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Abstract 
The COVID-19 pandemic literally changed the tourism sector, unleashing unprecedented changes 

in the consumer behavior and preference. This paper will discuss the sales management techniques 

in the post-pandemic tourism market, with a particular emphasis on such new tendencies as 

wellness travel and eco-tourism. This study uses qualitative analysis of industry reports, consumer 

survey, and case studies to understand that sales organizations have to redefine their strategies to 

meet the changed consumer expectations. The results indicate that successful tourism ventures 

adopt digital CRM solutions, focus on authentic sustainability stories, and use sales forces who 

have been trained on consultative selling techniques. The paper uses the concept of consumer 

behavior theory such as the Theory of Planned Behavior and the Theory of Maslows Hierarchy of 

Needs to offer contextualization of changing preferences. In this regard, it is recommended to 

pursue omnichannel sales strategies and use data analytics to personalize products and design 

wellness-oriented product portfolios that would respond to post-pandemic health consciousness 

and optimize revenue and customer satisfaction. 
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1. Introduction 

1.1 Background 

The COVID-19 pandemic has had a disastrous impact on the global tourism industry as 

international tourist arrivals had to drop by 74 percent in 2020 (UNWTO, 2021). Following the 

recovery of markets during 2022-2024, the industry experienced not only a restoration of the 

patterns of pre-pandemic but also a complete restructuring of the consumer preferences, buying 

habits, and decision-making standards. The crisis accelerated the tendencies existing before it, and 

provoked completely new consumer paradigms, which require new ways of sales management. 

1.2 Research Problem 

The conventional tourism sales models were focused on volume-based strategies, packaged 

products, and relationship with customer being transactional. The post-pandemic environment 

requires the paradigm shift to the value-based selling, hyper-personalization and relationship-

based methodology. The key issue confronting tourism organizations is how to change the sales 

force management, channel strategies, and customer relationship systems to meet the new trends 

of wellness experiences, sustainable travel, flexibility, and digital-first engagement. 

1.3 Research Objectives 

This study aims to: 

• Discuss the consumer behavior theories of post-pandemic tourism preferences. 

• Assess the existing sales management practices in meeting the wellness and eco-tourism 

trends. 

• Determine the importance of the digital tools and CRM systems in contemporary tourism 

sales. 

• Find new solutions to the optimization of the sales strategy. 

1.4 Significance 

According to the tourism enterprises that want to have sustainable competitive advantage, it is 

important to understand post-pandemic sales management adaptations. The study offers practical 

information to sales directors, marketing strategists and organizational leaders who are in the 

changed tourism market. 
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2. Literature Review 

2.1 Theories of Consumer Behavior in the Tourism Setting. 

Theory of Planned behavior (TPB). 

The Theory of Planned Behavior created by Ajzen (1991) interprets that behavioral intentions are 

derived out of the attitudes, subjective norms, and the perceived behavioral control. This 

framework will enlighten the perceived safety control intention to travel in the context of post-

pandemic tourism in terms of health issues, social validation of sustainable preferences, and social 

control. A study conducted by Neuburger and Egger (2021) also indicates that perceived health 

risks are currently a major behavioral control variable, which changes the purchasing decision-

making processes fundamentally. 

Maslow's Hierarchy of Needs 

The pandemic rearranged the motivational rankings of travelers. Unlike pre-pandemic tourism, 

which tended to fulfill the esteem and self-actualization needs, the urgent post-pandemic travel 

focused on fulfilling the safety and security needs (Wen et al., 2021). Recent tendencies imply a 

revival of self-actualization by means of transformative wellness experiences, but safety concerns 

are integrated into the decision criteria, which requires a dual-need-fulfilment approach that sales 

strategies should implement. 

Consumer Decision Journey 

The consumer decision journey model created by McKinsey has developed considerably. Court et 

al. (2009) have named consideration, appraisal, and purchase stage, however, the post-pandemic 

studies show a wider reassurance stage wherein customers are constantly having to seek assurance 

regarding safety, sustainability standards, and flexibility concessions even after purchase (Gossling 

et al., 2021). 

2.2 Consumer Preference Shifts after the pandemic. 

Wellness Tourism Emergence 

Wellness tourism is a rapidly increasing business with a 2020 valuation of $639 billion, but it is 

expected to grow to 1.2 trillion in 2027 with a 12.42 growth rate (Global Wellness Institute, 2022). 

Wellness travelers after the pandemic are looking to experience the holistic approach that includes 

physical health, mental wellbeing, and spiritual development. This market segment has a 50 

percent increased expenditure per trip as compared to typical leisure travelers and employs 

genuine, evidence-based wellness programming as opposed to the surface-level spa facilities. 

Sustainability Imperative and Eco-Tourism. 
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According to 2023 Sustainable Travel Report by Booking.com, 76 percent of travelers desire to 

travel in a more sustainable way, and 43 percent of them are ready to pay higher prices to choose 

checked sustainable travel. Nevertheless, the levels of consumer doubt about greenwashing have 

soared, where 48% of the respondents have found it hard to find truly sustainable choices 

(Booking.com, 2023). This renders possibility as well as difficulty to the sales organizations in 

credential communication and building trust. 

Priorities of Flexibility and Cancellation. 

Flexible booking is a priority of post-pandemic consumers, and 83% of them find flexible 

cancellation policies a crucial consideration in their purchasing decision (Expedia Group, 2022). 

This preference essentially changes the dynamics of revenue management and sales negotiation in 

which new strategies are needed to align consumer needs with organizational revenues security. 

2.3 Sales Management Evolution 

Consultative Selling Paradigm. 

The transformation of transactional to consultative selling patterns is in line with the complicated 

post-pandemic decision-making processes. The SPIN (Situation, Problem, Implication, Need-

payoff) methodology of selling developed by Rackham (1988) can be viewed as especially 

applicable since the task of the tourism sales professional should be to reveal the latent needs 

connected to the concept of safety, wellness, and sustainability instead of providing a set of product 

characteristics. 

Digital Sales Transformation. 

The uptake of CRM systems in tourism has grown exponentially and cloud-based systems now 

allow delivery of real-time personalization, predictive analytics and omnichannel engagement. 

According to Salesforce (2023), Tourism and Hospitality Report, companies that use innovative 

CRM functions retain their customers more by 27 percent and sell more due to the use of the 

system by 32 percent than those that use the legacy systems. 

Sales Force Capability Requirements. 

The contemporary tourism sales practitioners need extended competencies of digital literacy, 

sustainability knowledge, expertise and understanding of wellness programs, and the ability to 

interpret data (Singh and Srivastava, 2023). The higher the extent of upskilling programs based on 

the results of the present study, the greater the level of sales effectiveness organizations investing 

in these programs have had after the pandemic to convert their sales to new consumer categories. 
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3. Methodology 

3.1 Research Design 

This paper uses the qualitative research design that involves the use of secondary data analysis, 

case study analysis, and interpretation synthesis. The methodology allows the detailed 

investigation of the complicated, contextual phenomena that define the post-pandemic tourism 

sales management. 

3.2 Data Collection 

Secondary Data Sources: 

• UNWTO, Global Wellness Institute, and large OTA reports on the industry. 

• Our article selection will include academic journal articles about post-pandemic tourism 

trends in the past 4 years (2020-2024). 

• White papers and corporate case studies of major tourism bodies. 

• Booking.com, Expedia Group and TripAdvisor consumer survey data. 

Case Study Selection: Three organizations, which represent different tourism sectors, were chosen 

according tothe record of being innovative regarding post-pandemic sales strategies: 

• Six Senses Hotels (luxury wellness resort chain). 

• Intrepid Travel (green adventure travel company) 

• Luxury travel network (Virtuoso). 

3.3 Analytical Framework 

The methodology used was thematic analysis where patterns, themes and relationships across data 

sources were identified. The theories of consumer behavior offered the analytical framework to 

explain behavior changes, as well as assess the strategy effectiveness. 

3.4 Limitations 

The given study utilizes secondary data and published case studies, which restrict in-depth 

organizational knowledge. It has the limitation of generalizability due to the emphasis on the 

segments of premium tourism. The current fast-moving nature of the industry implies that the 

findings might need revision since the consumer preference is also changing. 



8 
 

4. Findings 

4.1 Consumer Behavior Pattern Analysis 

Analysis of pattern of consumer behavior: The pattern of consumer behavior is examined to 

determine the behavior of consumers regarding products and services.<|human|>4.1 Consumer 

Behavior pattern Analysis. 

Health Promoting Decision Making. 

It was found that health and wellness considerations in destination and accommodation choices 

had become the main priority of 68% of travelers as opposed to 42% before the pandemic (Global 

Wellness Institute, 2023). The behavioral change will cut across the boundaries of archetypal 

wellness tourism segments, and has infiltrated mainstream recreational and business travel. It is 

explained by the Theory of Planned Behavior with increased perceived behavioral control in terms 

of health risk mitigation. 

Sustainability Authentication Requirements. 

Consumers are evidenced to be skeptical when it comes to sustainability claims. According to 

research, fifty-four percent of travelers conducted research on accommodation and tour operator 

sustainability certifications, and verified credentials had a 39 percent impact on the decision to 

make a booking (Booking.com, 2023). The behavior is evidence of the developed subjective norms 

in which sustainable decisions provide social confirmation in the peer circles. 

Experience More than Materialism. 

The post-pandemic consumers are characterized by a stronger preference of transformative 

experience over conventional sightseeing, as 71% of them want to travel to a place that supports 

personal development and skill acquisition or meaningful relationships (Airbnb, 2023). This is in 

line with the self-actualization needs of Maslow and it demands sales strategies where focus is 

made on transformational deliverables and not amenity characteristics. 

4.2 Sales Strategy Adaptations 

Individualization with Big Data. 

Major companies have been using predictive analytics to forecast personal preferences. CRM data 

has helped Six Senses to generate personal wellness journeys prior to the guest arrival and has led 

to 34% increase in ancillary spending and 28% higher satisfaction scores (Six Senses, 2023). Sales 

teams are provided with real-time information that allows them to conduct consultative dialogues 

based on personal wellness objectives and values of sustainability. 

Omnichannel Integration 



9 
 

The right tourism businesses combine the digital and human touch at the right place and time. 

Virtuoso has a hybrid business model that integrates AI-based matching algorithms with the advice 

of a human travel advisor to have 45 percent higher conversion rates than the single-channel 

strategies (Virtuoso, 2023). This plan acknowledges that complicated purchases demand digital 

effectiveness and human abilities. 

The Development of Narratives of Sustainability. 

The sales change of Intrepid Travel was about open communication about sustainability. Instead 

of broad eco-statements, sales teams put forward specific effects: carbon figures, community 

positive change figures, and preserving wildlife donation figures. The growth in the segment of 

eco-conscious travelers was 52 percent per year on the basis of this approach to authenticity 

(Intrepid Travel, 2023). 

4.3 CRM System Capabilities 

Predictive Modeling 

State-of-the-art CRM systems use machine learning to forecast the lifetime value of customers and 

their churn rate, as well as their receptivity to upselling. By optimally timed, personalized deals, 

tourism organizations that apply predictive capabilities pick up 23% more revenue per customer 

(Salesforce, 2023). 

Journey Orchestration 

The current CRM technologies are automated to conduct personalized communication throughout 

the customer lifecycle, including inspiration and post journey communication. Automated 

touchpoints that are personalized sustain relationships continuity as well as allowing sales forces 

to engage in consultative business with high value. 

Integration Ecosystems 

Major CRMs in tourism are also connected with booking engines, property management system, 

and customer review sites, as well as social media, and make cohesive customer perceptions. This 

integration makes the sales teams be able to consult and reference the complete interaction 

histories, preferences and sentiment indicators. 

4.4 Sales Force Management Evolvement. 

Capability Development Programs. 

The organizations that invest in extensive training opportunities encompassing wellness expertise, 

sustainability certification expertise and consultative selling methods record 38 percent greater 

effect in sales (Singh and Srivastava, 2023). Six Senses needs sales people to undertake 

certifications in wellness specialists, so as to deliver credible guidance. 

Reinvention of Incentive Structure. 
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Advanced organizations have repositioned compensation schemes to compensate both customer 

lifetime value and customer satisfaction indicators as well as instant revenue generation. This 

congruence boosts the relationship-building habits that are aligned with the expectations of the 

post-pandemic consumers. 

Remote Selling Enablement 

Remote selling became more possible due to the pandemic, and virtual consultations, the 

presentation of the destination in VR technologies, and the signing of contracts in digital form 

became the norm. Companies that have remote selling systems have indicated 31% increase in 

geographical reach and 19% decrease in sales expenses (Deloitte, 2023). 

 

5. Discussion 

5.1 Strategic Implications 

Volume to Value Orientation. 

The results highlight a paradigm of philosophical change to volume-maximization to value-

optimization strategies. The post-pandemic consumers are in need of fewer but higher quality 

travel experiences and are willing to praise organizations that have shown to truly grasp the 

changes in their priorities. The new KPIs and compensation systems, as well as the organizational 

cultures, should therefore be prioritized by the sales management as quality of customer 

relationships is more important than the quantity of transactions. 

Authenticity as Competitive Differentiator. 

In a world where consumer cynicism is highly advanced, genuine sustainability commitment and 

open wellness programming becomes an important competitive advantage. Superficial green 

marketing strategies are worse than sales strategies that focus on proven credentials, quantifiable 

effects, and truthful information. This discovery places organizations with a challenge to make 

operational authenticity come first before marketing claims whereby there should be alignment of 

operations across departments in supply chain management to the customer service. 

Technology is an Enhancer and Not a Replacer. 

Although digital tools and CRM systems are essential to offer the necessary capabilities to 

guarantee the personalization and efficiency of purchase decisions, the results show that complex 

post-pandemic purchases decisions still need the human expertise. The most suitable model is the 

one that integrates technology efficiency with emotional intelligence of human beings, which 

implies that the investment in sales force is still essential in the context of digital transformation. 
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The organizations should then strike a balance between the adoption of technology and continuous 

sale personnel growth. 

5.2 Consumer Behavior Theory Application. 

Extended Decision Journey 

The study validates that buying of tourism after the pandemic is a long, repetitive decision-making 

process that includes the new stage of reassurance. The sales plans should, therefore, not terminate 

at conventional points of conversion, and should continue to offer subsequent validation in the 

various channels. The discovery augments the consumer decision journey model of Court et al. 

(2009) and finds application in the design of automation in marketing and mapping of sales 

process. 

Dual Needs Fulfillment 

The combination of safety (low hierarchy) and self actualization (high hierarchy) needs complicate 

overly simplistic Maslowian based segmentation strategies. The efficient sales tactics should target 

both levels of need at the same time, and their product design implies the inclusion of strict safety 

measures and the transformational aspects of experience. This is a complex problem that requires 

more advanced sales discussions that cover the many motivational levels. 

5.3 Implementation Challenges 

Resource Requirements 

The suggested policies involve heavy investment in CRM software, sales training, and 

sustainability software. Smaller tourist businesses might have the problem of implementation, 

implying the existence of industry consortia, a common technology platform, and available 

training facilities to democratize the best practices. 

Measurement Complexity 

The complexity of relationships between the effectiveness of relationship-based, value-oriented 

approaches is more complicated than conventional volume measures. Companies will be forced to 

create advanced measurement systems to calculate customer lifetime value, customer satisfaction 

curves, and brand advocacy in addition to real-time revenue metrics. 

Change Management in Organisations. 

Transformation of the transactional to consultative sales cultures should involve all-inclusive 

change management that covers both mindsets, behaviors and organization structures. 

Commitment of leaders, effective communication and patience are crucial since the transformation 

schedules stretch further than the usual strategic planning duration. 
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6. Conclusion 

6.1 Summary of Findings 

This study shows that the sales management in post-pandemic tourism will need a basic strategy 

restructuring that addresses the consumer shifts toward wellness experience, sustainability 

authentic experience, and flexibility, and personalization of experience. Organizations that are 

successful in their endeavors incorporate the latest CRM systems, use consultative selling 

strategies, and achieve organizational authenticity that promotes marketing stories. Theory of 

Planned Behavior and Maslow hierarchy as the consumer behavior theories are useful in 

explaining the change in behavior, whilst the extended consumer decision journey model can be 

used to explain the complex purchasing behavior in the present day. 

6.2 Recommendations of the Innovation. 

Install Wellness Concierge Sales Model. 

Create specialized sales teams that deal with wellness travel only, and this would need them to be 

certified in wellness modalities, nutritional education, and mental health understanding. These 

experts perform thorough wellness evaluations, develop individualized programs, and sustain 

continuous contacts with customers during their wellness endeavors. This innovation will meet the 

authenticity need and generate the premium value perception to warrant a greater margin. 

Implement Sustainability Verification with Blockchains. 

Employ blockchain technology to develop open and unchangeable sustainability credentials 

monitoring systems that are available to customers and sales teams. It serves to overcome 

consumer distrust because it offers quantifiable effect data, is not comparable to those competing 

in the market, and allows a sales discussion based on factual evidence, rather than marketing 

assertions. 

Design Artificial Intelligence Sales Coaching System. 

Create own CRM integration that offers real time guidance of sales conversation based on 

customer information, principles of behavior psychology and analysis of a winning pattern of 

conversation. The innovation democratizes consultative selling skills, hastens new sales 

professionalism, and provides quality in distributed selling forces. 

Create Consortia of Flexible Inventory Pooling. 

Create cooperatives in the form of industries in which several properties and operators all share 

flexible inventory pools so that sales teams can provide complete flexibility guarantees without 

risk to the individual organization. This novelty is a response to the call of flexibility and diffusion 

of financial risk among the participants. 
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Adopt Outcome Based Pricing Models. 

Adopt pricing models in which the price is partly equal to the realized results (improvement of 

wellness metrics, satisfaction scale, transformative experience scale) and not only based on input 

costs. This innovation unites organizational incentive and customer success, offers differentiation, 

and supports premium positioning. 

6.3 Contributions to Knowledge 

This study will bring significance to the literature on tourism management in the sense that it: 

• The post-pandemic consumer behavior changes that are empirically documented. 

• The presentation of the well-known consumer behavior theories in the modern tourism 

settings. 

• Determination of successful sales management adjustments using case study. 

• Suggesting new ideas to counter new market trends. 

6.4 Future Research Directions 

Future studies need to investigate: 

• Longitudinal research on the change in consumer preferences after a short time after the 

end of the pandemic. 

• The effects of CRM system on effectiveness of sales in tourism are analysed quantitatively. 

• Cultural differences in the behavior of post-pandemic tourists and the best sales policies. 

• Economic simulation of the recommended strategy implementation and projections of 

ROI. 

6.5 Concluding Remarks 

Sales management innovation is a challenge and an opportunity in the post-sale management of 

tourism in the post-pandemic industry. Companies that adopt changed consumer tastes, invest in 

empowering technologies and human resources, and make authentic fit between activities and 

marketing stories will take disproportionate value in the changed marketplace. The shift away to 

relationship excellence as opposed to transactional efficiency is not just a tactical adaptation but a 

philosophical change that is needed in order to have sustained competitive advantage in the post-

pandemic world. 
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Appendices 
Appendix A: Consumer Behavior Framework. 

Tourism Post-Pandemic Decision Model. 

The hybrid framework consists of combination of: 

• Pre-awareness Level: Social media impact, word-of-mouth, content marketing exposure. 

• Awareness Stage: Proactive search of information realized by desire to travel. 

• Consideration Stage: Analysis among choices that measure wellness offerings, 

sustainability credentials, flexibility policies as well as value propositions. 

• Evaluation Phase: In depth analysis of choices such as review analysis, credential 

verification and peer validation. 

• Purchase Stage: Agreement of terms, provisions of flexibility, and execution of booking. 

• Reassurance Phase (New): Constant authentification in search of with pre-travel texts, 

confirmation of flexibility, and reassurance information on safety measures. 

• Experience Level: In-store consumption and in real-time. 

• Post-Experience Phase: Formation of loyalty, review and advocacy behaviour. 

Appendix B: CRM Capability Matrix 

Essential CRM Functions for Post-Pandemic Tourism Sales 

Capability 

Category 

Specific Functions Business Impact 

Data Integration Unified customer profiles, booking 

history, preference tracking 

360-degree customer view 

Predictive Analytics Churn prediction, lifetime value 

modeling, next-best-action 

recommendations 

Proactive engagement, 

optimized resource 

allocation 

Personalization 

Engine 

Dynamic content, individualized offers, 

journey customization 

Conversion rate 

improvement, customer 

satisfaction 

Omnichannel 

Orchestration 

Coordinated touchpoints, consistent 

messaging, seamless handoffs 

Friction reduction, brand 

consistency 

Automation Email workflows, chatbot integration, 

task triggering 

Sales productivity, response 

speed 
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Reporting & 

Analytics 

Performance dashboards, attribution 

modeling, ROI tracking 

Data-driven decision making 

 

 

Appendix C: Sales Training Curriculum Framework 

Recommended Post-Pandemic Tourism Sales Professional Development 

Module 1: Consumer Psychology & Behavior (16 hours) 

• Theory of Planned Behavior application 

• Maslow's Hierarchy in travel context 

• Decision journey mapping 

• Emotional intelligence development 

Module 2: Wellness Tourism Expertise - 24 hours 

• Wellness modalities overview 

• Evidence-based program design 

• Wellness outcome measurement 

• Certification of wellness specialization 

Module 3: Sustainability & Eco-Tourism (20 hrs.) 

• Certification standards: Green Globe, EarthCheck, B-Corp 

• Carbon calculation and offsetting 

• Authentic Sustainability Communication 

Green washing-identification and avoidance 

Module 4: Consultative Selling Methodology - 20 hours 

• SPIN selling framework 

• Needs analysis techniques 

• Value-based pricing conversations 

• Objection handling in complex sales 

Module 5: Digital Tools & CRM Mastery - 16 hours 
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• CRM Platform navigation 

• Data interpretation for personalization 

Virtual Selling Techniques 

Social Selling Strategies 

Module 6: Product Knowledge (24 hours) 

• Destination expertise development 

• Property familiarization 

• Experience design principles 

• Supplier relationship management 

 


