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The Factors Respon3|ble for Upcomlng Tourism Trends

Impact of tourism on environment

A Several developments in tourism have led to changes in @ /}k ﬁ ‘ @

consumer behavior and business processes, meaning the
responsible for emerging tourism trends. o=

A One of these developments has been a fundamental change’
how technology is used, especially about artificial intelligence |
and machine learning. This has led to the increased adoptior
robotics and Apowered technology in hotels. It has also led t¢
changes in customer behavior through the rise of voice contr
and search.

A After the COVIEL9 pandemic, travelers still focus more on
hygiene and safety, needing contactless payments and remo
working. Meanwhile, environmental concerns have added to
the locatfirst approach of many customers, and have given r|<
to trends related to organic food and et@vel. |
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Biggest Tourism Trends Related o
Marketing and Technology

AMarketing has a major role to play in the success of any hotel, and marketers mus
be able to keep pace with emerging tourism trends in this area. Examples of these
trends include an increased focus on local customers, the rise of virtual reality
based marketing techniques, and a need to prioritize voice search.

Co-funded by the
Erasmus+ Programme
of the European Union

ASome of the most important tourism trends impacting customer behavior and
Influencing the industry are technologglated. Examples include voice recognition
technology, contactless payments, artificial intelligence, virtual reality, facial
recoanition. and the continued rise of the Internet of Things.
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Safety and Hygiene Tourism “Trends

S
ACrlme wars, social and political unrests, environmental threats and the spree '“(

secure tourism. All forms of security incidents have negatively affected their ii..
and can cause a decline in tourist arrivals.

A Safety and security are vital to providing quality in tourism. More than any other
economic activity, the success or failure of a tourism destination depentsiog
able to provide a safe and secure environment for visitors

—— Moslt Dangerous Countries in the World ——
1. Tourism 2. Enforcement | 3. Tourist Safety | 4. Tourist Safety 5. Tourism 6. Tourism
Safety Forum Task Force Response & Security Tech Safety Safety
Platform Communication | Interventions &
Strategy Partnerships
Form a formally | Establish a multi- Provide Identify ’
structured, multi stakeholder assistance and innovative Developa Identify o
stakeholderand | enforcement task support to technologiesthat | comprehensive synergies to
collaborative team tourist in can actas an communication | enable funding of
safety forum distress enabler to help strategy cross-platform
address and integrating all initiatives and
solve core tourist important skills
safety risks stakeholders developments

X T @® 4 X | %

Effective Data Tracking & Measurement System
That which cannot be measured cannot be managed
The more superior the quality of the data, the greater the insights derived, the more successful the
interventions with increasingly tangible benefits
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Safety and Hygiene Tourism Tre

AWhether it is airlines, cruises, hotels, restaurants, or [ %
bars since the outbreak of COVID, safety and hygieng « «
standards have been paramount. With this in mind, B
several tourism trends are related to this, such as ~ 2\
Increased cleaning, socially distanced seating, A e—
providing hand gel, and enforcing masks in some i
settings.

AThis is also now a vital part of tourism marketing, witf
companies needing to clarify their hygiene and safety
policies and measures to keep customers safe. The
threat of COVID has meant people are more relucta
to travel and visit tourism hot spots, so they must be
persuaded that it is safe.
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Growth of Contactless Payments |

A Contactless payments have been a staple in technology in tourism for some time
now. Still, the emergence of options like Google Pay and Apple Pay has helped ta
this to the next level, meaning customers do not need to carry around a debit card
or credit card to pay for meals, hotel stays, transport, and other services.

A Allowing contactless payments has enabled tourism companies to reduce friction
and improve the speed of chetks and checlouts. It also means goods can be
paid for swiftly, encouraging spontaneous purchases. With the coronavirus,
contactless payments are in greater demand than ever, as staff and customers
often prefer to av0|d ‘handling cash
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Growth of Contactless Payments

A Through contactless payments, travel companies can trac  Travelers and Diners Expect Services That are Contactless
and analyse customer spending behaviour. It can be used Except for the 65+ age group
provide customised recommendations and offers to oo S .
) ge is a strong factor for the preference for digital while on vacation. Those 65+ are least
trave”ers It can enhance the overall customer expe”ence likely to have a digital preference with the exception of checking in for a flight.
and improve customer loyalty.

58/58/
A Contactless cards carry potential risks, including 49,50, oS
unauthorized payments, card skimming, data interception, % Bl
and a lack of spending monitoring. Understanding these
dangers is important to protect financial wéking.
U.S. Contactless Payment Market
size, by type 2020 - 2030 (USD Billion)
Checking in or gaining Checking into lodging Checking in for a flight
admission to activities or accommodations
and attractions at
your destination
® 1824 @ 2534 35-44 45-54 55-64 65+

U.5. Market CAGR,
2022 - 2030

45,58 $6-6B IIII
Illllll

2020 2021 2022 2023 2024 2025 2026 2027 2028 2029 2030
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VO|Ce Search aﬂd VOICe COntl tttttttttttttttttttttt

AWith home smart speakers growing in popularity and
mobile assistants like Siri, Google Assistant, and Bixk
more tourism customers are turning to voice search.
For those in the tourism industry, it is important to
capture these guests by structuring website content
properly so it appears in voice search and allows for

voice bookings.

ATourist information is a key part of the customer
experience with many companies, and voice control
and Al can be invaluable here. Moreover, hotel rooms

Co-funded by the ' 1 VILNIUS
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Voice Search and V0|ce Control

A Particularly in the hotel industrypice assistanteffer
numerous advantages. Customers can use their voice in t|
rooms to switch the lights on and off, set the room
temperature or control various entertainment devices. Jus ERe
they are already accustomed to doing in their own homes. s ornotes s

Seen a 5457 year-on-year

ATo date, the main use of voice control technology within th et
travel industry has centered on hyppersonalizationBy

Implementing voicecontrolled smart hubs in hotel rooms, 5
guests can more easily adjust the various room features, B e b
Including heating, air conditioning, lighting, and other Year-on-yea ncease

features.
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In China and Turkey, over
of travelers use voice search

NSNS

oo’

of users book
a cab service
through voice search
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Virtual Reality Tourism Trends

A Virtual reality is another of the major tourism trends disrupting the industry, and capitalizing on
the technology can give you an edge over rivals who have not yet adopted it. Customers can
experience hotel interiors, restaurant interiors, outdoor tourist attractions, and more from their
homes through online VR tours.

A Crucially, they can do this at the decisimaking phase of the customer journey. This can be the
difference between customers completing a booking or backing out. VR is especially useful after
COVID, where customers may need extra encouragement to press ahead with their plans.

A Most modern VR tours are weinsed and can be viewed through any mainstream web browser.
The quality of the VR tour and the extent of immersion can then be improved further through VR
headsets.
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Virtual Reality Tourism Trends

. . - . Virtual Reality Users Across Different Sectors
The most notable benefits of virtual reality in tourism go as follows: Y

A Attract more visitors by enabling them to experience the 0%
destination firsthand before even booking it; 36%

A Showcase realistic 3éfegree views of any destination or hotel

) ” .
0, \
in high resolution; 19% / p \
A Mesmerize travelers by allowing them to explore destinations ¢

their own from the convenience of their home; @
A Improve brand image by delivering unique brand engagement; . e

A Gain competitive advantage by offering unique, unforgettable

experiences;
A Helping travelers worldwide become more comfortable using Virtual Reality
to explore travel destinations. What Consumers Want From VR e v et e s

Games + ravel planning/virtual travel experiences
[+ ] (o] 64% Visit
Would visit a travel store with virtual reality technology.

Particularly 18 - 24 year olds.

@ Book
Would book a holiday in-store after experiencing

virtual reality.

@ Download
Would download travel specific virtual Reality content

to their device.
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Solo Travel

ALeisure travel was a family affair or something tha
O2dzLJ S& dzy RSNI 2 2 | u25IS

to strike out on their own. Enjoying a solo trip Is N
longer so unusual, and tourist trends increasingly W e
reflect this. The needs of solo travelers are diverss ——
Some want to travel without the distraction of a
companion. Others are young singles looking for
soclal activities or to find a partner. Some widoweE=—"
seniors even use loAgrm hotel stays or cruises ags s
a luxurious alternative to conventional elder care. g&=
These tourism trends are set to grow and grow.

Co-funded by the
Erasmus+ Programme
of the European Union




' 1 VILNIUS . PICASP
TECH -
- Vilniaus Gedimino ?? Erasmus+ Project

technikos universitetas

S O I O I rave | Barriers to solo travel for men and women

Solo Travel main statistics:
AD223tS UNBYR RIFIOF AY HnHm aK2gSR
761.15%

A The most common motivation for traveling solo is the desire to see the Wor — wmsssosseunsies
without waiting for others

46%
Safety concerns

N

N

31%

©

N
&

Cost compared to traveling
with someone else

o
- 3
°
»
°
3
N
&

A More than 50% of travelers enjoy visiting cultural attractions and trying locz

N

Y] Family or friends worryin, _ 14
CU|S|neS abourlym§ - 9%
A The majority of solo traveller (38%) spends between $1,000 and $2,000 pe e .
A Threequarters of solo travelers are interested in both domestic and reingromescc D)

international travel

N
o
P

None of these
46%

A 46% of people choose to travel on their own because they have the freedo
make their own travel itinerary. Solo travel has increased by ~23% since tr @

COVIBEL9 pandemic broke out. @ Radical Storage

PROMOTES PEACE &

The majority of solo traveller (38%) spends
between $1,000 and $2,000 per week.

Relax and time to unwind
Break f ti 58% 47% SRR $1000
rea rom routine <=
$3000-$4000 6%

17%
Explore new cultures 1%

))& Motivations for solo traveling 'o‘o"e.é‘o' Who solo travels?

of millennials of older generations
To do what one wants

Take some time out w » . Men<
Explore new destination $2000-$3000

479 Women n i

Meet new people 28% $1000-$2000 :* *,; go fundef Igy the
lin8 38% ot J rasmus rOgramme
0 20 0 €0 80 18524 vepreiond e of the European Union




VILNIUS
(] recn” g PICASP
EcoTravel

AThe concerns and mores of the customer base heavily influence tourism trends.
As a new generation becomes increasingly relevant in the marketplace, the ideals
driving their purchasing decisions create new tourism trends:tiea@l is just
one example of these tourism trends, reflecting a growing concern among
UzRlIeQa UNF St SNA T2NJ SUKAOIIt I yR adz
simple changes, such as the availability of carbon credits when booking a flight or
the option to rent an electric instead of a conventional vehicle. More
sophisticated examples might include tourism with a volunteer element, perhaps
working on a nature reserve or engaging in conservation work.

eN o
qj'.»
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E C GT rave I Carbon Footprint of Global Tourism
T o
Aln 2023, we can expect to sagise in ecdourism, which
focuses on environmentally responsible travel. This could “*~ “
Include activities such as volunteering on conservation =
projects, staying in ecbiiendly accommodations, and ... ]

supporting local sustainable businesses.

ATrain travel is the most ecologically friendly option, aside™
from walking or bicycling. They emit-86% less carbon
emissions than other forms of transportation, even if ... —
they're electric. Trains are more sustainable and bet =" ™"
than other modes of transportation in terms of energ
use, space usage, and noise levels.

E c 0 20!) 20I21 20!2 20I23 20!1 2025 2026 2027 2028 2029 2030
T U R ! g ’:n ’ ® Land Marine _“-,Léu“-ﬁé:"'z‘ e
0 Ees v
* K x
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14.1%

U.S. Market CAGR,
2022 - 2030
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Local Experience

AcC2RI&Qa U2dz2NRadua
iInsulated from the places they visit
inside a cultural bubble. They want to
engage with and participate in the local
culture. From enjoying local cuisine to
celebrating regional festivals and
holidays, local experiences are set to
become some of the top tourist trends =&
to watch. One example of a popular
local experience would be visiting Japa
during a major festival, renting formal &
Japanese clothes to wear, consuming ="
regional delicacies, and engaging in &
traditional games or cultural activities. L.t o
Another might be a long stay with a L .
host family in the destination country to s ey
learn more about the local culture. o
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Local Experience & &2 ¢ 9T

VISION TOUCH HEARING SMELL TASTE

Q00O

AOne of the best ways to promote the town is to create radio and television ads,
focusing on the slogan for the town and the points discussed in the marketing
plan. Make a tourist map. Another great way to promote the town Is to create a
detailed map for tourists and place them in local malls, restaurants, and bars.

—————————————
/‘Dreams\\ r N

1] and \ II Lived \\ - -

| desires / ', emotions / U.S. Domestic Tourism Market

——————— v fullfilment // N —_ /,__-__‘_\ size, by tour type, 2020 - 2030 (USD Billion)
uit AR i e - = -
/’ Degree of /’ Travel \\|
| perceived v Motivations ¢
‘.. novelty s 5 L - -7 -

~
B -
- -
s -

lllllll -
............. Memorable -

Travel Tourism Tourism -

i i 4 L.5. Market CAGR,

Planning Experience Attractions $138.28 — BB e e
.................... $120.1B - I
- asnnnBR l I I

2020 2021 2022 2023 2024 2025 2026 2027 2028 2029 2030

@ Adventure Spiritual /Cultural Sports
Weekend Getaways @ Others (business, organized tours)

5 Travel W e Cultural
% Companionshi 2 @ Exchange
P P ~ & Interpersonal g

.................... ~.  Interaction

. 5
......
......
............
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Personalization

AAs well in ‘marketing tourism more effectively, personalization can appl
02 SOSNE | aLISO0 2F U0KS G2dzNR ai
experiences that closely match their preferences, from destinations to
F O0O2YY2RIEUA2Y YR FOUAGAUGUASEA UK
SELISNASYOS Oly 068 GFEAf2NBR G2 |
more likely they are to return and use the same service again.

Personalisation... What does it actually mean to people?
This is what UK consumers say brands do to give them a more personalised service

49% 27%

me ces pg m
th 1y and eir
in [<e] h

Make travelling seamless with your
personalized Travel app

69% thi kt important to receive travel o pt catered to
their personal travel histor y d fi es*
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Personalization

A Some of the key industry trends impactin “
the personalization theme are the rise in — |
usage of mobile travel apps, the increase ,
digital partnerships between travel and
tourism companies and leading technoloc
providers, and the rising use of

. orem dolo
Business Travel | amet, ~gione diamet

orem ipst | dim

Sharing amet, mearegione diamet

Personalization | erinci novi
| r

Economy principes at
lorem ipsL

m ipsum dolor sitdim . Lorer
Bleisure earegione diamet loT In Hospitality | amet

technologies such as artificial intelligence el | (o o ndustry | e
and machine learning (Al and ML), Big d¢
among others. Personalization Strategy
A S ome Of th € key cons um € r tre n d S Provide rich .‘\ Enable Analyze and
Im pactl N g th e pe rson al |Z atl on th eme are content to interact with / data gathering segment users

the launch of travel subscription models,
personalization of loyalty schemes, and

deconstruction of packaged holidays fhe recommendations ) Set feedback loop
among others.
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Hyper Personalization:
The new Trend of the Travel and Tourism Sector

e

5 Ways Personalisation Marketing

BT

Personalisation in the
Travel Industry

MORE THAN 3
(v) P Wass isati
VALUE RELEVANCY A ‘ 7 % | 75 o & , _ Learn how personalisation
EREE SO e s Y KT B8 OF pURCHASES ARE enhances each stage

l e ' % : E TN e DL OME ; U of the travel customer journey.
& Z ? KIND OF ONLINE & AN

' ‘ et [T = y ‘ READ THE GUIDE

LIKE IT WHEN

3 H (3
B 8RANDS SEND THEM I L "‘VE:"G"
e e CONSUMER VISITS

MESSAGESAND B 3 6
OFFERS =

SITES WHEN SHOPPING

FOR AN AIRLINE
TICKET ONLINE

OF TRAVELLERS THINK &2

'S IMPORTANT TO R

RECEIVE TRAVEL B3

OPTIONS CATERED

TO THEIR PERSONAL

2 | TRAVEL HISTORY AND
PREFERENCES

H
¥
-

P
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Personalization in Tourism (] i

&

|\ v >
Hamburg — Oregon Kdln —» Sri Lanka
Flug: 1.075 Euro 2 Flug: 1.200 Euro
% 3 B

Kaln — Sichsische Schweiz
Bahn: 19 Euro

E

Hyper-personalization
Hyper-customized offers

N

2 S
8] e O
_ Non:targeted
customers 'nl 'Il
e © o o
. largeted
customers

’ U2 T B

Hyper-customized,offers

1

=inje =ime

Offer.C

technikos universitetas
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3 TIPS TO MARKETING PERSONALIZATION

Offer what
users wants

Ask your users for personal
data ot create more
personalized experiences.
Netflix is great at using
machine learning for
personlization, with 80% of
their views coming from their
recommendations (Medium).

HYPER

Create better
content

Gathering personal data
allows you to create tailored
content. 58% of users are more
likely to convert when they
receive content based on their
previous behaviour (HubSpot).
Give your content an
advantage by collecting
personal data.

PERSONALIZATION

MARKETING

Humanize
your business

80% of consumers are more
likely to make a purchase when
personalization is involved
(Epsilon). They want to be able
to put a face(s) behind a brand.
Personalizing your brand can
help give customers friendly
experiences that are
humanized.

Information extracted from HubSpot

R Co-funded by the
L Erasmus+ Programme
A of the European Union
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Robots, Chatbots, and Automation

A Chatbots are used in the tourism industry by collect data, obt Travel Chatbots Use Cases

feedback and manage complaints. From a research perspecit Reseizfg;
chatbots record each of their communication with the users, 1
allowing companies to do market research as they go and ga

Local insider

rich qualitative data from their customers.

A A new wave of robots is now being introduced in the hospitali
industry- and they are quickly gaining momentum. Hotel robo
can be categorized into four major categories: chatbots, robo
service bots, housekeeping robots, and voice assistant robot:

Disruption
manager

Expense management

Co-funded by the
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Robots, Chatbots, and Automation

A One of the more ey€atching examples of these particular
(02dzNR &Y uNByRa Ad |/ 2YyYyAST 4K o
Other hotels have also got in on the roksigff trend, installing =
Interactive robots to handle certain reception duties or even
having them serve food and drink to visitors. However, this Kking
novelty application is far from the only one. Many customers nc
book their travel and accommodation with the help of internet
chatbots, specifically tailored Al, which can handle queries and
assist customers with useful information when human operator
are unavailable.

Co-funded by the
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Artificial Intelligence

A As well as the aforementioned chatbots, artificial intelligence is becoming increasingly important
to the tourism industry. Machine learning technology is now firmly entrenched in the marketing
of the tourism sector, with Al helping to personalize the experience of finding and booking tours
and trips. Al is also increasingly valuable in contexts such as smart hotel rooms, |dent|fy|ng the
likely needs of guests and fitedzy Ay 3 GKS SYBANRYYSYlO YR &SND
preferences. Atrtificial intelligence is finding applications everywhere, from customer service to
security. Future Al tourism trends to watch out for might include-@eifing vehicles and virtual
guides for tourism.

Ll Co-funded by the
Erasmus+ Programme
of the European Union
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Artificial Intelligence
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Al Use Cases in the Travel Industry

© Al-driven travel chatbots
@ \oice-based digital assistants
© Automatic facial recognition

©® Personalized recommmendations for tourists

@ Profound sentiment analysis
® Al baggage handling solution
©@ Robotic technologies for self-service

@ Al-empowered flight forecasting apps

VILNIUS

The Market will Grow
At the CAGR of

18.2%

size for 2032in USD

Co-funded by the TECH f PICASP
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e . M Air Travel M Rail Travel
Generative Al in Travel Market
. . m Cruise Travel m Other Travel Types
Size, By Types of Travel , 2022-2032 (USD Million)
3500
2,919.5
3000
A 2,421.2
2500
2,048.4
2000 1,768.2
1,496.0
1,345.2
1500 1161.2
— 963.1
1000 .
571.9 676.0
s B B
0
2022 2023 2024 2025 2026 2027 2028 2029 2030 2031 2032

The forecasted market $ 2’ 9" 9 ] 5 M v MarketResearchm

WIDE RANGE OF GLOBAL MARKET REFORTS

Generative Al in Travel Market

Share, By Service Types, 2022 (%) m THASOHEHOR

Services

Services

W Accommodation

¥ MarketResearchm

WIDE RANGE OF GLOBAL MARKET REPORTS|

571.9

Total Market Size
(usb Million), 2022

18.2%

CAGR
2022-2032

Other Service Types $




Artificial Intelligence

Devices & Integrated Systems

Mobile Online Self-Service
Applications Applications Technologies

Al Systems

V

TOURISTS

v

BUSINESSES

Interconnectivity & Interoperability

Big Data Al Algorithms

s Hardware & Ambi Natural Language Machine Learning
Seofigured Communications Intelliglg::::e Processing & Deep Learning
Speech Recognition Neural Networks

Enabling Technologies

VILNIUS
TECH
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Al Value Sreation in Tourism

F

Convinient UC -,
\ Forecasting demand

|

\

Tailored UX

Forecasting loyalty

""" Forecasting Revenue
Richer UX

~  Automation

Right message Robotics

Augment. operations

PICASP

Erasmus+ Project

Right Price
Right Target
M Forecasting demand Forecasting loyalty I Forecasting Revenue [ Automation [ Raobotics
Augment. operations Right Price Right Target Right message [l Richer UX [l Tailored UX

M Convinient UC

User
Modeling Context

Awareness Privacy

Preservation

Big Data

Smart
Tourism

Recommender

Systems

Cultural
Heritage

Augmented
Reality

User
Experience

Internet of
Things
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Recognition Technology

A Recognition technology is one of those increasingly
AYLEZNILIFYU UNIF @3St | YR U2 dzNA
into many different areas. One of the most familiar
recognition technology applications for a frequent traveler
s the bank of automatic gates at some borders. The gates
Oy NBIFIR G4KS RFEaGF 2y GKS {
match it to their face using a camera and facial recognitio
technology. Recognition technology is one of the big
tourism trends in the hospitality industry, with voice
recognition becoming increasingly popular as a method of
control in smart hotel rooms.

VILNIUS
TECH
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4 Ways Facial Recognition

Can Be Used in the Travel Industry

pause for the camera

AL Co-funded by the
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Recognition Technology

AwSO23ayAlA2Y (GSOKy2ft238 KSfLA ARSYOGATe |
Moreover, it offers security and helps staff stay cautious for taking measures when
needed. Ultimately, this technology is required for payment procedures as it can make
authorization hasskree and fast.

A Facial recognition technology uses computer intelligence to identify people based on their
facial characteristics. It's changing the way travel and tourism companies operate by bein
able to recognise customers, track employees, and even detect fraud.
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