w przyszłości 
niż przed pandemią.

Słowa kluczowe: inhibitory aktywności turystycznej, COVID-19, zachowanie konsumentów, 
zakwaterowanie peer-to-peer
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