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Abstract 

The COVID-19 pandemic has entirely altered consumer behaviour in tourism and hospitality by 

increasing the pace of transition to wellness tourism, sustainability, and conscious travel. In this 

report, the post-pandemic motivations towards travelling are analysed based on the consumer 

behaviour theories and analyses of data. The results demonstrate that wellness tourism (estimated 

16.6% a year) is growing significantly, sustainability issues have become more important (73% of 

people focusing on environmentally-friendly opportunities) and the focus on safety measures is 

concerned. The paper uses the Theory of Planned Behaviour, Hierarchy of Needs according to 

Maslow, and the Health Belief Model to describe these changes. The comparison of pre- and post-

pandemic data shows that it experiences the changes between experiential density and quality 

experiences, mass tourism and slow travel, and values-based versus price sensitivity decision-

making. The report suggests such strategic changes as flexible booking policy, integrating wellness 

programs, sustainability certification, and digital hygiene communication. The study can be 

relevant to comprehending the lasting changes in consumer priorities due to the crisis events and 

offers practical frameworks that tourism companies can use when operating in the post-pandemic 

environment. 
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1. Introduction 

1.1 Background 

The COVID-19 pandemic is a disruption to the worldwide tourism comparable in scale to no other 

globally, and international tourist arrivals reduced by 74% in 2020 relative to 2019 (UNWTO, 

2021). In addition to short-term effects, the pandemic triggered significant psychological and 

behavioural changes that keeps transforming the travel trends. With borders being opened, and 

restrictions being loosened, travellers came out with new priorities, with health, safety, 

sustainability and meaningful experiences as the new priorities of the year like none others. 

1.2 Research Problem 

The pre-pandemic tourism was filled with overtourism, overconsumption of destinations, and 

decisions based on price. The pandemic led to a temporary stop, and the meaning of traveling and 

its reasons was reconsidered. These behavioural changes are important to tourism businesses that 

intend to change their products, marketing processes, and patterns of operation so as to meet the 

changed consumer demands. 

1.3 Research Objectives 

This study aims to: 

Compare the development processes of wellness tourism, slow travel and sustainable tourism after 

the pandemic. 

Compare patterns of consumer behaviour during pre and post pandemic using empirical data. 

Determine important changes in the motivation of travel decision making. 

Assess the priority of safety, hygiene and health factors. 

Formulate strategic planning to tourism enterprises. 

1.4 Significance 

The study fills important gaps in the knowledge of the evolution of consumer behaviour after the 

crisis. The results offer theoretical explanations of the changes in behaviour of permanency or 

temporary changes as well as providing practical advice on how the industry adapts. With the 

industry still in a recovery process, these fundamental changes dictate innovation of competitive 

positioning and long term sustainability. 
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2. Literature Review 

2.1 Theoretical Framework 

2.1.1 Theory of Planned Behaviour (TPB)  

Ajzen (1991) Theory of Planned Behaviour offers a theoretical framework that can be used to gain 

insight into the post-pandemic travel choices. The theory assumes that behavioural intentions are 

based on the attitudes, subjective norms, and the perceived behavioural control. The pandemic 

dramatically changed all three elements, as attitudes towards prioritizing health and sustainability 

changed, subjective norms emerged as a result of shared experience of the crisis, and perceived 

behavioural control depended on the work of safety measures and lenient policies. 

2.1.2 Maslow's Hierarchy of Needs 

The pandemic pushed Maslows hierarchy downwards repositioning travel motivations to 

physiological and safety needs instead of self-actualization and esteem (Maslow, 1943). The post-

pandemic recovery proves a changed priority wherein safety and health are still basic as the 

travelers seek out higher order needs. This is a permanent shift in behaviour due to this continued 

focus on the base level needs. 

2.1.3 Health Belief Model (HBM) 

The Health Belief Model (Rosenstock, 1974) is a conceptual framework that describes the health-

protective behaviours in terms of perceived susceptibility, severity, benefits and barriers. The 

perceived vulnerability to health risks among post-pandemic travelers is increased, which affects 

the selection of destinations, accommodation, and activities. This model is a good indicator of the 

success of outdoor, nature-based and wellness-oriented travel. 

2.2 Consumer Behaviour Patterns pre-Pandemic. 

There are a number of trends that prevailed in pre-pandemic tourism. Experiential travel focused 

on the accumulation of experiences and this aspect tended to result in heavy itinerary and 

destination-hopping. Decision making was budget conscious with price comparison websites 

having a monopoly in booking behaviour. The use of social media had a major impact on the 

destination choice, as places that were Instagrammable received more visitors than they should 

have. The most important parameter was convenience and efficiency, which were manifested in 

the choice of direct flights, accommodation in the center, and efficient logistics (Gossling et al., 

2020). 

2.3 Wellness Tourism Evolution 

Wellness tourism as defined as a type of travel that is driven by seeking health and well-being 

maintenance or improvement is not a new phenomenon that started during the pandemic but a 

small niche market. In 2017, the Global Wellness Institute estimated the industry to be worth 639 
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billion, which is 6.5 percent of the spending in tourism (Global Wellness Institute, 2018). In the 

pre-pandemic period, the growth has been stable at around 6.5 percent per year, which was 

powered mainly by spa resorts, yoga retreats and medical tourism. 

2.4 Sustainability and Conscious Consumerism. 

Prior to the pandemic, environmental awareness among tourists grew slowly, and the younger 

generations are more inclined towards sustainability. Nonetheless, the gap between intentions and 

behaviours was acute, and proclaimed environmental principles were seldom converted into actual 

booking choices in case of price premiums or convenience trade-offs (Juvan and Dolnicar, 2014). 

Issues of over-tourism were accruing in tourist hotspots, but the only way to change was 

systematically. 

2.5 COVID-19 as a Catalyst Behaviour. 

The events of crisis normally increase the rates of existing trends and generate new paradigms. 

The experience with past epidemics (SARS, H1N1) proved that there was temporary change in 

behaviours that largely returned to the normal after the crisis (Wen et al., 2005). Nonetheless, the 

unprecedented scale, duration, and the global presence of COVID-19 imply more long-term 

changes. The prolonged breakage gave enough time to develop new habits and values to be 

solidified. 

3. Methodology 

3.1 Research Design 

A mixed-methods research design has been used in this study, integrating the quantitative analysis 

of data with the qualitative analysis of the case. The methodology includes the analysis of 

secondary data, comparison of statistics review, and the case study as the research design to 

develop a well-rounded perception of the changes in consumer behaviour after the pandemic. 

3.2 Data Collection 

3.2.1 Secondary Data Sources 

Information was obtained on several reputable sources: 

 Statistics of the United Nations World Tourism Organization (UNWTO). 

 Welness Research Institute- Reports 

 Booking.com travel trend surveys, every year. 

 Expedia Group traveler travel. 

 McKinsey and company consumer sentiment survey. 
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 Peer reviewed literature and academic journals. 

3.2.2 Timeframe 

There is a comparative analysis of two periods: 

 Pre-pandemic baseline: 2017-2019 

 Post-pandemic period: 2022-2024 

The year 2020-2021 has been left out in the methodology because these were days of acute crisis 

response but not the norm. 

3.3 Analytical Framework 

3.3.1 Comparative Analysis 

Statistical comparison of pre- and post-pandemic measures of: 

 Market size and growth rates 

 Consumer priorities and motivations. 

 Trends on booking and lead times. 

 Spending distributions 

 Destination preferences 

3.3.2 Thematic Analysis 

Qualitative analysis of the emerging themes: 

 Inclusion of wellness in mainstream tourism. 

 Low movement velocity of travel. 

 Sustainability operationalization 

expectancy of safety and hygiene. 

3.4 Limitations 

There are a number of limitations in this research. The post-pandemic period is still quite fresh, 

and it may be hard to establish the actual permanent and rather temporary changes. There are 

regional differences that are generalized towards international trends. Survey information that is 

self-reported can include social desirability bias, especially on sustainability claims. Pure 

behavioural analysis is confounded by economic factors (inflation, changes in income). 
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4. Findings 

4.1 Growth of Wellness Tourism 

4.1.1 Market Expansion 

Tourism to wellness gained momentum with a bang after the pandemic. The Global Wellness 

Institute estimates the industry to hit 1.4 trillion in 2027 which translates into 16.6 percent 

compound annual growth rate in the year 2022, or over twofold that of the growth rates before the 

pandemic (Global Wellness Institute, 2023). This is a speeding up of the essence of re-orientation 

of the purposes of travel. 

Comparative Growth Rates: 

 Pre-pandemic (2015-2019): 6.5% annual growth 

 Projection (2022-2027) after the pandemic: 16.6% growth per year. 

The fifth principle is democratization of Wellness. 

Wellness tourism has become mainstream priority instead of its luxury niche. Post-pandemic 

products incorporate wellness components into regular travel products instead of isolating them as 

high-value products. The middle-end hotels have the yoga, meditation, and healthy meals. 

Destinations promote the natural resources with a focus on the mental health elements instead of 

the aesthetic beauty of the place as such. 

4.2 Slow Travel Movement 

The reduction in length of stay and number of destinations. 

People are now spending more time in fewer places. The international leisure travel saw an average 

trip lasting 4.2 nights (2019) and 5.7 nights (2023) (UNWTO, 2024). Multi-destination tours 

reduced in popularity and travelers favored a single destination experience over destination 

hopping. 

4.2.3 Local and Long-Distance Synergy. 

The recovery of the post-pandemic revealed an uneven increase in domestic and regional travel. 

In 2023, domestic tourism was still 20 per cent higher than the 2019 levels with international 

tourism only at 95 per cent of the volumes before the pandemic (UNWTO, 2024). This is an 

indication of the remaining international travel consternation as well as real change of preference 

towards visiting nearby destinations. 
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4.3 Sustainability and Conscious Travel. 

4.3.1 Priority in Decision-Making 

The concept of sustainability became more of a focus decision maker. Surveys after the pandemic 

show: 

73 percent of relatives regard sustainability in the process of reservation (Booking.com, 

2023). 

49% of people would like to pay a high price to buy sustainable options (an increase of 

38% in 2019) 

 Three-fifths prefer greener travel offerings. 

The certification and verification of the scope will yield the necessary quality 

assurance.<|human|>4.3.2 Certification and Verification The quality of the scope would be 

provided by the certification and verification. 

4.4 Safety, Hygiene and Health Preferences. 

4.4.1 Persistent Emphasis 

The level of health and safety is high in spite of receding pandemic. In 2023, cleanliness and 

hygiene were rated as the most important factors when choosing accommodation by 68% of 

travelers- versus 42% in 2019 (Expedia Group, 2023). This continual increase implies behavioural 

change and not crisis reaction. 

4.4.2 Hygiene Visibility 

Observable hygienic procedures affect consumer decision. Homes with cleaning certifications, 

contactless technologies, and transparent health protocols will be priced at a premium of between 

8-12, on average (McKinsey & Company, 2023). Customers are keen on the safety precautions in 

place that they can see. 

4.5 Contactless Preferences and Digital Transformation. 

4.5.1 Technology Adoption 

Contactless solutions hastened through customer journey touchpoints. The adoption rate of mobile 

check-in, digital room keys, and QR code menu and noncontact payment has risen 200-300% after 

the pandemic (Hospitality Technology, 2023). These preferences are originally health-oriented yet 

continue to be based on convenience and efficiency. 
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4.6 Spending Pattern Shifts 

4.6.1 Quality Over Quantity 

The spending habits after the pandemic are based on high-quality experiences, rather than quantity. 

Although the total number of trips made dropped by 15 percent compared to pre-pandemic, the 

amount spent in an average trip grew by 28 percent (Mastercard Economics Institute, 2023). 

Travelers choose less, but more meaningful experiences at a higher per experience investment. 

4.7 Generational Differences 

4.7.1 Millennial and Gen Z Leadership. 

Largely, younger demographics follow post-pandemic trends best of all. Millennials and Gen z 

travelers: 

The percentage of those focused on sustainability as opposed to Baby Boomers is 83 vs. 

58. 

 Three out of four (76 per cent) are looking to wellness-oriented travel compared with 51 

per cent of the Baby Boomers. 

This is compared to 71 percent who favor experiences over things compared to 48 percent of Baby 

Boomers (Source: Booking.com, 2023). 

5. Discussion 

5.1 Theoretical Implications 

5.1.1 Application of the theory of planned behaviour  

TPB framework is justified and extrapolated by post-pandemic data. The attitude towards 

travelling completely changed because the purpose and meaning of travel was redefined due to the 

pandemic. Subjective norms were developed during the shared crisis experience, and they 

developed new social expectations of responsible and health-conscious travel. The perceived 

ability to control behaviour is still subject to external influence (cancellation policies, health 

protocols) and that is why the flexibility is still demanded. 

The pandemic also shows how events of crisis can change all three components of TPB 

simultaneously, producing quick and significant behavioural changes. It is implied that crisis 

induced change can be more enduring when attitudinal, normative and control factors converge as 

opposed to moving without coincidence. 
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5.1.2 Hierarchy Reordering by Maslow. 

There is evidence of irreversible increment in safety and health requirements in travel motivation 

scales. Although the travelers seek their self-actualization in transformative experiences, the 

higher-order needs become dependent on the safety foundations now. This is a safeguarded self 

actualization model wherein passengers both require the fulfillment of basic needs and optimum 

experiences. 

Validity of the Health Belief Model: The validation indicates that the model is reliable and effective 

in determining behavioral changes.<|human|>5.1.3 Health Belief Model validation: With the 

validation, it is clear that the model is sound and powerful in establishing behavioral change. 

Long-term maintenance of health-defensive behaviours several years after acute pandemic threat 

confirms the explanatory value of HBM and the long-term effects of perceived susceptibility. The 

pandemic established lasting risk awareness that continues with the absence of immediate threat 

and indicates significant health crises permanently redefine the perception of baseline risk. 

5.2 Permanent and temporary Changes. 

5.2.1 Likely Permanent Shifts 

There are indicators that a number of changes are irrevocable: 

Wellness Integration: Mainstream wellness integration has a consistent growth pattern and no signs 

of reversion. The process of democratizing wellness as a luxury niche to an anticipated standard is 

the sign of a deeper reposition on values. 

Sustainability Prioritization: The dominance of the young population and the further empowerment 

of cross-generational implies that sustainability concerns are going to become even stronger. The 

gap in intention-behaviour is decreasing with access to sustainable options more affordable and 

price-competitive. 

Flexibility Expectations: Flexibility booking and free cancellation have been the norms of the 

industry and switching costs are too high in case businesses want to go back. The expectations of 

customers have changed forever. 

Technology Adoption: The benefits of efficiency that are not based on health protection are found 

with contactless technologies and digital solutions in the creation of path dependency due to 

convenience and not necessity. 

5.2.2 Possibly Short-term Trends. 

Some patterns have the potential to tone down: 

Domestic Travel Preference: Since international friction is declining, and long-haul is becoming 

cost-competitive, some domestic preference must reflect constrained choice, and not a true shift in 

preference. 
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Hygiene Premiums: Although cleanliness is fundamental, the intention to pay certain hygiene 

premiums might become moderated with the increase of the standards in the industry. 

Business strategic implications are further discussed in the current paper. 

5.3.1 Product Development 

The products being offered by the tourism businesses need to be redefined radically, to be in line 

with the updated consumer values. The elements of wellness must incorporate into experiences, as 

opposed to being a specialty product. Sustainability needs to make a real application, beyond 

marketing, into reality. As a basic service feature, but not a high-end one, safety and flexibility 

must be incorporated. 

5.3.2 Market Segmentation 

The conventional demographic categorization needs to be complemented by values-based and 

motivation-oriented systems. The conscious traveler group cuts across age, income, and origin and 

is held together by the similar values that pertain to sustainability, wellness, and meaningful 

experience. Companies have to create abilities to recognize and meet this psychographic segment. 

5.3.3 Pricing Strategy 

The value-based pricing becomes viable when consumers are willing to pay high costs in order to 

have genuine sustainability, holistic wellness programs, and lenient policies. But transparency in 

value delivery is essential--consumers will penalize the appearance of greenwash or an 

unwarranted premium positioning. 

5.4 Implications of the Findings on Destination Management. 

5.4.1 Capacity Management 

The opportunities of sustainable capacity management are created by post-pandemic overtourism 

avoidance. Conscious traveler preferences provide destinations with opportunities to apply visitor 

restriction, seasonal expansion and development of second-tier sites without losing revenue. 

5.4.2 Product Diversification 

Nature and wellness product development enables destinations to cut across the normal attractions. 

The development of trails, parks, wellness centers, and outdoor recreation infrastructure fits within 

changing demand and helps to meet sustainability goals. 

5.4.3 Community Integration 

Man Travelers are conscious and prefer to be caught up in genuine cultural experiences and show 

interest in community-based tourism. There should be community based tourism development 

through destination management organizations where the benefits will not be confined to the 

traditional tourism sector. 
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5.5 Challenges and Barriers 

5.5.1.1 Persistence of Intention-Behaviour Gap 

As sustainability intentions are enhanced, the barriers between the declared values and the actual 

booking behaviour exist. Convenience trade-offs, price premiums, limited availability, and 

information asymmetry are still limiting the actualization of sustainable choice. The industry 

should mitigate these sources of friction using technology, novelty of business models, and 

education of consumers. 

5.5.2 Greenwashing Risks 

Greenwashing dangers as sustainability turns into a marketing necessity. False allegations destroy 

customer confidence and could provoke a response. It becomes important that third-party 

certification, transparent reporting and authentic commitment differentiation. 

6. Conclusion  

6.1 Summary of Key Findings 

The COVID-19 pandemic brought about drastic, probably long-lasting changes in the tourism 

consumer behaviour. Wellness tourism shifted its position to mainstream priorities rather than a 

niche luxury as wellness is expected to grow by 16.6 percent a year by 2027--much higher than 

the rates before the pandemic. The pre-pandemic trajectory of accumulating many destinations in 

a short time was substituted with the slow travel, which focuses on immersive and longer 

experiences in fewer destinations. Sustainability did not remain a peripheral element, but it became 

one of the key points on the agenda, and 73 percent of travelers started focusing on the 

environmental impact when choosing a booking option. 

The safety, hygiene, and health factors are high many years after the acute pandemic threat, which 

means there is a change in the risk perception permanently instead of responding to the crisis. 

Flexible reservation policies and visible safety guidelines shifted the emergency measures to the 

expected standard. Travel habits became more of quality than quantity as travelers were now 

making less trips and spending more on something meaningful. 

These changes confirm consumer behaviour conceptions and broaden crisis-initiated change 

knowledge. The Theory of Planned Behaviour provides insight into quick change when attitudes, 

norms and perceived control all change. The hierarchy illustrated by Maslow shows that in case of 

crisis with the basic needs, rearrangement is permanent. The Health Belief Model demonstrates 

the enduring risk perception changes due to key health events. 
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6.2 Strategic Recommendations 

6.2.1 In the case of Accommodation Providers. 

Wellness Integration: Create extensive wellness programs outside the spa services. Include gyms, 

wellness eating areas, meditation zones, and the outdoor access. Position wellness as part and 

parcel and not an additional benefit. 

Sustainability Certification: Valuable third-party sustainability certifications (Green Key, 

EarthCheck, LEED) to ensure promises and overcome consumer distrust. Deliver sustainability 

practices in a clear manner without any obscure statements. 

Flexible Policies: Supportive cancellation policies in the face of revenue optimization in the short-

term. Flexibility has now been competitive need and not differentiator and rigid policies have 

pushed customers to competitors. 

Hygiene Communication: Use visible hygiene standards, and convey cleaning standards through 

communication. To increase the standards of cleanliness should not be a temporary issue but 

should become a permanent one. 

Technology Investment: To maintain efficiency and preference of guests, proceed with the 

implementation of contactless technology instead of just health protection. Digital keys, mobile 

check-in and contactless payment are also sources of long-term value. 

6.2.2 To Tour Operators and Activity Providers. 

Experience Curation: Build more engaging, high-quality and authentic experiences rather than 

high-quantity, superficial, experiences. The conscious travel preferences coincide with small group 

sizes, professional guides, and exclusivity. 

Outdoor and Nature Focus: Extend outdoor experiences, nature-based offerings that take 

advantage of the health segments of the market that demand outdoor activities and the natural 

environment. 

Community Partnership: Build real community partnerships that benefit locals and are culturally 

sensitive. Promote significant cultural interchange, but not showcasing tourism. 

Wellness Specialization: Incorporate product lines that are wellness-related such as forest bathing, 

meditation retreats, yoga adventures, and digital detox experiences that focus on mental health and 

stress relief. 

6.2.3 For Destinations 

Sustainable Tourism Planning: Installing extensive destination management strategies that balance 

economy goals, environmental carrying capacity and society welfare. Give conscious traveler 

tastes to warranted kind of capacity restrictions. 
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Secondary Site Development: The secondary site development will help in lowering the pressure 

on primary attractions by using secondary site development and promotion of lesser-known areas. 

Aware tourists are looking at alternatives that are not so crowded. 

Certification Programs: Build destination wide sustainability certification programs that will entice 

businesses to participate and allow consumers to become assured. 

Marketing Repositioning: Move marketing discourses away the trade-oriented promotion to the 

value-oriented discourse placed on sustainability pledges, wellness perks, and genuine cultural 

engagements. 

6.2.4 In the case of Airlines and Transportation. 

Flexibility Offerings: Have flexible change and cancellation policies but position these as table 

stakes and not premium features. 

Hygiene Standards: Maintain the high standards of cleaning and make it transparent to everyone 

to ensure consumer confidence. 

6.3 Future Research Directions 

This paper highlights some of the areas that should be explored. The need to conduct longitudinal 

research on the stability of behavioural changes after the pandemic memory subsides will identify 

which changes will be permanent and the temporary ones that will be long-lived. Cross-cultural 

comparative research on regional differences in behavioural changes post-pandemic would 

contribute to a better understanding of cultural differences as a mediator of change. Sustainability 

transition would be informed by experimental research that tests certain interventions to bridge 

gaps in intention and behaviour. Resilience of trends in the study would be illuminated by research 

into how economic constraints affect the values-based travel decisions made in different economic 

times. 

6.4 Concluding Remarks 

COVID-19 had never been as disruptive in the sector as it was in 2020, but it also provided an 

opportunity in the industry to transform it into a more sustainable, meaningful, and health-

conscious pattern. There is an indication that most of the changes that transpired after the pandemic 

are permanent shifts in consumer values in response to the advanced consumer values and not a 

crisis response. Companies that manage to transform into these new realities, with genuine 

sustainability commitments, integration of wellness and alignment of values will gain competitive 

advantage. Anyone that tries to go back to the old ways of doing things in the pre-pandemic world 

is at risk of becoming obsolete because consumer demands have been redefined. The post-

pandemic world is not going back to normal but a new normal where people make wise values-

driven travel choices. Those who comprehend and accept such changes are the ones that will 

achieve success in the next chapter of tourism. 
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8. Appendices 

Appendix A: Comparative Data Tables 

Table A1: Wellness Tourism Market Growth 

Period Market Size (USD) Annual Growth Rate 

2017 $639 billion 6.5% 

2019 $720 billion 6.5% 

2022 $815 billion 12.3% 

2027 (projected) $1,400 billion 16.6% 

Table A2: Consumer Priority Comparison (% of travelers rating as "very important") 

Priority 2019 2023 Change 

Cleanliness/Hygiene 42% 68% +26% 

Sustainability 38% 73% +35% 

Mental Health Benefits 42% 62% +20% 

Flexible Cancellation 35% 78% +43% 

Local Community Impact 28% 56% +28% 

Table A3: Travel Pattern Changes 

Metric 2019 2023 Change 

Average Trip Duration (nights) 4.2 5.7 +36% 

Destinations per Trip 2.3 1.6 -30% 

Per-Trip Spending (USD) $2,450 $3,136 +28% 

Annual Trip Frequency 3.2 2.7 -15% 

Appendix B: Case Study Examples 
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Case Study 1: Six Senses Resorts 

Six Senses Hotels Resorts Spas exemplifies successful wellness tourism integration. Post-

pandemic, the company expanded wellness programming beyond spa services to include: 

• Integrated wellness screening and personalized wellness programs 

• Sleep enhancement programs with circadian lighting and specialized treatments 

• Plant-based cuisine and nutritional counseling 

• Mindfulness and meditation sessions 

• Outdoor fitness and nature connection activities 

Results demonstrated 45% increase in average length of stay and 62% increase in ancillary 

spending on wellness services between 2019 and 2023. 

Case Study 2: Slovenia Green Destination Strategy 

Slovenia leveraged post-pandemic conscious travel trends through comprehensive sustainability 

positioning. The country became the first to receive Green Destination certification at national 

level, supported by: 

• Rigorous certification program for tourism businesses 

• Protected natural area expansion 

• Sustainable transportation infrastructure investment 

• Local food and community-based tourism promotion 

Tourism spending increased 38% above 2019 levels by 2023 despite visitor volumes remaining 

12% below pre-pandemic, demonstrating successful quality-over-quantity strategy. 

Appendix C: Survey Methodology Details 

Major consumer surveys referenced throughout this report employed the following methodologies: 

Booking.com Sustainable Travel Report 2023: 

• Sample: 33,228 respondents across 35 countries 

• Method: Online survey 

• Period: January-February 2023 

• Representation: Respondents who took trip in previous 12 months or planned trip in 

subsequent 12 months 

Expedia Group Traveler Value Index 2023: 
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• Sample: 12,000 respondents across 12 countries 

• Method: Online survey 

• Period: March 2023 

• Representation: Adults 18+ who traveled for leisure in previous 12 months 


