TRAVELS NEW NORMAL

The pandemic changed the world of travel

Impacts on customers Impacts on travel businesses
e Travelers considering more e |ncreased workload and
\J ¢ £ decision factors before = .\: complexity
booking e More short-term business,
' ® Higher importance of rather than long-term loyalty
7' R information and flexibility e Labor shortages

e Travelers show higher
willingness to pay to feel
more secure

Implications for the industry
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Where the industry agrees - and disagrees
Trends in the next 1-3 years (overall)

Airline
Ranki ng-*+ Government

regulations will

1 lead to more
consumer

protection

People will
2 combine work
and leisure
travel more New product
formats as
3 "connected trips "
will become

. more popular
People will e

4 travel more
domestic/
Government regional
regulations will
5 lead to more
sustainability
People will in travel
increase the
6 length of their
trips People will
spend more
7 money on

travel in the -
future Business

Travel will not
8 fully recover
to pre-
Short trips  covID-19
will be made

9 by train/ car
instead of by
People will plane
1 0 travel more
sustainably

People in
general will
1 1 travel more

than before Organized trips
COVID-19 (through tour
operators/
12 travel agencies)

are becoming
more popular

12 11 10 9 8 7 6 5 4 B 2 1

Agen
Question: As a travel expert in close contact with travelers, how likely/ unlikely will the following trends occur in your opinion in Rgekcy
the next 1-3 years? [n= 341] an Ing***
* Percentage for answer options likely & rather likely
** A “connected trip” combines all trip elements into one dynamic package, which can be serviced by online travel agencies
(OTAs) in the event of a disruption. Travellers will be able to import trip elements booked on other platforms into one single place.
***Ranking (rank 1= most likely trend; rank 12: least likely trend)

Travel will return fully - but in waves nly
37% | think generally,
35% people want to

travel. Right now,

30% |
we already see

e 26% high demand,
especially for
20% & domestic travel.
15% B ] Roland Jaggi,
Lk Aegeanair
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The travel volume  Within the 2023 2024 2025 2027 Beyond
already is on the next 6 2027
same level months

Question: How long do you think it will be, until the travel volume returns to a “pre-Covid-level” (year 2018 — 2019)
7% The travel volume will not return to the same level
3% The travel volume will exceed the pre-COVID-19-level

Sentiment is higher in EMEA and Americas
While demand is returning, travel agencies expect for it to return to pre-covid
levels within the next 2 years

37%

Americas

Question: How long do you think it will be, until the travel volume returns to a “pre-Covid-level” (year 2018 — 2019)

Travelers are considering more factors
before bookings — and they want to be
able to rely on expert advice

e Consumers are looking at travel as more complex due to the
uncertainties and restrictions Travel agent respondents

think organized trips

(through tour operators/

e Domestic and regional travel remains popular due to lower risks travel agents) are becoming
and lower uncertainty more popular

e They seek more support and guidance from travel professionals

Travel agent respondents
believe that people will
travel more domestically
and regionally

Changes in the world of travel

Airlines and agencies agree that information on restrictions and health measures,
as well as flexible booking options, are much more important to customers now
than before COVID-19

Importance of factors to customers now vs. pre-COVID-19
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Information about health  Up-to-date information  Information about cancellation Flexibility to change or
and hypiene measures on local restrictions and rebooking policies exchange aspects of trip

B (Much) more important M Equally important (Much) less important

As we progress through the recovery, sustainability
will again become a top priority

We’re seeing from corporate travel in general questions like:
what do we do in terms of greenhouse gas emissions and

the sustainability components associated to that.
Stuart McDonald, WestJet

e While sustainability has taken a back seat through the early Consumers say
stages of recovery, there is an expectation that this will sustainable travel

become a priority, both for customers and the industry itself IS Important or very
important to them

e As travel recovers, there is an opportunity to create a more The Vacationer 2022
sustainable industry that prioritizes the environment

e In 2011, just 20% of people said that the green/environmental/
sustainability credentials of their holiday provider were
important to them. That nearly tripled to more than half
(54%) in 2021. (ABTA Travel Trends 2022)

Leisure “revenge” travel fuels
recovery — the right experience
replaces price as a top consideration

e Pent-up demand to travel freely again has

resulted in an increase in “revenge travel” .
e Consumers are looking to make up for the

trips and experiences they missed out on

during the pandemic  ......
® They are happy to use ‘long-term savings O . .

or investments’ to fund these luxury holidays .
(Forbes 2021) o

Corporate travel will come back — the question is:
what will it look like? |

® Corporate culture needs to be rebuilt. In a world where people are working remotely, travel
is the new office culture.

e Workspace flexibility creates new opportunities for travel companies to offer new products
and services and create value.

e Policies, processes and technologies need to evolve to take advantage of new opportunities.
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Emerging strategies to prepare for recovery

Similarly on the top strategies they are pursuing, travel agencies are also increasing
their focus on leisure clients, targeting higher-yield customers and investing in
new technology to improve and better cater to their travelers’ demands.

of airline respondents
believe that people

will combine business
and leisure more often

Airline strategies to prepare for recovery

To prepare for recovery, airlines believe in investing in new technology to improve their
position in market and their profitability.
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1. Investing in 2. Increasing 3.Targeting 4. Increasing spend 5. Creating tailored,
new technologyto ~ focus on higher-yield per customer (e.g., personalized bundles
improve position leisure clients customers through cross-and for travelers

in market and upselling, ancillaries

profitability etc.)

Agency strategies to prepare for recovery

Travel agencies believe in tailored, personalized offers and targeting
new customer segments

)

1. Creating tailored, 2. Increasing 3. Targeting 4. Investing in 5. Differentiate

personalized bundles  focus on higher-yield new technology product and

for travelers leisure clients customers to improve destination
position in offering from
market and competition
profitability

Travel agencies
focusing more on
new tools, services
and technologies,
especially in APAC

More than half of the agencies
will focus on new tools, services
and technologies with APAC
leading at 71%

Top investments that travel agencies
and airlines will focus on in the next
@ 1-3 years
Agencies’ top 3 Airline top 3 investments
‘ investments will A will be New Distribution
be Web-Online- % Capability (NDC),
| 1\ technology, POS Systems to support
‘ technology & personalized offers
New CRM & Modern API'’s
. Apart from Web-
Online-technology,

travel agencies in
. EMEA are also focused
on investing in Virtual
Payments in the next
1-3 years

Evolving airline distribution and NDC expectations
to prepare for recovery

ofairlines surveyed .
expect enhanced possibilities of agenC|eS
96% to offer dynamic content, surveyed expect a

change in their
revenue

change in revenue and
improved customer service
and satisfaction scores

To handle the new normal, it's all about personalization
driven by technology and collaboration

knowing customers’
needs before himself

Behavioral
attributes

Differentiated customer
communication

Web/online
technology

Technology investments
Targeted customer Transaction

+ Investments in new technology as communication POS CRM information
key strategy to prepare for recovery technology systems

---------------------------------------------- Personalization SN

Collaboration - Touchless Flawless
’ X . travel & connection
+ Cross-industry collaboration an important processes biometrics

requirement to manage the new normal
Seamless customer

Seamless experience Improved
fulfillment standard

Seamless experience Dynamic
across all channels personalized content

Carried out in conjunction with Munich-based Dr. Fried & Partner, the study involved both quantitative and
qualitative research with more than 500 airlines and travel agencies. Respondents were surveyed in eight
languages across 20 countries in EMEA, APAC and the Americas, along with in-depth interviews with selected
industry executives.
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