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INTRODUCTION

Travel snapshot

STATE OF TRAVEL

Cautious optimism despite ongoing challenges
Travel hit by the full force of the pandemic
Flexible terms and conditions continue to cause pain
Bringing business travel back from the brink
Business continuity plans
State of travel over the long term

FACTORS IMPACTING TRAVEL

One year on, brand building is the priority in the short term
Digital health passports the most popular measure for reopening
Mid to long term, priority on improving and digitizing CX
AI and data continues to exert the greatest disruptive power
Role of artificial intelligence in facilitating safe travel
Biometrics to play a critical role in digital health passports

MOBILE AND DIGITAL COMMERCE

Investment in mobile goes in reverse during pandemic
Rolling back in providing holistic customer experience
Mobile functionality vital for customers post-pandemic
Aligning business vs consumer priorities for driving trust
Reputational risks in not embracing mobile engagement

TRAVEL AND SUSTAINABILITY

Consumers in the driving seat in terms of interest in sustainability
Consumers put social impact above everything
The “great outdoors” is a popular post-lockdown choice
Sustainable travel edges closer to parity with mass market
Need for closing the “say-do” gap
Carbon tracking makes small inroads
Sustainable Development Goals take a backseat
5 Ps - greater focus on people during the pandemic
Climate emergency requires multi-stakeholder approach
Rising trust in eco-friendly and sustainability labelling

INNOVATION IN TRAVEL

Digital and sustainability dominate as sources of innovation
Innovation for enabling safe and sustainable travel post-COVID-19
Digital health passports - IATA Travel Pass
Health inspired innovation - C-Face smart mask
Vertical integration - Singapore Airline’s experiences brand
Partnerships for the new normal - Sherpa for travelling freely
Contactless check-in - Duve offers end-to-end seamlessness
Self-guided, self-driven - Autoura takes DIY to the next level
Smart destination management - Cleverciti for traffic control

ABOUT VOICE OF THE INDUSTRY

About Euromonitor’s Voice of the Industry Survey series
Focus within travel industry of Voice of the Industry respondents
Job title of Voice of the Industry (Travel) respondents
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ABOUT VOICE OF THE INDUSTRY

Geographic focus of Voice of the Industry (Travel) respondents

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:

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.
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.
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/voice-of-the-industry-travel-one-year-on/report.


