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Le “nouveau voyageur”… Vraiment?

olivier.henry-biabaud@tci-research.com

Conférence Contrat de Destination Provence - Novembre 2021
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Agence de Travel Data Intelligence endossée par l’OMT

La confiance de 150+ DMOs et acteurs du voyage

Indicateurs standards et comparables
pour les destinations

Big Data + Etudes conventionnelles

Temps réel / Analyse de long-terme

SATISFACTION VISITEURS

REPUTATION DES DESTINATIONS

SENTIMENT DES RESIDENTS

DEPENSES VISITEURS (VISA)

DEPLACEMENTS VISITEURS

INNOVATION AWARD

FUELING DESTINATIONS’ SUCCESS THROUGH DATA
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DEFINIR AUJOURD’HUI LA DEMANDE DE DEMAIN

DANS UN MARCHÉ QUI RESTE DICTÉ PAR L’OFFRE

EST UN PARI TRÈS RISQUÉ…

LES VOYAGEURS S’ADAPTENT AU CONTEXTE COVID

ILS N’ONT PAS NÉCESSAIREMENT CHANGÉ
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Social Sentiment

• Lower sentiment to travel?

• Lower interest for cities? 

• Less support from residents?

Visitation Heartbeat

• Share of domestic vs 
international?

• New patterns of visit? 

• Do visitors stay longer?

Visitor Experience

• Are new visitors happy?

• What (new) expectations? 

• Do they feel Covid-safe?

• Is my reputation competitive?

Visitor Spend

• Do new visitors spend 
more vs pre-covid?

• Spend categories over / 
under invested?

Social Data / Surveys

Mobile Location Data

Reviews Data
Visitor Exit Surveys

Visa Transactions
Spend surveys

MONITORER LES KPIs DE DESTINATIONS A L’ERE COVID
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Le Sentiment à l’égard du Voyage

De l’optimisme dans l’air
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10/2021 = +47 points

La tonalité des conversations 
sociales du voyage au plus haut 

depuis le début de la crise! 

o Réouvertures des frontières

o Rebond de l’économie touristique

o Promotions des offices du tourisme

o Communication organique des fans

o Tourisme thématique qui gagne du 
terrain la problématique Covid
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What Tonality in Web Social Conversations?

The Net Sentiment Index measures the polarity of destinations-related web social conversations (%positive - %negative)

COVID
CRISIS
START

NET SENTIMENT INDEX – MONTHLY TRENDS

Net Sentiment Index (-100/100)

91

34

PROVENCE

FRANCE

Moyenne 12 derniers mois



Respondents’ financial situation (Trends)

Trended data confirms a movement from “Cautious to Alright” attitudes in relation to consumers’ spending power. 

Better off than 
before 16% 15%

18%

Not really 
affected 37%

42%

44%

Uncertain 40%

37%

32%

Impacted 
negatively 7%

7% 6%

Dec. 20 March 21 August 21

Q25. How would you qualify your spending power for the next 12 months in comparison with your 
situation before the outbreak of coronavirus?
Trend calculated at constant perimeter (13 markets consolidated)



Respondents’ financial situation

While many markets start an economic rebound, nearly 2 in 3 respondents on average report their financial situation has not 
really been affected or is even better than before. Uncertainties remain however for a third of them, particularly for Southern 
European markets surveyed. LH markets –notably the USA- show a growing optimism about their financial situation.

Q25: How would you qualify your spending power for the next 12 months in comparison with your situation before the 
outbreak of coronavirus? 
Base: All respondents (n = 7,500)
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Trended data – Overall Travel Intentions

Previously hesitant consumers now express firm desires for travelling: today, half of respondents definitely plan a trip abroad in 

the coming 12 months. While bookings have increased, the choice of the destination remains open among other planners.

Definitely
39%

41%

50%

Probably
30%

32%
30%

Maybe
19%

16%

13%

Probably/ 
Definitely 
not 12%

11%

7%

December 20 March 21 August 21

Travel consideration

32%
27% 25%

30%
35%

32%

31% 30%

30%

7% 8%
13%

December 20 March 21 August 21

Trip planning stage

I have booked travel or
accommodation

I have decided where to
go but not yet booked
travel or accommodation

I have started thinking
about the trip but not yet
decided where to go

I’d like to go at some 
point, but haven’t given it 
much thought

Trend calculated at constant perimeter (13 markets consolidated)

For 
Holiday

80%
83%

86%

To visit 
friends or 
relatives

34% 34% 34%

For other 
leisure 

purposes
29%

25% 25%

December 20 March 21 August 21

Purpose of leisure travel



Travel consideration for an international leisure trip

Despite pandemic prolonged uncertainties, a steady and more established desire to travel is confirmed across many markets. 

While the Nordics still show a more reserved attitude, France, Italy and the Republic of Ireland show the most positive sentiment 

towards travelling abroad. In LH markets, the US and India are the most advanced in their intentions.

Q5: How likely would you consider an international leisure trip for more than one night in the next 12 months?
Base: All respondents (n = 7,500)

50% 49% 50%
39% 42% 40%

56%
50%

76%

56% 52% 49%
37%

48% 47%
58%

30% 31% 29%

24%
28%

45%

31%

30%

19%

26% 35%
34%
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Travel horizon for next international leisure trip

4 in 10 respondents in SH markets envisage a trip by the end of the year, including in the shoulder or summer season and the

festive season. 2022 spring and summer are also already in mind. LH markets’ travel intentions for 2021 focus on festive period

(and China Gold Week) then span over the first semester in 2022. The horizon is not yet defined for a significant part of

consumers in the Nordics and Australia, reflecting a more cautious travel attitude in these countries.

Q7: When do you plan to go on your next international leisure trip for more than one night?
Base: Respondents who plan on taking an international leisure trip in the next 12 months (n = 7,450)

Total SH LH Australia Canada China France Germany India
Irish 

Republic
Italy Neths. Norway Spain Sweden USA

Aug-21 2% 2% 2% 1% 1% 1% 1% 3% 5% 3% 1% 6% 1% 1% 1% 3%

Sept-21 9% 13% 4% 2% 3% 1% 11% 19% 7% 12% 15% 15% 10% 12% 8% 7%

Oct-21 8% 9% 7% 2% 5% 11% 9% 11% 5% 10% 7% 12% 7% 8% 7% 8%

Nov-21 6% 6% 6% 2% 5% 7% 7% 4% 9% 7% 5% 6% 4% 7% 5% 6%

Dec-21 10% 10% 10% 7% 8% 8% 10% 6% 22% 10% 16% 9% 8% 15% 8% 10%

Jan-22 5% 3% 7% 4% 7% 5% 3% 2% 14% 3% 2% 3% 6% 3% 4% 7%

Feb-22 4% 3% 6% 4% 7% 6% 5% 4% 7% 3% 2% 3% 5% 3% 3% 4%

Mar-022 5% 4% 5% 4% 8% 3% 4% 4% 7% 6% 4% 2% 3% 3% 5% 5%

Apr-22 4% 5% 4% 4% 4% 4% 5% 4% 4% 6% 6% 3% 4% 3% 5% 5%

May-22 6% 6% 7% 4% 7% 9% 7% 7% 5% 7% 5% 8% 4% 6% 5% 7%

Jun-22 6% 6% 5% 6% 5% 6% 6% 7% 3% 8% 7% 5% 7% 4% 7% 6%

Jul-22 7% 8% 5% 8% 6% 6% 9% 7% 1% 7% 7% 9% 9% 9% 10% 5%

Aug-22 5% 6% 4% 4% 4% 4% 7% 6% 3% 4% 8% 5% 4% 8% 4% 4%

Sept-22 3% 3% 4% 7% 4% 3% 2% 4% 2% 2% 4% 2% 3% 4% 4% 3%

Oct-22 2% 1% 3% 4% 2% 5% 2% 1% 1% 1% 1% 2% 1% 1% 2% 2%

Nov-22 1% 1% 2% 3% 1% 2% 0% 1% 2% 1% 0% 0% 1% 1% 1% 1%

Dec-22 2% 1% 2% 4% 2% 2% 0% 1% 2% 1% 1% 1% 0% 0% 3% 2%

2023/beyond 4% 2% 6% 11% 8% 7% 2% 1% 1% 4% 2% 1% 4% 3% 2% 3%

Don’t know 10% 10% 10% 19% 11% 10% 9% 10% 1% 6% 6% 7% 20% 8% 16% 9%



Activators for an international leisure trip

While vaccination and other health and hygiene factors in the destination country (low cases, safety protocols, vaccinated population…) still act as

key activators for a trip planning, the shift from health-centric to money-centric attitude is tangible: money-back guarantee is now mentioned as #1

activator in 10 out of 13 markets surveyed, and attention paid to attractive deals grows. Insurance for COVID-19 travel is also often mentioned.

Q20: What would make you more likely to travel internationally for leisure in the next 12 months? (Multiple Answers)
Base: All respondents (n = 7,500)

Total SH LH Australia Canada China France Germany India
Irish 

Rep.
Italy Neths. Norway Spain Sweden USA

Money-back guarantee should I wish to cancel my trip 35% 39% 30% 44% 41% 13% 42% 38% 26% 41% 39% 39% 31% 40% 43% 35%

A significant decrease in coronavirus cases at destination 31% 30% 31% 30% 35% 25% 23% 32% 31% 36% 32% 26% 28% 31% 35% 35%

Removal of quarantine policies in destination country 28% 30% 26% 34% 32% 19% 31% 34% 27% 27% 24% 32% 34% 32% 27% 24%

Hygiene & safety protocols in place at destination 26% 24% 29% 25% 29% 26% 20% 23% 40% 33% 34% 18% 17% 37% 10% 31%

A high proportion of the population being vaccinated

in the destination country
25% 24% 27% 27% 31% 21% 17% 20% 28% 30% 27% 18% 26% 25% 28% 32%

An attractive offer e.g. discounts 25% 27% 23% 17% 26% 21% 28% 20% 29% 30% 28% 23% 25% 30% 27% 25%

Insurance for COVID-19 related travel 

changes/changes to regulations
25% 23% 27% 39% 33% 19% 27% 14% 30% 22% 27% 22% 20% 26% 29% 24%

Receiving a Covid-19 vaccination 23% 18% 29% 32% 19% 30% 11% 18% 38% 26% 22% 12% 14% 17% 25% 26%

The introduction of a vaccine passport 22% 23% 21% 31% 33% 12% 22% 12% 19% 28% 30% 17% 26% 19% 34% 21%

Removal of quarantine policies in home country 22% 23% 20% 36% 25% 15% 25% 27% 21% 25% 18% 21% 33% 23% 15% 16%

Your Government’s advice on international travel 19% 19% 20% 30% 20% 16% 11% 11% 25% 31% 11% 19% 32% 13% 23% 18%

Stable political environment in destination country 19% 20% 19% 11% 17% 26% 22% 26% 18% 13% 19% 16% 17% 22% 21% 17%

Welcoming locals 16% 16% 16% 10% 11% 20% 21% 19% 20% 11% 13% 15% 22% 15% 12% 16%

Assurance that there will be a range of/enough things to do 15% 14% 16% 7% 13% 19% 22% 22% 18% 12% 9% 16% 7% 16% 10% 17%

Voucher-back guarantee should I wish to cancel my trip 14% 16% 12% 10% 13% 9% 13% 14% 14% 14% 22% 18% 8% 26% 11% 15%

Mandatory coronavirus testing at some point during the trip 13% 10% 16% 14% 13% 14% 9% 8% 22% 11% 13% 10% 9% 15% 6% 16%

Official national hygiene label in accommodation and 

attractions in destination
12% 9% 15% 8% 9% 22% 9% 9% 23% 9% 11% 9% 6% 10% 6% 12%

Relaxation of visa requirements 4% N/A 8% N/A N/A 16% N/A N/A 23% N/A N/A N/A N/A N/A N/A N/A



Trended data - Attitudes
Booking last-minute remains a popular attitude yet declines while consumers are offered more flexible cancellation 

guarantees. Trust in using public transport has increased, suggesting a continued slight shift to pre-pandemic 

attitudes. The overall consumer mind is still fueled by a sense of responsibility in relation to health and environment.

Trend calculated at constant perimeter (13 markets consolidated)

I will think more about sustainability and the environmental 
impact when planning future holidays; 62%

64%

I would be happy to take a pre-trip covid-19 test should 
that be required before my next international trip; 82%

79%

I will travel internationally as soon as I can after I get the vaccine; 64%

62%

Due to covid-restrictions, I will have more annual leave to use for 
holidays in 2021; 46%

46%

Booking through a travel agent is a safer option at the moment for 
limiting uncertainties around trip planning; 62%

63%

March 21 August 21

Travel attitudes (Completely+Somewhat agree)

I will look for less crowded places to visit, even if it 
means “missing” must-see attractions. 73%

70% 71%

I will favour local destinations in my 
home country instead of traveling 59% 60%

61%

I will be intending to take fewer but longer holidays 54%

53%

54%

I would be comfortable using public 
transport within the destination 51%

56%

61%

I will leave booking until later/last minute 64%

61%

58%

I will favor destinations I have been before 
rather than new places 50%

50%

52%

December 20 March 21 August 21

Travel attitudes (Completely+Somewhat agree)



Trended data - Destinations

North America 19%

18%
18%

Asia 22%

22%

19%
Australia/Oceania 14%

12%
11%

Middle East 6%
7% 6%

Africa 6% 5% 5%

South/Central America/ 
Caribbean 11%

10% 10%

Europe 61%

62% 63%

December 20 March 21 Setp 21

Destinations envisaged

France 15,5% 15,5%

14,5%

Italy 13,4%

14,3%

13,4%
Spain 13,3%

15,2%

13,1%
Britain 12,9%

14,7%

13,3%

Germany 12,7%

12,3%

10,3%

December 20 March 21 August 21

European destinations envisaged (TOP 5)

Trend calculated at constant perimeter (13 markets consolidated)



Top European destinations for travelers in SH markets
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2.6 dest. mentioned on average

6%

7%
7%

8%

11%

14%

17%

17%

20%

21%

Portugal

Netherlands

Britain

Denmark

Croatia
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1.9 dest. mentioned on average

6%

6%

9%

9%

12%
15%

15%

17%

22%

35%

Netherlands

Belgium
Greece

Croatia

Germany

Portugal

France

Italy

Britain

Spain

Irish republic

2.2 dest. mentioned on average
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9%
10%
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12%

15%

19%

20%

22%

27%

Norway

Switzerland

Austria

Denmark

Portugal

Germany

Greece
Britain

France

Spain

Italy

7%

9%
9%

12%
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14%
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18%
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24%

Portugal
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Croatia
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Belgium
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Germany

France

Spain

Netherlands

2.5 dest. mentioned on average

1.9 dest. mentioned on average
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7%
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14%
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17%

29%

Poland

France

Croatia

Germany

Greece

Italy

Sweden
Britain

Denmark

Spain

Norway

2 dest. mentioned on average

6%

6%
9%

9%

10%

15%

16%

17%

29%

31%

Switzerland

Norway

Austria

Netherlands

Greece

Britain

Germany
Portugal

France

Italy

Spain

2.3 dest. mentioned on average

7%

8%

10%

11%

13%

13%

17%
18%

22%

32%

Portugal

Norway

Croatia

France
Germany

Denmark

Italy

Britain

Greece

Spain

Sweden

2.2 dest. mentioned on average

Q10: To which destination(s) in Europe in particular? (Multiple Answers)
Base: Respondents who plan on taking an European leisure trip in the next 12 months (n=4,664)



Top European destinations for travelers in LH markets

9%
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10%
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28%

31%

35%

Sweden
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Norway

Germany
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Switzerland

Italy

France
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Australia

2.8 dest. mentioned on average
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19%
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24%
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Denmark
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Switzerland
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Germany

Britain
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France

Canada

2.7 dest. mentioned on average
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14%
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16%
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18%

21%

34%

48%

Sweden

Belgium

Switzerland

Italy

Austria

Finland

Germany

Denmark
France

Britain

China

3.5 dest. mentioned on average

17%

18%

18%

19%

25%

34%
36%

37%

40%

43%

Belgium

Greece

Finland
Spain

Austria

Italy

Britain

Germany

Switzerland

France

India

5.1 dest. mentioned on average

9%

10%

11%

13%

14%

15%

18%
23%

31%

33%

Denmark

Portugal

Switzerland

Austria
Greece

Spain

Britain

Germany

Italy

France

USA

2.9 dest. mentioned on average

Q10: To which destination(s) in Europe in particular? (Multiple Answers)
Base: Respondents who plan on taking an European leisure trip in the next 12 months (n=4,664)



Trended data

While desire for exploring and roaming around in the destination mitigates as summer ends, the “return to normal” in destination

experience is tangible though the increase of interest expressed for all types of activities, including socialising and lively 

experiences. A growing demand for food-related experiences is also visible.

Countryside or village 20%

26%

25%

Large city 45%

49% 48%

Small/mid-sized 
city/town 25%

30%

29%

Coastline 38%

37%
38%

Mountains or hills 21%

24% 24%

I will roam around, visiting 
many types of places 33%

40%

37%

December 20 March 21 August 21

Main types of destinations envisaged

4,0%

4,1%

4,3%

4,3%

4,3%

4,3%

4,5%

4,5%

4,6%

4,9%

5,1%

5,6%

5,8%

6,1%

6,3%

6,3%

7,3%

Playing sports

Visiting cultural attractions

Outdoor nature activities

Attending sport events

Experiencing destination’s nightlife 

Attending cultural events

Guided tours/day-excursions

Exploring history and heritage

Visiting famous/iconic tourist attractions

Self-driving tours

Learning new skills

Spa/wellness activities

Experiencing local lifestyle

Shopping

Outdoor activities (hiking, cycling, etc)

Culinary activities

Dining in restaurants/bars/cafes/pubs

Interest level in activities (W3/W2 Evol. - gap of %)

Trend calculated at constant perimeter (13 markets consolidated)



19Quelles activités envisagées pour un prochain séjour à l’étranger?

Des désirs d’expériences favorables pour la Provence



20Le sentiment des residents a-t-il changé?

Le support à l’égard du tourisme est intact en moyenne

MAIS LES ANTAGONISMES SE DEVELOPPENT AU SEIN DES CITOYENS

… ET 6 VOYAGEURS SUR 10 ONT DES INQUIETUDES SUR L’ACCUEIL DES LOCAUX

REDEFINIR LA CROISSANCE, RASSEMBLER ET AJUSTER LE CONCEPT DE TOURISME IMMERSIF

6%
Tourists
go home

Consolidated Insights based on 8000+ interviews among residents in 20 all-size European cities, surveyed during Covid (2020/21) in Amsterdam, Barcelona, Berlin,

Bern, Bordeaux, Bruges, Brussels, Florence, Geneva, Lausanne, Lille, Marseille, Lisbon, London, Lyon, Munich, Paris, Porto, Rome, Seville, Stockholm, Zurich

6%
Tourists
go home

PRE-COVID POST-COVID

Tourism-phobia
Index
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Des ressorts du sentiment 
inchangés mais amplifiés

LE SENTIMENT DES HABITANTS

Polarité du sentiment

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Se sentent inclus

Envie de participer

Conseillent les touristes

Pour la croissance touristique

Pour un soutien du secteur

Fiers de voir des touristes

o Impact perçu très positif sur l’économie locale

o Souhaitent voir le secteur soutenu

o Fiers de (re)voir des visiteurs étrangers

o Désireux de partager et contribuer

o Sentiment mixte sur l’inclusion des résidents

o Surfréquentation, environnement et qualité

de vie alimentent encore les inquiétudes,

mais avec un niveau de tolérance plus bas…

POSITIVE                          NEGATIVE      NEUTRAL

Consolidated Insights based on 8000+ interviews among residents in 20 all-size European cities, surveyed during

Covid (2020/21) in Amsterdam, Barcelona, Berlin, Bern, Bordeaux, Bruges, Brussels, Florence, Geneva, Lausanne,

Lille, Marseille, Lisbon, London, Lyon, Munich, Paris, Porto, Rome, Seville, Stockholm, Zurich
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Le Sentiment des Visiteurs

En quête d’une expérience sûre mais totale
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Au lieu d’imaginer ce que pourraient être les 

besoins des visiteurs de demain…

…offrez-leurs ce qu’ils attendent aujourd’hui!
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Le “nouveau” paradigme de l’accueil

ANNEES 1960’ ANNEES 2000’ AUJOUD’HUI

Visiteurs Personnel
touristique

Résidents

Autres visiteurs!
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Hotel Ratings in Europe
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Les dépenses visiteurs

Quel impact du Covid?
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Les dépenses Visa Pre/Post Covid

Data include consumers and commercial cards (sales transactions only, withdrawal excluded)  

Dépenses par visiteurs – Exemple d’une destination hors-Europe
In association with

$ 680 
$ 697 

$ 657 

$ 677 
$ 687 

$ 672 
$ 663 

$ 690 

$ 745 

 $ 400

 $ 450
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 $ 700

 $ 750
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J A N F E B M A R A P R M A Y J U N J U L A U G S E P O C T N O V D E C

………..Destination fermée.………

2020

2019+16,7%
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Dépenses Visa Pre/Post Covid

Data include consumers and commercial cards (sales transactions only, withdrawal excluded)  

Q2/2021 vs Q2/2019

Moins de visiteurs… qui dépensent plus chacun…       Une dépense totale retrouvée!

-15,7% +23,1% +3,8%

Pre/Post Covid 
par catégories

In association with

Exemple d’une destination hors-Europe
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Data include consumers and commercial cards (sales transactions only, withdrawal excluded)  

Q2 2021 Y/Y Evolution vs 2019

Beaucoup moins de visiteurs… … Mais bien dépensent bien plus chacun !

-68,3% +76,6%

o Les visiteurs qui reviennent sont plus riches / moins affectés par la crise

o Augmentation des prix des produits et services touristiques

o Sentiment de rattrapage des consommateurs après une longue période de frustration

o Plus d’activités engagées pendant le séjour

o Séjours plus longs – Attitude « road-trip » et de découvertes

Facteurs combinés

In association with

Exemple d’une destination positionnée luxe en Europe

Dépenses Visa Pre/Post Covid
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REINVENTER LE TOURISME DE DEMAIN EST EXCITANT MAIS…

… CERTAINES ACTIONS SONT PLUS RENTABLES A COURT-TERME
1. Nourrir le capital de réputation de la marque de destination (attractivité territoriale / expérientielle)

2. Trouver le bon équilibre dans l’expérience visiteurs “full & safe” pour libérer la dépense

3. Réimpliquer les habitants dans la politique touristique (vision partagée, produits immersifs)

4. Flexibilité des réservations + Durabilité + renforcer la gestion partenaires basée sur la data


