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A workshop-y session!
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This year is different….

It’s time to act
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A 4-step road map

Know Focus Apply Do
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Understand Trends Know



carolyn@mytravelresearch.com TravelResearch0 mytravelresearch.comcarolyn-childs-74653ba/

Know

“How do we define luxury when a high-touch business meets 

a no-touch world?” Albert Herrera, Virtuoso, SVP, 
partnerships, Virtuoso Travel Week
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In luxury travel the focus on driving change has been …. Know
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Source: Four Seasons

Know

https://press.fourseasons.com/news-releases/2020/lead-with-care-program/#:~:text=Four%20Seasons%20Hotels%20and%20Resorts%2C%20the%20world's%20leading%20luxury%20hospitality,decisions%20during%20the%20evolving%20COVID%2D
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Safe and bespoke can dovetail perfectly
Know
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Meeting the Need for Belonging

According to ILTM, Family 
Holidays were the second highest 

experience sought at 52% 

Sources: https://view.iltm.com/2020/07/03/iltm-data-reveals-key-global-insights/
GAdventures

Know

https://view.iltm.com/2020/07/03/iltm-data-reveals-key-global-insights/
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In luxury travel the focus on driving change has been ….

Only 16%* of you 

said you wanted to 

hear about 

economic trends 

But this change 

WILL drive the 

luxury travel 

mindset 

*At 16.02 on 13/10/20 n = 52 responded

How can we help luxury 

travellers feel good about 

travel in a world of scarcity?

Know
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By showing Leadership and Commitment

The Pioneer

The Enrichment seekerThe Philanthropist

The Jet setterThe Dynast

The Hedonist

The Replenisher

The Lotus Eater

Indulgence Empowerment

GrowthConnection

Source:  MyTravelResearch.com Luxperience/Executive PA Luxury Travel Research

Rarity

Know



carolyn@mytravelresearch.com TravelResearch0 mytravelresearch.comcarolyn-childs-74653ba/

Beyond sustainability… to regeneration

Sources: Money makes the (Tourism) World go round – or does it?  Professor Pauline Shelden University of Hawaii, TTRA International Conference 2019  Keynote
“Raworth, K., 2017, Doughnut Economics: Seven ways to think like a 21st. Century Economist”

Know
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43% of you wanted to talk Counter Trends

Sources: Bigstock

Know



carolyn@mytravelresearch.com TravelResearch0 mytravelresearch.comcarolyn-childs-74653ba/

Return of Hedonic Travel

The Pioneer

The Enrichment seekerThe Philanthropist

The Jet setterThe Dynast

The Hedonist

The Replenisher

The Lotus Eater

Indulgence Empowerment

GrowthConnection

Source:  MyTravelResearch.com Luxperience/Executive PA Luxury Travel Research
https://view.iltm.com/2020/07/03/iltm-data-reveals-key-global-insights/

Rarity

Know

https://view.iltm.com/2020/07/03/iltm-data-reveals-key-global-insights/
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3 things to think about

Have a Purpose ENGAGEMENT 

Be engaging (RE)CONNECTION

Be helpful TRUST

https://youtu.be/3uj_P5C_Qzk
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Does high touch equal virtual now?

Source: Visit Faroe Islands

Know

https://www.remote-tourism.com/
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Virtual luxury becomes monetisable

Know
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Know who you are

Brand 

Position

Functional 

Benefits

Brand 

Personality

Emotional 

Benefits

Brand 

Essence

Target 
Market

Product

Promotion

PricePlace

Know

This above all: to thine own self be 

true

And it must follow, as the night the day

Thou canst not then be false to any 

man
Polonius (Hamlet)
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Source: Gartner, Youtube, Bigstock

Know

Understand your appetite to act 
– which of these are you?

https://www.gartner.com/en/marketing/insights/articles/top-5-trends-drive-gartner-hype-cycle-digital-marketing-2020
https://www.youtube.com/watch?v=tYUjmEH9NNk
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Let’s briefly talk marketing
62% of you said 

you wanted to hear 

about changes in 

marketing

As Influencers 

move from Shiny 

to Shining in trends 

there are new 

opportunities

*At 22.35 on 13/10/20 
n = 55 responded

Know
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Focusing in … use the three step test to select your top 10 trends

1.

2.

3.

4.

5.

6.

7.

8.

9.

10.

Focus

Pick 
me!

Relevance

Emotion

Uniqueness
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The MyTravelResearch.com Tourism Trends Canvas

Trend:

Who does it apply to?

What needs does it fill or problems does it solve?

Functional* Emotional*

Is it a Blue Ocean moment or are there 

sources of inspiration?

How do we apply it in a way that makes us unique?

Short term (now/easy) Longer term (plan/develop

Apply
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Remember …

It’s time to act

Do
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The only “new normal” is one we create
To survive and thrive we need to navigate the “new 

abnormal” to reach the “next normal” 
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Send me your great ideas and experiences … I can be an influencer too!

THANK YOU
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