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To discuss the best practices adopted
by tourism industry during COVID-19.
To identify the scalability of Industry
5.0 design principles to the tourism
(hospitality) industry.

To analyse the demand and sppy of
the tourism industry during COVID-19.

To understand the changing tourist
behavior/preferences of the industry.

To know the factors that can
contribute to the needs and
preference of the tourists in the

Tip2043
tourism industry. ip204:

How is the COVID 19
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How is the COVID-
affecting the
consumer behavior

Objectives of the presentation

= Anoticeable change in the behaviors of
consumers during the pandemic is their|
essential buying (i.e., groceries) and a
in the purchase of discretiona)
., non-essential products and s
(Charm et al., 2020).
How s the COVID 19
hoaior btk Value-based purchasing is the key trend [
the pandemic; consumers are looki
"value for money" now more than ever.
is the top priority of people with dispos:
income (KPMG, 2020).
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affecting the
consumer
behavior?
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How is the COVID-1
affecting the
consumer behavior

A noticeable change in the behaviors of
consumers during the pandemic is their|
essential buying (i.e., groceries) and a

reduction in the purchase of discretiona
items (i.e., non-essential products and st
(Charm et al., 2020).

How s the COMID 19

Value-based purchasing is the key trend
the pandemic; consumers are looking fol
"value for money" now more than ever.
is the top priority of people with dispos:

income (KPMG, 2020).
How is the
covID 19
affecting the
consumer
behavior?
Tap 16 add notes
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How is the
COVID-19
affecting the
consumer
behavior?

Consumers are becoming mare
conscious of their purchases an
are striving to limit excess
spending and wastages (Wright
& Blackburn, 2020).

This change has arisen because
custamers feel financially
pressured and vulnerable due td
COVID-18 (KPMG, 2020).

Flow i they COVIE18 affecting
the camuamen hetavice
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How is the COVID-19 affecting
the consumer behavior?

How is the COVID-19 sffecting
the consumer behavior

Shift to digital platforms across all spheres of life.

oy

Nesting at home- New habits are forming as

consumers are staying at home (Kohli et al., 2020
How is the COVID-19
affecting

the consumer The fine line between work and personal life is
behavior? "
blurred and merging.

Home is now the school, coffee shop, entertainm
and restaurant center for consumers.

Demand for huxury
hotels is rising

Tap 16 add notes
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W W How is the
COVID-19
affecting the

How is the COVID-1
. affecting
s o s 2 ' the consumer
behavior?

How is the COVID-13
affecting

the consumer
behavior?

Preference will go to national destinations altho
there is still willingness to travel outside the ho
country for holidays.

B Tip2043

Demand for luxury
hotels is rising
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How is the COVID-19 ffecting
the consumer behavior?

Demand for luxury
hotels is rising

How s the COVID-19
affecting
the consumer

behavior?

Demand for huxury
hotels is rising

Demand for uxury
hotels is rising
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it

1ate beacon wr. She greets you like a movie star from

nic signage, step onto the si e red carpet and enter the g
CY.
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How is the COVID-19
affecting

the consumer
behavior?

Demand for luxury
hotels s rising

Demand for luxury
hotels is rising

A superior class berth on a Regent Seven Seas Cruises vessel,
which is part of Norwegian Cruise Line Holdings, which derives
roughly a third of its revenue from higher-end cruises,
according to Truist. Source: Regent Seven Seas Cruises

Demand for luxury
hotels is rising

These American luxury travelers expected to spend an aver:
of $3,940 on travel, while other LS. travelers expected to
spend $2.183, said MMGY's recent Portrait of American
Travelers survey.
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Dermand for huxury
hotels s rising

Levels of Needs in the Maslow Hierarchy; Lower order needs must be satisfied before climbing
needs ladder.

UPPER-LEVEL NEEDS

Demand for luxury
hotels is rising

el
Hobbies, travel, education U.5. Army—"Be all you can be:

Cars, fumiture, credit cands, 2. Royal Salute Scotch—"What the
stores, cauniry clubs, iquars rich give the wealthy.”

Clothing. grooming products. o ! 5 Papsi—“You're in the
chubs, drinks ce Pepsi generation;

nsurance, alarm systoms, SAFETY Allstate Insurance—"You'e
retirement, investments Secuity Shilter, Protection i £ood hands with Allstate.”

Madicines, stapie PHYSIOLOGICAL Quaker Oat Bran—"1ts
ftems, generics ‘Water, Sieep, Food the right thing o do.”

LOWER-LEVEL NEEDS

This exhibit llustrates Maslow’s Hierarchy of Needs, The higrarchy includes five levels: 1) physiological, 2) safety, 3) belongingness, 4) ego needs. and 5) self-actualization
This _hierarchy is most closely associated with product benefits that people might be looking for.

Engi Ustec Sates
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Dermand for huxury
hotels is rising

Levels of Needs in the Maslow Hierarchy; Lower order needs must be satisfied before climbing
needs ladder.

UPPER-LEVEL NEEDS

Demand for luxury
hotels is rising

Hobbies, travel, education U.5. Army—"Be all you can be:

Cars, fumiture. credt cards, Prestige, Status, £ Royal Salute Scotch—"What the
stores, country clubs, liquars. rich give the wealthy.”
~

Clothing. grooming products. Love, Fiendship. Pepsi—You're in the
clubs, drinks Acoeptance by Others Pepsi generation,”

Insurance, alarm systems, sapETY Alstate Insurance—You've
retirement, investments Secuety, Sheller, Protection i £00d hands with Alstate”

Madicines, staple PHYSIOLDGICAL Quaker Oat Bran—"1ts
Items, generics ‘Wates, Sieep. Food the right thing o do”

LOWER-LEVEL NEEDS

[T, S——

This exhibit ilustrates Maslow’s Hierarchy of Needs, The hierarchy includes five levels: 1) physiological, 2) safety, 3) belongingness, 4) ego needs, and 5) self-a
This hierarchy is most closely associated juct benefits that people might be looking for.

!
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Dermand for hoxury
hotels is rising

The New Hierarchy of Luxury Travel Needs

Induigence ‘Wellness
/Decadence [Pampering

Authentic, Vivid, All Senses
(Opposite of a Zoom call)

High Quality of Service and Product

ence: the behavior or attitude of people whe allow themselves to do what they want or who allow other people 10 do what they want. - the act of doing
thought of as wrang o unhealthy. Pampering: spend more for yourself.like going to a spa ar getting a massage. anything

something that you enjoy but that is usu;

- 1 ™
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hotels is rising

The New Hierarchy of Luxury Travel Needs

Inds

Authentic, Vivid, All Senses
{Opposite of a Zoom call)

High Quality of Servicfand Product

the behavior or attitude of people who allow themselves to do what they want or who allow other people 10 do what they want. - the act of doing
as wrong or unhealthy. Pampering: spend more for yourself. ik spa ar getting a m anything
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How is the COVID-19
pandemic affecting
consumer behavior?

Changes are abserved in the short-term (e.gi
during lockdown and confinement online sa
services increased significantly) and they are
expected to persist in the medium and long-

R
Tourist behavior and choice are affected by
psychological and economic factors.

Howristhe COVID-18
anden < afecting
v

Tap 1o add notes
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How is the COVID-19
pandemic affecting
consumer behavior?

COVID-19 and
Tourism Industry
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How is the COVID-19
pandemic affecting
consumer behavior?
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How is the COVID-19
pandemic affecting
consumer behavior?

Changes in the duration of the trips are
also expected - making them shorter or
with the same duration but divided into
several small trips, especkally when
traveling by car (preferred mode of
transport during the pandemic).

The household budgets allocated to
holidays are also likely to be lower due to
uncertainty and economic instability.

Tap 1o add notes
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How is the COVID-19 I
pandemic affecting
consumer behavior?

COVID-19 and
Tourism Industry

How does the
COVID-19 crisis
affect the
tourism sector?

Slideshow  Review  View  Help  ACROBAT

COVID-19 and
Tourism Industry

Disaster

“A serious disruption of the
functioning of a community or a
society with conditions of
exposure, vulnerability and
capacity, leading to one or more
of the following: human,
material, economic and
environmental I3sses and
impacts”(UNISDR, 2018).

Tap 1o add notes
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Changes in Russian

sumer

Changes in Russian
tourist/ consumer

. 7“ Mo Only o}
behavior due to COVID-19 P face covering 2t
* The share of the “last-minute deals” has decreased k

massively. Tour operators confess, the term “last- ;

minute travel offer” is now used exclusively as a

marketing ploy as there are no such offers at the
moment.

Changes in Russian

tourist/ consumer PCR tests before departure is perceived by most

behavior due to COVID-19 g tourists as an insurmountable nuisance, travelers tend

e p— to look for destinations with the least entry

requirements to avoid having to do any payable PCR
tests. Tourists are afraid of testing positive (or false-
positive) which will then lead to quarantine in the
country of arrival.

The number of purchased trip cancellation insurance
has increased from 10% to 40%.

nsumer,/tourist

Thailand during
covip-19 Tap 16 3dd potes

(Lunkam,2021)
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Changes in Russian
tourist/ consumer
behavior due to COVID-19

consumer/tourist A study was conducted in January 2021 to understand the tourist/touri
behavior in Thailand .

behavior - - Follo

ing the declaration of a state of emergency on 25 March 2020

H H bordets to inbound tourists were temporary closed (from 3 April to
Thailand during i
e — COVI D'lg * There was zero foreign arrivals in Thailand. In October, the situation i

Thailand during slightly when the government introduced the Special Tourist Visa (S
i (Lunkam12021) allows foreign tourists to enter the country, subject to strict conditiol
include a 14-day quarantine on arrival, testing for COVID-19 before aj

arrival, and proof of valid health insurance coverage.

ow
(Lunkam,2021)

International
tourist arrival at
Thailand
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Changes in Russian
tourist/ consumer
behavior due to COVID-19

Consumer/tourist

Thaliand during
ovID-19
(Lunkam,2021)

I nternatlonal * But overall, in the first 11 months of 2020, tourist arrivals plunged 81.4%
. . YoY, led by tourists from China (-87.7% YoY) and India (-85.5% YoY). The
tourist arrlval at tourism sector lost about THBL.5trn in foreign tourisi-receipts in 2020,
H based on THB1.9trn total receipts in 2019.
Thailand ?

International
tourist arrival at
nd

Moteliers faced
unprecedented
disruption.

Tap to add nates
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Consumer/taurist

Traliand during
coun-18
(tunkam,2021)

Hoteliers faced
unprecedented
disruption.

From January to November 2020,
average occupancy rate slumped to
i B e 29.3% from 69.7% in the same period
Tatand - : in 2019. Average revenue per room
across the country fell 73.6%.

Hoteliers faced

unprecedented Jan Feb Mar Agr May Jun Jul Al

disruption.

i san Fen
May wn

View Options v

Animations  SideShow  Review

,‘ ;':'":a"‘ Operators have adopted a
variety of responses to address
these challenges for meeting

Hoteiers faced the guest demands.

unprecedented
disruptic

REDISCOVERING %
. THAILAND

+ They slashed room rates.

« Overhauled the kinds of services they offer- ¥
placing greater emphasis on domestic
tourists and cutting overheads.

* They have also tried to build alternative
revenue streams, for example, offering
attractive ‘work-from-hotel packages to
tap on the work-from-home policy, and
working with online delivery services to get
revenues for on-site restaurants, though
this is largely only an option for 4- or 5-star
hotel,

I = .if O i e
\l ‘1i\'1“‘m\\{\',\\\\\\\\\\\\\V‘\\\\\\\\\\\\\\

Hotel quarantine
— guest preference:
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Hoteliers faced
unprecedented
disruption.

* Many hotels in the Bangkok Metropolitan Region - some of which have
_ cooperated with clinics and hospitals — have also tapped on t
* requirement to offer ‘alternative state quarantine’ (ASQ) faci

Hotel quarantine

Some hotels in the other 9 provinces — Phuket, Suratthani (Kho Samui), CI

= gue st p referen ces (Pattaya), Prachinburi, Buriram, Mukdahan, Chiang Mai, Phang Nga and CI

o . Rai = have also been able to generate revenues from offering ‘alternative || RgU’
Hotel quaranting state guarantine’ (ALSQ) facilities (information correct as of 8 January 202
- guest preferences

Tap 10 add nates
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The factors that
Thai hoteliers need
to consider in the
i e : 5 near future are
identified as the
following

(Krungsri,2021)

(Krungsri,2021)

Behavior of Thai domestic tourists

fQF;

View Options v

Hotel quarentine
~ guest preferences

Behavior of Thai domestic tourists

4 -
= i U4
(Krungsri,2021) ni

ic, 90% of

Behavior of Thai domestic tourists

_ Natural resource  Food and fruit  Community Based
% tourism touristh Tourism
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Behavior of Thai domestic tourists —Thailand during COvID-19

i %4
2 Thai tourism sector will be influenced by increasingly
individualized travel needs, greater application of new
technology  business okl and processes, and higher
prfile fof eath and hygient.

The success factors for hoteliers wil not be limited to the
conventional ¢riteria such as location, quality of rooms,
pricing, and facilities available to guests,

They willinclude the extant to which hoteliers cooperate and
‘work together with local communities and other businesses,
25 well 3s how quickly and effectively they respond to change
and manage risks.

Operators need Lo urgently review and make adjustments in
their business playbooks abead of the reopening of
intenational borders and return of foreign tourists. This will
allow players in the tourism and hotel industry to secure the
required foundation ta capture maximum gains from the
strong recovery in foreign tourist arrivals to pre-pandemic
levels, and to ensure this remains sustainable.

Factors attracting interna
Thailand

Tap to add nates
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Factors attracting international tourists to
Thailand

Factors attracting international tourists to
Thailand

WWWW

Thai tourism getting ready for
Phase -3

add nates
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Thai tourism getting ready for
Phase -3

Factors attracting international tourists to
hailand

Thailand will start to reopen borders to international arrivals through
bubble tourism , Because of this, travel may be restricted to ‘bubble
tourism’ with bilateral agreements to allow free travel (e.g., travelers fro
participating nations would be exempt from quarantine rules).

Thailand might agree to open its borders to visitors from low-risk countrie
where domestic transmission is contained, and from countries which werd]
once Thailand’s major source of inbound tourism such as China, Singaporel

Vietnam and Australia
Thai tourism getting ready for

Phase -3 would be necessary for the goverament to maintain high safety and
hygiene standards, including working with insurers or issuing clear policies|
to prevent the emergence of new clusters of COVID-19 infections

Factors Influencing tourism

View Options ~
Animations
Thai tourism

Phase -3

Adaptive strategies for hotel and tourism
industry

Euturs Tourism Hotel respanse srategies

Adaptive strategies for hotel and tourism
industry
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Adaptive strategies for hotel and tourism

industry

Conclusion

Reviving tourism industry post-COVID-19: A
resiliencebased framework (Sharma et al, 2021)

The tourism industry is yet to
recover from the pandemic. For
the tourism business, it is
crucial to hear the voices and
preferences of
customer/travelers and
consider changes in travel
demand. The technology,
strategies and sustainability
should join hand to hand to
meet the demand and
preferences of
tourists/consumers.

Pl hased protain:
*eslt bawis

Tap to add nates
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NRA's top trends in 2020: survey from 600 chefs

67

* Eco-friendly packaging

* Delivery friendly menu items

« Stress relievers (ingredients that promote relaxation/relieve stress)
* Plant-based protein: tofu, quinoa, oats

* Healthy bowls

View Options ~

Global food trends in 2030: Mintel

* Consumers will be more mindful about environmental and ethical
impacts of their diet

* Technologies will allow consumers to build customized approach to
physical well-being

* Consumers will likely have recipe and meals that are customized to
their flavor, tast&, and texture preferences.

» Consumers will use the results of big data and biological tests to
modify their diets to improve their health, states of mind, and moods.
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NRA's top trends in 2020: survey from 600 chefs

+Eco-fanly packaging

Global food trends in 2030: Mintel

* Foodservice firms will develop more flexible production systems
including 3D printing to provide consumers with hyperindividualised
products. [

o bciogial o o
s f e, aod oo
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The future challenges and opportunities of the food
service industry in the 5th Industrial Revolution

= Consumer’s socio-demographic changes (Lifestyles of Health and
Sustainability (LOHAS), Interest to explore organic food, decreasing family size)

= Technological changes (New food processing technologies, total shift from wild
farming to farm raising: land-based fish farming)







