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ABSTRACT

The pandemic of COVID-19 transformed tourism in the world in terms of traditional
consumer behavior, mobility tendencies and sales practices and proesses of touristic lines. As
the world started curing itself from the impact of the pandemic and shifted towards post-
pandemic times, travellers’ perceptions of what a safe, meaningful and desirable travel
experience looked like were atered. This change of perspective has had an important impact
on sales management in the tourism context since organizations must reconsider how they
approach, how they communicate, where sell and what to offer to a market significantly

different from the past in order to flourish after the togh times.

This report critically examines how sales management needs to be dynamic and must evolve
in the post-pandemic tourism era, focusing on emerging consumer preferences such as
wellness tourism, sustainable travel, flexible booking policies, digital-first interactions,
personalisedlexperiences, privacy-driven tourism, workcation trends, and heightened risk
perception(an increased awareness and concern about potential dangers associated with a
specific threat or hazard, leading to a subjective and often exaggerated sense of risk). This
study explores the psychological foundations of modern travel behaviour based on the
various consumenr behaviour theories such as Maslows’s hierarchy of needs , The theory of
Planned Behaviour and The consumer decision making process . It integrates secondary
research, industry reports, and global case studies to identify how technological adoption,

social media influence, shifting values, and regulatory changes shapes sales strategies.

The study revealed that Sales management must adopt hybrid digital-human sales models,

CRM-driven personalisation, wellness-oriented value propositions, data analytics, and omni-



channel communication strategies due to the change in priorities of consumers , now
consumers prioritises safety , transparency, technological conveniences, and flexibility. The
report concludes with strategic recommendations to enhance revenue, build long-term
customer trust, and ensure competitiveness in an increasingly dynamic post-pandemic

tourism environment.

INTRODUCTION

The tourism has been a strongest pillar of global economic growth contributing a large share
to employment, investment, cultural exchange, and international connectivity. Before the
unfortunate pandemic, the sector has been accounted for more than 10% of global GDP and
also supported over 300 million jobs worldwide. Yet, the outbreak of COVID-19 in early
2020 triggered an unprecedented collapse that haven’t been seen before . Many nations sealed
their borders, flights were cancelled, hotels shut down, and travel confidence vanished
almost overnight due to the obvious fears. According to the United Nations World Tourism
Organization (UNWTO), international arrivals declined by nearly 74% in 2020—marking the

worst year in tourism history.

However, as the situation started bettering , vaccination programs expanded and restrictions
were eased, the global tourism industry began to recover itself. But the recovery did not fully
restored pre-pandemic patterns. Infact, it arose in new expectations, new decision-making
processes, and new forms of travel behaviour. The pandemic acted as a catalyst force that
accelerated trends that were previously developing slowly, such as wellness travel, eco-
conscious tourism, digital adoption, and preference for uncrowded or nature-based

experiences.



Sales management—a critical component of tourism operations encountered dramatic and

uncertain challenges and also opportunities during this transition. Traditional sales methods
and reliability on face-to-face interactions, travel fairs, printed brochures, and walk-in
customers became less effective. Travellers began to rely extensively on digital platforms,
social media influencers, travel review sites, virtual tours, and mobile apps for planning and
booking trips to avoid direct contact with others and for their ease. As a result, sales
professionals needed to adapt with the rapid changes by increasing digital literacy, using
customer data for personalisation, and updating communication styles to reflect new safety

and flexibility priorities.

Furthermore, the pandemic heightened travellers’ people become more aware of health
risks, financial uncertainties, and logistical complexities. This led to an increased demand for
refundable bookings,flexible itineraries, insurance coverage, private accommodations, and
transparent communication regarding hygiene protocols ,in short travellers became more
hygienic and cleanliness conscious. Understanding these emerging behaviours is essential for

crafting effective sales strategies in the post-pandemic environment.

This report explores in depth how consumer preferences have shifted and how tourism
companies—hotels, airlines, travel agencies, OTAs, tour operators—must modify their sales
approaches to survive and remain competitive., and the latest industry research, this study
aims to provide actionable insights for tourism businesses navigating the new era of sales
management using consumer behaviour theories, real-world case studies from India and

abroad.

The introduction sets the foundation by establishing the significance of the pandemic’s

impact on tourism, explaining the scope of the study, and defining the central objective: to



analyse post-pandemic consumer behaviour and propose sales strategies that align with

emerging expectations and technological realities.

LITERATURE REVIEW

The literature surrounding post-pandemic tourism behaviour and sales management reveals
the interplay between psychological factors, technological adoption, and broader socio-
economic changes. This section critically analyses existing theories and scholarly

observations that help contextualise how consumer preferences have evolved.

3.1 Consumer Behaviour Theories Relevant to Post-Pandemic Tourism

3.1.1 Maslow’s Hierarchy of Needs

This theory was proposed by Abraham Maslow. According to maslow human being tends to
follow a hierarch of needs as a motivator to perform various activities .Maslow’s theory

categorises human needs into:-



Post-pandemic travellers demonstrate a strong prioritisation of:

o Safety needs: It involves sanitisation, safe transportation, contactless services.

o Esteem needs:It involves wellness retreats, self-care travel

o Self-actualisation: It involves meaningful, sustainable and experiential travel

Tourists are more willing to spend on wellness, privacy, and comfort as these fulfil higher-

order psychological needs intensified during lockdown periods.

3.1.2 Theory of Planned Behaviour (TPB)

This theory was given by Ajzen in 1991.According to him, behavioural intentions are shaped

by:
o Attitudes (perceived risk, value, enjoyment)

e Subjective norms (family influences, social media)



e Perceived behavioural control (budget, destination safety, convenience)

After pandemic travellers now give greater importance to:

o Personal safety

o Ease of cancellation

o Reliability of travel providers

o Digital support (apps, chatbots, etc)

Therefore, this theory helps in explaining increased dependency on digital resources and

reduced interest in crowded or uncertain travel situations.

3.1.3 Consumer Decision-Making Process

The traditional travel decision-making sequence—awareness, search, evaluation, purchase,

post-purchase—has shifted in the following ways:

e Awareness: nowadays people became aware about various thing and gets influenced

more by influencers and digital ads than mainstream media

o Information search: in previous days travellers used brochures and word of mouth
for reviews but now they prefer online reviews, YouTube vlogs, user-generated

content,etc.

o [Evaluation: now , travellers pay greater attention to hygiene ratings, cancellation

policies, destination restrictions for evaluation.

o Purchase: Preference for OTAs[online travel agencies like Booking.com,

Expedia.com]

o Post-purchase: High reliance on online customer service



So,the decision journey has thus become more digital, dynamic, and risk-sensitive.

3.2 Pandemic-Induced Behavioural Shifts

The literature identifies several behavioural changes emerging after COVID-19:

Shift Toward Wellness Tourism

Scholars note increased demand for travel focused on:

Mental health

e Stress reduction

e Ayurveda, yoga, meditation

¢ Nature immersion

e Spa and thermal therapies

The Global Wellness Institute reports that wellness tourism sector has projected to grow

faster than the overall tourism sector after the pendamic.

Preference for Sustainable Tourism

The lockdowns allowed nature to rejuvenate, leading many travellers to value sustainability

more. Literature highlights the rise of:

Eco-lodges

Low-carbon transport

Wildlife conservation tours

Community-based tourism



e Environmentally conscious hotels

Demand for Privacy and Personal Space

Research shows rising interest in:

Private villas

Cabins and homestays

Micro-group tours

Chauffeur-driven rentals

Crowded group tours and large hotels have decreased in popularity.

Increased Dependence on Technology

Academic studies and industry reports confirm a major digital shift:

Mobile booking apps

e Al-driven customer support

¢ Contactless check-in/out

o Digital vaccination certificates

o Real-time travel updates

Virtual reality (VR) previews

Digital convenience now plays a major role in shaping trust and purchase decisions.



3.3 Technology and Digital Transformation in Tourism Sales

The pandemic pushed tourism companies to accelerate technological innovation. Literature

highlights:
Contactless Technology

Smart room controls

Digital menus

QR-code based services

Touchless airport processes

These innovations enhance perceived safety—a major determinant of post-pandemic travel.

CRM Systems

Customer Relationship Management systems allow organisations to:

Segment travellers

Personalise offers

Automate follow-ups

Track complaints

Use predictive analytics

CRM-based selling is now central to increasing conversion rates.

Digital Marketing



Marketing literature emphasises the growing importance of:

« SEO

e Social media ads

¢ Influencer collaborations

e Retargeting campaigns

e Email automation

OTA listings

Travellers increasingly discover destinations through short-form videos (Reels, TikTok),

influencer vlogs, and Google searches.

3.4 Sales Management in Tourism

Academic sources highlight how sales management must evolve:

Move from high-contact sales to hybrid sales

Increase transparency in communication

Offer flexible pricing and cancellation

Build long-term trust rather than pushing quick sales

Use consultative sales approaches

Tourism salespeople must act as advisors, not merely transaction executors



4. METHODOLOGY

This study uses a secondary, qualitative research methodology that is suitable for analysing
large-scale behavioural trends and sales management strategies emerging after the COVID-19
pandemic. Secondary research provides access to comprehensive, up-to-date insights from
multiple credible sources due to the global nature of the crisis and the wide scope of

consumer preference shifts.

4.1 Research Design

In this study a descriptive and analytical design was used. This research design is mostly udes
to provide an accurate and objective picture of a phenomenon and to analyze existing facts

and information to make a critical evaluation .

In this scenario it was adopted to explore how consumer preferences evolved during and after
the pandemic. Descriptive research helps illustrate behavioural patterns, while analytical
techniques allow the interpretation of causal relationships between pandemic stimuli and

tourism decision-making.

4.2 Data Sources

Secondary data was obtained from a wide range of sources including:
e Reports by UNWTO, WTTC, UNESCO, WHO, and IATA

e Market intelligence platforms such as Statista, McKinsey, Euromonitor, Deloitte,

Skift, and Booking Holdings
e Peer-reviewed journal articles in tourism, marketing, and consumer behaviour
e Academic textbooks and theoretical papers

e Government tourism policies and health advisories



o Corporate presentations from hotels, airlines, and OTAs
e News articles, industry blogs, and tourism insights
o Case studies published by global tourism boards

The use of these diverse sources ensures triangulation and strengthens the credibility of

findings.

4.3 Research Approach
The study applies:

Content analysis to identify recurring themes

Comparative analysis across different destinations and tourism sectors

Critical evaluation based on tourism marketing and consumer behaviour theories

Interpretive analysis to connect empirical evidence with theoretical frameworks

This mixed analytical approach is appropriate for identifying patterns such as increased

demand for wellness tourism, digital dependence, risk aversion, and flexibility in bookings.

4.4 Scope and Limitations

The study focuses on:

Technology adoption

Sales management shifts

Consumer behaviour

Post-pandemic travel trends



Limitations include:
e Lack of primary data
o Rapidly changing tourism conditions globally
e Variations in government policies between countries

However, the breadth of secondary research allows sufficient depth to understand overall

patterns with strong theoretical backing.

5. FINDINGS

The COVID-19 pandemic created a seismic shift in how travellers think, behave, and make
purchasing decisions. The following findings summarise the major consumer preference

changes and their implications for tourism sales management.

5.1 Key Post-Pandemic Consumer Preferences

5.1.1 Wellness Tourism and Health-Focused Travel

One of the most significant behavioural shifts is the rising demand for wellness tourism,

driven by:
e Pandemic-related stress
e Work-from-home burnout
e Need for mental rejuvenation
e Qreater awareness of physical health

Consumers now favour tourism offerings that include:



e Yoga and meditation retreats

e Ayurveda centres, naturopathy resorts

o Therapeutic spa packages

o Fitness and detox programs

o Nature-based healing tours

The Global Wellness Institute reports wellness tourism growing faster than global GDP.

Sales teams must position wellness packages as holistic, medically safe, and personalised.

5.1.2 Preference for Sustainable and Eco-Friendly Tourism

During lockdowns, reduced pollution and clearer natural environments led travellers to

appreciate sustainability deeply. Post-pandemic tourism consumers now prioritise:

e Low-impact travel

o Eco-lodges and green-certified hotels

e Solar-powered accommodations

e Local community engagement

¢ Conservation-based tourism

o FEthical wildlife encounters

Travel providers with strong sustainability practices can charge premium rates due to ethical

value alignment.



5.1.3 Flexibility as a Core Value

Befor the pandemic people were very rigid about their choices and expectations but pandemic
taught them the lesson of flexibility. Uncertainty during the pandemic normalised the

expectation for:

e Free cancellation

Full refunds

No-cost rebooking

Flexible itineraries

Travel insurance add-ons

A flexible policy is no longer an additional benefit—it is a purchase requirement.
Sales strategies must emphasise flexibility to increase conversions and reduce customer

hesitancy.

5.1.4 Digital-First Travel Behaviour

Now travellers have become mor technologically aware and today they expect seamless

digital experiences at every stage of their journey:

Digital check-ins

o E-tickets

e App-based room controls

e Online customer support

e Al chatbots

e Real-time flight updates



e Cashless payments

Digital convenience significantly increases customer trust and willingness to purchase.
Businesses too needs to adapt along with the changing environment so Sales teams now

depend heavily on:

e CRM systems

¢ Social media

e OTA platforms

e Influencer marketing

e Website chat support

e Data analytics

5.1.5 Privacy, Space, and Avoidance of Crowds

With the increased demand of Post-pandemic travellers to seek privacy, safety, and

exclusivity the demand for following has grown :

Private villas

o Boutique hotels

e« C(Cabins

e Homestays

e Micro-group tours (< 10 people)

e Chauffeur-driven transport

e Private dining experiences



These changes have also impacted the sellers because now sales teams are selling premium

privacy-based experiences and "micro-tourism" packages.

5.1.6 Rise of “Workcations” and Long-Stay Travel

Remote work flexibility has encouraged:

Long-stay travel (2—-6 weeks)

Mountain and coastal work retreats

Co-working hotels and resorts

Hybrid business-leisure travel

Hotels now offer:

Long-term stay discounts

o Rooms with office setups

High-speed Wi-Fi packages

Quiet zones and meeting rooms

Sales teams must promote hybrid packages that combine productivity with relaxation.

5.2 Influence of Technology on Sales

Technology adoption skyrocketed during the pandemic, permanently transforming tourism

purchasing behaviour.
5.2.1 Shift Toward Online Booking Platforms (OTAs)

Travellers favour OTAs such as:



e Booking.com

e Agoda

e MakeMyTrip

o Expedia

Airbnb

Reasons include:

Easy comparison

o Transparent reviews

¢ Instant confirmation

e Mobile-friendly interfaces

e Attractive discounts

Flexible cancellation policies

Sales teams must prioritise OTA listings, dynamic pricing, and reputation management.

5.2.2 Social Media Influence

Instagram, YouTube, and TikTok have become key travel discovery platforms. Influencers

and travellers share:

e Destination vlogs

e Room tours

e Food experiences



o Safety reviews

o Hidden locations

This user-generated content has higher persuasion power than traditional advertisements.

5.2.3 CRM and Personalisation

Tourists expect personalised communication based on:

Past trips

e Spending patterns

e Preferred destinations

e Travel companions

e Budget range

CRM systems enable:

e Targeted email campaigns

e Automated lead nurturing

e Personalised offers

e Loyalty programs

Personalisation boosts sales by creating emotional relevance and improving customer lifetime

value.

5.3 Travel Risk Perception and Safety Priorities



Travellers now analyse risk factors much more carefully.

5.3.1 Hygiene and Sanitisation

Customers expect hotels to demonstrate:

e C(Cleanliness certifications

e Sanitised rooms

o Contactless housekeeping

e Restaurant hygiene transparency

Sales teams must highlight safety protocols prominently in their communication.

5.3.2 Travel Insurance Demand

Insurance has become a standard part of trip purchases. Travellers now prefer:

e Cancellation insurance

e COVID-19 health coverage

e Medical evacuation coverage

Sales teams can increase revenue by bundling insurance with holiday packages.

5.3.3 Border Restrictions & Travel Documents

Travellers evaluate:

e Quarantine rules

e Vaccination requirements



o Digital health certificates

e Real-time travel advisories

Businesses offering updated information earn higher trust.

5.4 Case Studies

Real-world examples illustrate how tourism organisations adapted their sales strategies to

emerging post-pandemic behaviours.

Case Study 1: MakeMyTrip and Golbibo (India)

These leading Indian OTAs introduced:

New Trust-Building Initiatives

o “MySafety” hotel certification

e Detailed hygiene ratings

o Staff vaccination disclosures

Flexible Booking Policies

e Zero-cancellation plans

¢ Instant refunds

o Free date changes

Digital Enhancements

e Al chatbots



e 24/7 customer support
e App-based trip management

Impact:
MakeMyTrip witnessed increased app engagement and faster recovery compared to smaller

agencies.

Case Study 2: Singapore Tourism Board (STB)
Singapore adopted world-leading technology strategies, including:
Digital Safety Ecosystem

o Contactless airport experiences

o SafeEntry QR-code system

o TraceTogether tracking app
Robotics and Automation
Hotels used robots for:

e Delivering room service

e Cleaning

e Sanitisation
Experience Personalisation

Machine learning tools helped customise itineraries.



Impact:
These measures restored tourist confidence quickly and positioned Singapore as a “safe and

smart” destination.

Case Study 3: Dubai Tourism

Dubai implemented:

Health Security Measures

e Mandatory staff vaccinations

o Stringent hygiene audits

o Safe event hosting

Luxury and Privacy Promotion

e Private villas

e Super-luxury resorts

e Desert retreats

Marketing Innovation

Used influencers globally to promote safety and luxury experiences.

Impact:

Dubai became one of the fastest-recovering destinations in 2021-22.

Case Study 4: European Airlines (Lufthansa, Air France, KLM)



European carriers introduced:
Digital Health Platforms
o Integrated vaccine certificates
o Digital boarding passes
o Self-service kiosks
Flexible Ticketing
e Unlimited rebooking
o Refundable fares
Safety Communication
Transparent updates on filtration systems and cabin cleanliness.

Impact:

Customer satisfaction increased, and flight bookings stabilised faster.

6. DISCUSSION

The findings reveal that the post-pandemic tourism consumer is more safety-conscious,
digital-savvy, wellness-driven, sustainability-oriented, and flexibility-demanding than at any
time in modern travel history. These behavioural changes have far-reaching implications for
sales management and have reshaped how tourism businesses must design, communicate, and

deliver value.

This discussion interprets the findings in a broader strategic context and examines how
evolving consumer expectations directly influence sales operations across hotels, airlines,

travel agencies, OTAs, and destination management organisations.



6.1 Impact on Sales Management in Tourism

6.1.1 Shift from Transactional to Relationship-Based Selling

Pre-pandemic sales strategies often focused on closing transactions quickly through:
e Promotions
o Package discounts
e Seasonal deals

However, post-pandemic consumers place greater value on:

Trust

Safety

Transparency

Personalised guidance

Thus, sales professionals must adopt a consultative selling approach, positioning
themselves as advisors who provide reassurance, updated travel information, and customised

recommendations. Customer trust has become a cornerstone of sales success.

6.1.2 Increased Importance of Transparency and Trust-Building

The pandemic created uncertainty around border closures, quarantine rules, medical facilities,

and refund policies. Travellers now expect:

e (Clear communication

o Honest disclosure of risks



e Accurate, real-time updates

o Transparent cancellation conditions

Sales teams must proactively communicate what is included, what risks exist, and what

flexibility is offered. Companies that withhold information risk losing customer trust.

6.1.3 Integration of Technology into Sales Pipelines

Sales departments increasingly rely on digital tools:

e CRM systems track leads and customer histories

e Chatbots provide 24/7 support

e Mobile apps centralise booking and service information

e Virtual tours replace in-person sales presentations

Technology enhances both efficiency and customer experience. For sales teams, the challenge

lies in using these tools effectively and integrating them into personalised selling strategies.

6.1.4 Hybrid Sales Models (Digital + Human Touch)

While digital tools improve convenience, human interaction remains essential, especially for
complex travel purchases (international tours, luxury packages, medical tourism). The future

of sales lies in hybrid models, where:

o Digital channels handle discovery, research, and booking

e Human agents handle consultation, customisation, and problem-solving



Examples include travel advisors conducting virtual meetings, providing live chat

consultations, and designing tailor-made itineraries for luxury or wellness travellers.

6.1.5 Rise of Data-Driven Personalisation

Data analytics allows companies to:

Predict customer preferences

Segment travellers by lifestyle

Create targeted marketing campaigns

Recommend personalised packages

Consumers expect recommendations tuned to their tastes, budget, and travel style. Sales
management must therefore rely heavily on CRM insights, browsing data, and purchase

histories.

6.2 Strategic Implications for Tourism Businesses

6.2.1 Product Innovation Based on Wellness and Sustainability
Tourism businesses must redesign offerings to meet rising preferences for:

Wellness retreats

e Eco-friendly accommodations

e Nature-based tourism

e Detox packages

e Adventure experiences



e Community tourism

Hotels, airlines, and tour operators must incorporate sustainability standards and
communicate them clearly. For example, a hotel offering organic meals, solar-powered

energy use, and rainwater harvesting can charge premium rates if positioned correctly.

6.2.2 Revenue Management and Flexible Pricing Models

Travellers now expect elastic pricing and flexibility. Sales strategies must include:

e “Book Now, Pay Later” models

e Cancel-anytime rates

e Dynamic pricing based on demand

o  Workcation discounts

o Loyalty points for long stays

Offering flexibility reduces purchase anxiety and increases booking rates.

6.2.3 Strengthening Digital Marketing and Social Media Sales

Social media has become one of the strongest persuasive tools in tourism. Sales departments

must collaborate with marketing to leverage:

e Travel influencers

o User-generated content

o Hashtag campaigns



o Instagram Reels and TikTok videos

e YouTube travel vlogs

These platforms influence both awareness and purchase decisions. For example, showcasing
a hygienic hotel check-in or spa retreat via short videos can attract safety-conscious and

wellness-focused travellers.

6.2.4 Enhancing CRM Practices

CRM systems enable:

Lead tracking

Sales forecasting

Customer profiling

Behavioural segmentation

Loyalty program management

Sales teams need training in CRM tools to increase conversions and build long-term customer

relationships.

6.2.5 Investing in Staff Training

Employees must be trained in:

o Digital tools

e Online negotiation



Flexible policy management

Crisis communication

Emotional intelligence

Safety protocol communication

Sales staff play a critical role in shaping purchase decisions, especially when travellers feel

unsure or anxious.

6.3 Future Trends in Tourism Sales

Drawing from global research and emerging patterns, several future trends are likely to shape

tourism sales over the next decade:

6.3.1 Hyper-Personalised Travel

Advances in Al will allow real-time customisation of:

Itineraries

Pricing

Add-on services

Recommendations

For example, apps may create instant itineraries based on weather, traveller mood, spending

patterns, and preferences.

6.3.2 Virtual and Augmented Reality Sales



VR/AR technologies offer immersive previews of:

o Hotel rooms

e Destinations

e Tourist attractions

Sales teams can use VR demos to influence customers planning high-value trips.

6.3.3 Seamless Contactless Travel Experiences

Innovations will expand:

Smart luggage tracking

Biometric check-ins

Voice-activated hotel rooms

Al concierge services

Driverless airport transfers

These features appeal to safety-conscious travellers and improve satisfaction.

6.3.4 Growth of Sustainability-Driven Sales Channels

Green certifications (LEED, EarthCheck) will become key selling points. Many travellers

will choose brands based on environmental responsibility.

6.3.5 Loyalty Programs Reimagined



Future loyalty programs may include:

Carbon credit rewards

Wellness benefits

Free workcation nights

Gamified travel milestones

These modernised programs will attract younger travellers seeking meaningful rewards.

7. CONCLUSION

The COVID-19 pandemic transformed the global tourism industry in profound and ever
lasting ways, reshaping how travellers perceive safety, value, experience, and
convenience. Travellers after the pandemic are putting greater emphphasis on wellness,
sustainability, flexibility, digital ease and privacy. These facts and traits have been
detailed in this report. These traits are the result of the different changes in lifestyle,
psychology, and global awareness resultant from the lockdown, health uncertainties,

and economic uncertainties.

As aresult, sales management within the tourism sector must evolve beyond traditional
methods toward more customer-centric, technology-enabled, and trust-building strategies.
The report highlights that modern travellers demand transparent communication, flexible
booking policies, personalised services, and digital engagement across all touchpoints. Sales
teams must therefore adopt hybrid selling techniques, integrate CRM systems, utilise social
media for persuasion, and design value propositions that reflect safety, flexibility, and

emotional well-being.



Moreover, the rise of trends such as workcations, wellness retreats, sustainable tourism, and
micro-group travel indicate that tourism providers must continuously innovate their offerings.
The future of successful sales management lies in a dynamic interplay between digital
intelligence (Al, CRM, VR), human empathy, and ethical business practices. Companies that
fail to understand and respond to these new expectations risk falling behind, while those that

embrace customer-centric innovation will gain significant competitive advantage.

In short, the post-pandemic tourism industry is not merely recovering—it is reinventing itself.
Sales management must serve as the bridge between evolving consumer desires and the new
realities of travel, ensuring that tourism becomes safer, smarter, more sustainable, and more
meaningful for the global traveller because they can only flourish there businesses if the
customer is satisfied(because the customer is the king of the market and the king’s orders

shall always be treated as priority)
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9. APPENDICES

Appendix A: Sample Post-Pandemic Traveller Survey Questions

1. What factors influence your choice of travel destination after COVID-19?

2. How important are flexible booking options?

3. Rate your trust in digital-first travel services.

4. How important is wellness in your travel plans?

5. Would you pay extra for eco-friendly tourism services?

Appendix B: Comparison Table — Pre- vs. Post-Pandemic Traveller Expectations

‘Aspect Pre-Pandemic ||Post-Pandemic
‘Booking Flexibility|JLow importance J|Highly essential
‘Safety Assumed Critically evaluated
‘Technology Optional Mandatory ‘
‘Sustainability Moderate interestj|High demand ‘
‘Privacy Less prioritised J|{Highly prioritised




Appendix C: OTA Customer Journey Flowchart

1. Awareness — Influencer video

2. Interest — Google search / Instagram

3. Evaluation — OTA comparison + reviews

4. Purchase — App booking

5. Experience — App itinerary + digital check-in

6. Review — Social media + OTA feedback
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