
1



2

July 2019 Water Park Festival

Wuhan before Covid19
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The “New Normal” in Wuhan...

July 2020 Water Park Festival



4What we live (and measure) today is certainly NEW…

… but definitely  NOT NORMAL!
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DEFINING A “NEXT NEW NORMAL” TODAY

WHILE THE MARKET CONDITIONS ARE NOT NORMAL

IS A VERY RISKY BET…

TRAVELERS CURRENTLY ADAPT

THEY DO NOT NECESSERALY CHANGE



6A SUDDEN ENTHUSIASM FOR DOMESTIC TRAVEL … REALLY?

TODAY PEOPLE VISIT PLACES THEY CAN GO

TOMORROW THEY WILL VISIT AGAIN PLACES THEY WANT TO GO

2 HOURS TRAIN/DRIVE FROM HOME 8 HOURS FLIGHT FROM HOME



7

RE-INVENTING A “NEW NORMAL” TOURISM IS EXCITING BUT…

… A FEW TACTICAL CHOICES CAN PAY BACK QUICKER!

1. “Playing” with the Sentiment (data)

2. Delivering experiences visitors expect today

3. Engaging with the faces of your destinations
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“Playing” with the sentiment (data)

Following Travelsat “sentiment” data measure the state and dynamic of destinations’ and travel brands’ e-reputation

built from global web social conversations “at large”, shared by medias, consumers, companies, citizens, brands and

officials. Sentiment is not predictive alone of travelers’ planning, BUT a positive e-reputation is essential to generate

favorability towards destinations and travel brands, particularly in post-crisis management context.



9Destinations = clusters/epicenters

Tourists = covid19 super spreaders

“Brutal” travel bans

Destinations/attractions/events closing

Visitor disrespect - discrimination

Tourists trapped in hotels, on cruise, airports…

Destination assistance inefficiency

Booking refund issues, illegal booking

Tourism environment bashing

COVID 
CRISIS
START

Destinations’ fans sharing souvenirs / secrets

Virtual reality, travel from home

Local heroes, great stories, solidarity

DMOs emotional campaigns

Travel planning conversations resuming

600M+ travel-related web social 
conversations since C19 crisis start

Deceptive new visitor experience

Quarantine policies / Tests on arrival

Lack of visibility for travel planning

Wave 2 pandemic – locked down again

Covid19 operational measures taken

Attractions / destinations reopening

Residents supporting tourism

Hope for a vaccine in 2021
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Peru vs Regional Competitors
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The Net Sentiment Index measures the polarity of verticals specific web social conversations (%positive - %negative)

NET SENTIMENT INDEX

STRONG BRANDS, STRONGER RESILIENCE

COVID19 
CRISIS
START

Tourists stranded 
in Peru

PERU FANS VOICING AGAIN

ORGANIC BRAND PILLARS REACTIVATION

AMPLYFIED BY DMO ACTIONS
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Ghost Ambassadors + DMO Voicing again
For fueling the Positive Destination Sentiment
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Boosting a positive sentiment on most “damaged” destination reputation facets

From “Prisoner” to “VIP” Treatment!  

Peru Net 

Sentiment 

Peru Net 

Sentiment 

-45

+82
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Healing Destinations’ Reputation
What travel experiences / territories to restore first?
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• New “Reviving” DMO campaign 

• Club Med optimism shared for mountain tourism 

• Celebrities sharing best memories of ski holidays in France

• Anonymous fan’s video of “Free-riding at home in the Alps” getting viral

• First sanitary safety label in a ski resort SafeGard

• New app for locals to rediscover/share mountain adventures

• ….

Healing Destinations’ Reputation
Organic + DMO Amplified Actions
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Healing the entire Mountain Travel Segment!

NET SENTIMENT SCORE – MOUNTAIN vs SUN & SEA (French Market)
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2. The “Next Normal” Visitor Experience 

… Really? 
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Yesterday, 4 in 10 visitors 

booked their destinations 

based on relatives’ 

experiences

Today, 4 in 10 planners do not 

book as they have concern about 

“not leaving the full experience”

The Visitor Experience Factor
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Instead of pondering hypothetical 

“Next normal” visitor needs, 

deliver what actual visitors expect today!
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EUROPEAN REOPENING TRENDS It is hard to live the 

“full experience” 

in Covid19 context

Covid-related reviews

Guest Satisfaction

Guest count Guest Satisfaction

Guest Numbers

Latest trends 

fortunately indicate 

a “learning curve” 

is taking place



29

A LARGE US STATE…
A GLOBAL 

CHALLENGE!

Covid-related reviews

Guest Satisfaction

Guest count
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A HAPPY ISLAND IN THE CARIBBEAN
SOME DESTINATIONS 

PERFORM BETTER 

THAN OTHERS

With controlled 

reopening that take 

care of their new 

visitors

Covid-related reviews

Guest Satisfaction

Guest count
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3. Engaging with the faces of your destination



32The paramount Community Factor

Communities’ attitude

#1 Driver 

of Visitor Sentiment

Travelsat 2018-19 : impact on total satisfaction



33
MOST RESIDENTS WANT TOURISM BACK

AS MUCH AS BEFORE COVID19
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A GLOBAL TOURISM SUPPORTIVE ATTITUDE

4% 6%

5%

Tourism-Phobia

Index



35
THE PERFECT TIME TO ENGAGE WITH RESIDENTS
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TIME TO ENGAGE WITH YOUNG RESIDENTS
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A RELATIVE CAUTION ATTITUDE THOUGH
Towards international visitors in the short term
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A SUSTAINABLE TOURISM STILL EXPECTED
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COMMUNITIES CAN ACCELERATE

REPUTATION REBOUND



40FOCUSING ON A SHORT-TERM QUALITY-DRIVEN REOPENING

• The crisis acts above all as an accelerator of pre-covid19 trends

• Demand is not stabilized at all. 

Is it the right time to totally redefine your destination strategy? 

• An efficient Destination Stewardship TODAY is the most secured way 

of addressing the “next normal” tomorrow
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We are a global leader in destination 

competitive analysis.

Our standpoint is international.

Our methodologies are standard, endorsed and 

awarded by reputable tourism organizations.

We control smart integration of Big Data in 

combination with traditional surveys.

From real-time data dashboards to long-term trends 

analysis, the data scope and frequency you need!

request@tci-research.com

Text: +32476701125

www.tci-research.com

@TRAVELSAT_index

THANK YOU FOR YOUR ATTENTION

… and as always, stay safe and well!

§

TCI Research is an independent UNWTO-Awarded market intelligence agency leading in international tourism and travel competitive analysis. It provides public and private players 

of the visitor economy with innovative research solutions and insights combining conventional surveys with controlled Big Data analysis covering the whole visitor journey

VISITOR SATISFACTION

DESTINATION REPUTATION

RESIDENT SENTIMENT

VISITOR SPEND

TRENDS ANALYSIS


