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INTRODUCTION

Scope of the Report
Key findings

INTRODUCING THE TRAVELLER JOURNEY

Holistic approach to the traveller journey

New era of consumer behaviour post-COVID-19
ldentifying permanent trends with longevity

In-person experiences to rebound over the long term
Staggered and uneven travel recovery led by domestic
Digital as the vehicle for growth and engagement
Technology with further potential for development...

... and enable new tourism business models

Mobile distribution takes over the online channel

App functionality: crucial for customer retention

Digital health passports or “vaccine” visas key to future travel
Asia Pacific spearheading risk management via digital

BEFORE - INSPIRATION AND DISCOVERY

Before - digital as primary tool for inspiration and discovery
COVID-19 propels virtual experiences into the mainstream
Search trends reveal desire for local and nature post-COVID-19
Google stretches further from search into booking

Influencers adapt to the new normal

Case study: before & beyond connect for virtual safaris

Case study: before - amazon explore for discovery

DURING - BOOKING AND TRAVEL

From consideration to conversion: critical stage for travel brands
Lockdown fuels shift towards more add-ons

Staying afloat with personalisation

Direct online sales help boost digital transformation

The emergence of new business platforms

Payment ecosystems: the backbone of digital airlines
Innovation as part of pre-flight measures

Digitalisation will propel change for airlines

Digital readiness essential to mitigate future disruptions
Disrupting the status quo, new partnerships galore

Hotel technology companies: key for the reset

Digital transformation of hotels

OTAs raising consumer expectations and service delivery
Distribution platforms pivoting towards new consumer needs
Case study: during - Pilota for managing disruption

Case study: during - Mazemap for navigating the unknown

AFTER - EXPERIENCE AND BACK HOME

COVID-19 pushes customer service to the fore
Mobile apps as the indispensable travel companion
Activities and experiences: intense interest for connected trip
Sustainable experiences with purpose resonate with consumers
Foodservice elevated, offering a new revenue stream
Foodpanda explores new horizons
Subscription model back on the agenda
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Case study: after - Qantas for earning points even when not flying
Case study: after - P ark Hyatt Vietnam luxury experience at home
Case study: after - Questo for co-created experiences

KEY TAKEAWAYS

Short- to mid-term inbound squeeze pushes forward domestic
Ramping up online bookings as the means for recovery
Digital innovation in many shapes and forms

Key takeaways

About Euromonitor International

Euromonitor International is an independent market intelligence provider. Data, insight and analysis stem from in-the-field research
spanning 210 national markets.

Content ranges from the in-depth and country-specific, to key strategic themes with a global range and significance. Products cover
a comprehensive range of insights and market data, but can be broadly categorised as:

o Strategy Briefings: Global or regional in scope, and focussing on the most important themes shaping consumer demand, the
key markets, competitive environment and future outlook across a range of industries.

e Company Profiles: Analysis dedicated to the world’s most significant companies, with detailed insight into their activities, focus
of operations, their competitors, their geographic presence and performance.

e Country Reports: For an in-depth understanding of specific countries, whether by industry, economic metrics or consumer
trends and lifestyles. These reports cover current trends, consumer demand, market potential and future prospects, with
country-specific local insight and comprehensive data, unavailable elsewhere.

For more information on this report, further enquiries can be directed via this link www.euromonitor.com/digital-travel-innovation-across-the-traveller-
journey/report.
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