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Latest travel outlook
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Baseline Inbound Receipts by Region 
USD billion 2019-2025 
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$1 tn
world inbound receipts lost in 

2020

33% 
% value share for Asia in 2021, 

overtaking Western Europe 

2023
Baseline recovery for Europe

Note: Baseline forecast, 1 March 2021
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Redefining source market value for greater 
returns to local communities

LATEST TRAVEL OUTLOOK
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Digitalisation to drive recovery

LATEST TRAVEL OUTLOOK

Source: Euromonitor International
Note: Travel 2021 edition, August 2020
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Consumer-centric

Flexible  

Personalised

Seamless and low touch
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Influential Features of Travel Planning and 
Booking 2020

Free cancellations

Free upgrades

Flexible payment terms

AR/VR to visualise travel
experience

Source: Euromonitor International – Digital Survey, December 2020
Note: Data not available for Italy, Spain and the Netherlands



Building trust

Source: Euromonitor International Digital Survey, December 2020
Note: Green indicates a high % share of respondents, compared to red for a low % share
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Changing consumer values
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66% of consumers globally 
want to have a positive 
impact on the 
environment through 
their daily actions in 2021

Euromonitor Voice of the Consumer Survey,

fielded January 2021 
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Purpose-driven brands resonate

CHANGING CONSUMER VALUES

Source: Euromonitor Voice of the Consumer Survey, January 2021
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Green Activities by Key Country 2021

Buy from purpose-driven brands Offset carbon emissions Reduce emissions - drive less/take public transport
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Social values more prominent

CHANGING CONSUMER VALUES

Source: Euromonitor Voice of the Consumer Survey , January 2021
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Global Consumers Travel Preferences 
2020/2021
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Source: Euromonitor Voice of the Consumer Survey, January 2021



48% 
of global consumers seek 

sustainable travel options 

52%
of global consumers seek mass 

market options
Source: Euromonitor International Lifestyles Survey, January 2021
Note: Selected at least one sustainable travel features including eco-tourism, voluntourism, immersion in local 
culture, sports/adventure, nature and outdoors activities;
Selected at least one mass travel features including packages, all-inclusive resorts, group tours, family friendly and 
shopping
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Sustainable transformation



Top 10 countries

▪ Scandinavia and Europe lead for 
sustainable tourism

▪ 65% of Scandinavian travel businesses 
implement a sustainable strategy vs a 
global average of 55%

Source: Euromonitor International
Note: rank 1 = best performing; yellow dash signifies no change, green arrow - positive 
movement and red arrow – negative movement in the ranking

Top 10 Countries in the Sustainable Travel Index 

2020 



Source: Euromonitor International
Note: rank 1 = best performing; yellow dash signifies no change, green arrow - positive movement and red arrow – negative movement in the ranking

Croatia performance 



Playing catch up

▪ Travel falling short in sustainable action 

▪ Positive momentum growing with 
Tourism Declares and COP26

▪ Pioneers like Intrepid go from B Corp to 
science-based targets
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My company will keep pre-COVID-19
environmental sustainability commitments

despite the unfolding economic crisis
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Travel and Tourism Comparative Commitment to 
Sustainability 2020
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Source: Euromonitor International – Voice of the Industry Survey –
Sustainability, June 2020



Key takeaways Paradigm shift to value 
driven tourism

Optimised benefits to build 
trust for opening up

Digital and sustainable 
transformation critical for 

building strong foundations

Elevated experience for 
visitors

Momentum building to 
tackle the climate 

emergency
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