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World’s biggest economy

745,000,000 consumers for you!
50 countries
90+ languages

European Union:
27 member states, 24 languages
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If you want to access European markets through tour operators (B2B),
you need to understand what most outbound TO’s are looking for

ﬁ"\qmm'\uwﬁsdaqmwv‘i'\nﬁsmawmﬁuu%ﬁmﬁas"‘luq’isﬂ (B2B),
antgaasnvinANNd Tawrnnusswindduuula

1) Trustworthy, professional partners with great operational response
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Ry 2) Experiences which are suitable for their markets
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2 3) Price which is good value for money
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4) Come up with ideas...be assertive, ask for opportunities, feedbacks, trends etc
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5) Convenlent location / access 10) Bottlenecks:
fivicoriazaIn Landadne health and safety,
hygiene and
6) Unique, value adding experience insurance
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8) Reliable, internal standards
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9) COVID19...health and safety, flexible Terms (cancellation, refund)...
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Key Takeaways
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Clarity

Sustainable travel
information can be
overwhelming and
confusing. Make it easy
to understand, leverage
visual formats, and show
clear impact.

Avuthenticity

Consumers want to know
(and see) that travel
brands are committed to
sustainability, not just
checking a box. Back up
messaging with proof
points and data.

Value

Consumers are willing to
pay more for sustainable
travel options. lllustrate
the value and positive
impact of making more
conscientious choices.
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"0 International TRADE IMPACT

[rade FOR GOOD

/,s Centre

v Is getting older, wealthier and healthier

v Is part of new target groups (niches become bigger and more interesting!)
v Is more travel-experienced

v Is travelling more

v Wants to experience his holidays (hunger for culture & authenticity, the unforgettable & be
part of it)

v Expects value for money (price-critical), but willing to spend more if it adds value
v Is better educated

v Is better informed......use of internet!!!

v Is more and more into “treating yourself well” (wellness, luxury, yoga, meditation)

v Wants to do good...sustainable tourism (CSR), CBT, volunteering L////
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What do they value?  Safety ]
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What do they enjoy?
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What do they need?
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Trends post-COVID -
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Trends post-COVID CBI
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AUTHENTIC LOCAL
TRAVEL EXPERIENCES
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Locally owned businesses and restaurants
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Transport options that have lower environmental impact
SdanlBnusiiinansmuiousiodnadox

Opportunities to exchange with local cultures and communities
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Charming accommodation with lower environmental impact
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Options for walking / biking / eco-friendly activities
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Secondary destinations, within 1.5 hours of a hub-1g71i09504
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How exactly does this
activity benefit people or
the environment?
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Pitch auanisvg

30 mins

3 Minute Pitch

Highlights for

target group

Why a great experience
for ‘X’

Brief summary
program
Safety

Story

Service (professional)
Sustainability
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