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Greater numbers of people are on the move than ever before,
as technology and low-cost options make travel easier, more
accessible, and more affordable. This travel growth has a
positive impact on the overall economy: the sector already
employs 1 in 10 people and accounts for 10.4% of global GDP.

It also presents findings from interviews with more than
50 travel industry experts from across the private and public
sector. We are grateful for their time and commitment.
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However, with that scale come complex challenges that need
to be addressed at a global level.
Amadeus, in conjunction with Palladium, has taken a
360-degree view of the travel and tourism industry by
interviewing 50 experts from across the sector to create
a comprehensive understanding of some of the challenges
facing travel and tourism.
At Amadeus, we aim to use innovation and new technologies
to make a positive impact in the industry. Our unique data
and insights already help leading destinations grow travel
sustainably, promote regional tourism and attract travelers
out of season.
In addition, we believe that partnering with governments, the
private sector, educational institutions, tourism associations
and local tourism authorities will expand market knowledge,
promote competitive and sustainable tourism policies, foster
tourism education and training, and help stakeholders work
together to find solutions.

This report identifies potential areas of collaboration
and reaffirms the value of an ongoing dialogue between
stakeholders with the aim of making a positive impact
through travel.

Stefan Ropers,
President, Strategic Growth Businesses,
Amadeus
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Executive summary

––All these topics require long-lasting
partnerships and collaboration of
the different actors in the travel industry
(public and private sector, citizens, and
travelers). Within this context, the
public sector could play a leading
role in driving engagement to ensure
all stakeholders are committed all
along the journey.
––Clear strategies need to be defined,
which require verified data in order
to quantify, measure, and track
challenges and opportunities related
to these four areas.

1	Inclusive Growth: Profitable Strategies for Tackling Poverty and Inequality – https://hbr.org/2018/01/inclusive-growth-profitable-strategies-for-tackling-poverty-and-inequality
2	S ustainable Development Goals 2030 – https://sustainabledevelopment.un.org/sdgs
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This report is the summary of the main
conclusions from all the research inputs,
bringing the expert perspectives, existing
best practices and presenting opportunities
for future action linked to the four priority
themes identified.

We consider the four main themes that
emerged during the research represent the
main areas that the travel industry needs to
focus on to bring Positive Impact on travel.
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1. Desk research: thorough analysis of
the literature related to key industry
trends, zooming into main areas
impacting the different stakeholders
of the travel industry.

We believe that travel and tourism could
be fertile ground for Positive Impact, due
to its high GDP contribution, environmental
impact, relationship to local communities,
and the growing interest and awareness
of responsible growth among travelers
themselves.

Government
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The study provides a comprehensive
view on this topic based on:

2. Internal workshops with Amadeus
leadership teams in Miami, Bangkok
and Madrid.
3. Linking insights with the UNWTO
Sustainable Development Goals
for 2030.
4. Testing these insights through 50
interviews with travel industry experts
from across the private and public
sector.

Positive Impact is a key element in this
evolution of the relationships between
public institutions, corporations and their
stakeholders. Positive Impact is the creation
of shared social and economic value
through long-term partnerships across
the public and private sectors. There is a
growing recognition that businesses need to
foster Positive Impact to drive sustainable
growth that benefits everyone.

Through the exploration of these four
themes our hope is to bring awareness
to the topic, stimulate debate, and offer
case studies on how the industry is already
working and can continue to work together
to better address the challenge of a
sustainable travel growth.

Positive Impact on
travel study: methodology
In 2018, Amadeus in conjunction with
Palladium, launched a research initiative
to understand how the Positive Impact
concept could be applied to some of
the most challenging areas facing the
travel industry.

Investors, governments, civil society groups,
and citizens are increasingly asking
companies to demonstrate that they are
part of the solution to some of the major
challenges in our societies and economies.

The challenges ahead require the
engagement of multiple stakeholders, and
collaboration to unearth new opportunities
and create value within the sector.

n

The objective of this report is to reflect and
discuss ideas on how we can translate the
concept of Positive Impact into travel. We
conducted an analysis of social, economic,
and travel trends across the globe,
contextualized these trends using the
2030 United Nations Sustainable
Development Goals (SDGs)2, and verified
the findings through interviewing more
than 50 sector experts.

Key commonalities emerged across these
four areas:

––The industry should come together
in the definition of standards and
the identification of best practices.
This could be a great contribution to
a more seamless end-to-end travel
experience (from the booking stage until
the trip is over) for consumers who have
higher expectations than ever before.
––Technology as an enabler to meet key
objectives in relation to the four topics:
managing crowds at destination,
facilitating the digital access of locals
to travelers, providing tools to deliver
a more customized and accessible offer
or delivering solutions in relation to
a better use of the energy and
waste management.

a tio

The concept of Positive Impact has
recently emerged and is gaining traction as
it represents the common goal of creating
shared social and economic value through
public and private partnerships. That goal
is only possible when companies align their
core business strategy with their
sustainability goals1.

The research made clear the importance
of prioritizing the following four themes:
managing overcrowded destinations,
engaging and creating opportunities
for local communities in the travel
industry, embracing diversity, and
putting the environment at the heart
of travel.

od

As travel and tourism continues to grow,
companies, governments, and citizens are having
to consider what new economic, environmental,
and societal challenges it could bring. In addition,
while revenues and profits grow, sector players
are considering how to address challenges with
innovative solutions that encompass positive
impact and the creation of inclusive growth.

Making a Positive
Impact on travel

i
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Theme 1

Managing
overcrowded
destinations

Destinations want to seize the international
opportunity of growing traveler demand,
but it’s important for them to do so without
exceeding their capacity and overwhelming
local infrastructure and resources.

The challenge
Travel is on the rise but its growth isn’t
spread out equally among destinations:

Travel industry
accounts for 319
million jobs...
...and 10.4%
of global GDP
The top 20
destinations will
add 121 million
new arrivals

––Travel is growing. The industry is
outperforming the global economy, and
accounts for 319 million jobs and
10.4% of GDP1.
––The majority of travelers however
are heading to a small number of
destinations. By 2020, the top 20
destinations will have more visitors
than the rest of the world put
together, and the top 20 most visited
countries will have an additional 121
million arrivals2.
This capacity challenge is leading to a
tough and interconnected set of issues
for popular destinations:
––Rising pressure on local resources:
Whether it’s strain on infrastructure and
housing, rising costs for residents and the
resulting social unrest, or the loss of local
culture, many destinations are at a
crossroads in how they handle an influx
of travelers. This pressure can be even
more acute in developing markets, and
in the high season.

1	W TTC, Travel & Tourism Economic Impact 2018 World
– https://www.wttc.org/-/media/files/reports/economicimpact-research/regions-2019/world2019.pdf
2	W TTC and McKinsey & Company, Coping with Success:
Managing Overcrowding in Tourism Destinations – https://
www.wttc.org/-/media/files/reports/policy-research/
coping-with-success---managing-overcrowding-in-tourismdestinations-2017.pdf
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––Lower visitor satisfaction: As
congestion increases and destinations
become more crowded, incoming
travelers report lower levels of
satisfaction and miss out on the feeling
of an ‘authentic’ experience.
––Conflicting priorities for public
institutions: Local and regional
governments in popular locations can
face a difficult balancing act between
the economic growth that comes from
tourism, and the social cohesion of
resident communities.
Over the past year, there have been
high-profile examples of these challenges
resulting in community unrest and
regulatory moves in some of the world’s
most beloved – and overcrowded – holiday
destinations:
––In late 2018, Spain’s Ministry of Economic
Development announced new measures
to give homeowners greater veto power
against holiday home rentals, in an
attempt to counter rising local property
prices.
––“We’re launching new and urgent
measures to guarantee public safety,
security, and livability in the historic city
of Venice” – Mayor Luigi Brugnaro, signing
a decree to divert tourists to ‘visitor-only’
routes that are separate from locals.
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Theme 1

Managing overcrowded
destinations

Finding solutions

Leading industry experts agree that overcrowding
is one of the largest challenges we face and is
having a detrimental impact on the world’s most
popular destinations. At the same time, however,
inventive and collaborative initiatives are being
developed that could be scaled up in the future.

Amsterdam: The capital
of the Netherlands
attracts over 14 million
visitors each year

Overcrowding affects multiple
groups, so effective solutions
require a collective and holistic
response

“We have an opportunity
to drive better communication
between different industry
stakeholders – like air
transport, airports,
ground transport and
accommodation – as well
as enhancing social and
political commitment
to finding solutions.”
Eduardo Santander,
Executive Director/CEO,
European Travel Commission

“We need to find the balance between
tourists, the environment, and the local
community, as well as develop new
approaches in harmony,” said Arja Suominen
at Finnair. This balance includes managing
a destinations’ carrying capacity – the
number of people it can support without
environmental degradation.
Adriana Malé, of the Barcelona Council,
cited the example of the ‘Pact for Mobility’
committee as a model which could be
applied to managing tourism. This
collaborative forum brings together
businesses, citizens, and government to
debate and agree on a more considered
approach to mobility in Barcelona, with the
goal of quality public space and a city that
works for everyone.

Gathering the right data is the first
step to targeting shared efforts,
and new technologies can
accelerate progress
In addition to creating forums for local
communities to share their perspectives
and to contribute to finding solutions,
interviewees suggested that travel industry
stakeholders could join up their efforts
in the interests of better tourist
management. For example, finding ways
for air and ground transport to work
together with hotels and other
accommodation providers to optimize
traveler flows, with a view to maximizing
benefits for all participants.
Some interviewees also called for deeper
research into the correlation between
traveler flows and local issues like price
increases and housing pressures – to
ensure that decisions are taken based
on evidence rather than assumptions.
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“If you have the right data,
you can clearly understand
the problem. It allows you
to make calculations about
whether the system is
capable of solving the issue,
and to determine how much
money is required to expand
infrastructure. Conversations
need to be more data
and knowledge driven
in the future.”

The city is using data from its ‘City
Card’ – which gives visitors access
to various attractions and free public
transport – to develop solutions that
spread visitors out and ease
congestion. A new app called ‘Discover
the City’ sends users notifications
warning them when an attraction
is busier than normal and suggests
alternative places to go. In addition
the City of Amsterdam is promoting
longer stays – as this allows people
to visit other things beyond main
attractions, which is especially
important in a city with a relatively
small center.

Milena Nikolova,
Director Knowledge & Education,
Adventure Travel Trade Association
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Theme 1

Managing overcrowded
destinations

More active destination
management strategies
can pay dividends
Once the views of those affected by
overcrowding have been considered – and
the right data is available to understand
the challenge at hand – active destination
management approaches could be a
powerful part of the solution.

Spotlight

How Amadeus works with destinations
to drive responsible travel growth

Interventions like visitor quotas and
the regulation of traveler flows could be
replicated and scaled-up in overcrowded
destinations around the world. Karen
Simmonds of Travel Matters, drew the
analogy with Disneyland: authorities could
manage access to places like Taj Mahal,
Niagara Falls, or Venice through ticketing,
just like for rides or attractions at an
amusement park.

One of the most significant ways that the
travel experience has changed over recent
years is the rise of digital. Everything and
everyone is connected – from when you
leave home to when you arrive at your
destination, and then for the duration
of your stay.
In our team, we’re already working
with local governments and other
travel companies to use that digital
connectedness to help optimize travel
inflows. We look at it in different phases.
The first is for destinations that want more
visitors, which we can help to drive. The
second is for more mature destinations,
which are looking for a certain type of
traveler rather than greater volumes.
Our targeting can support that effort.
With our digital advertising capabilities,
we can help destinations to specifically
promote places off the beaten track.

David Germain, of the Seychelles Tourism
Board, explained that the local government
on the islands responded to record visitor
numbers by declaring a moratorium for
large hotels over 25 rooms. This
encouraged the development of smaller
accommodation providers, which are
managed and owned by locals. It has also
given policymakers the time to assess the
impact of the increased influx of travelers,
so they can decide how to manage it more
effectively in future.
Another potentially effective strategy
in a similar vein is to drive travelers
towards local sites and activities that have
historically been considered as ‘secondary’.
One way of doing this is to employ local
guides to provide adventurous and
curious travelers with ‘off the beaten
track’ experiences.

There are more exciting breakthroughs
to be made in this space, but we can’t
do it alone. Through stronger collaboration
on solution and data sharing, we as an
industry can facilitate active destination
management.

Brigitte Loehl,
Marketing Director,
travel audience &
Amadeus for Destinations

Next steps
Everyone has a stake, but the
public sector needs to lead:
––As a credible authority, the public
sector, including local
government and urban planners,
can drive engagement, catalyze
collective efforts, and identify
innovative solutions.
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The challenge needs to
be measured in order
to be effectively targeted:
––Understanding the carrying capacity
and forecasting the seasonality of
a destination requires the analysis
of data from different sources:
travel players, destinations, local
transportation, etc.

Clear strategies need to
be defined to ensure the
optimal cohabitation of
locals and travelers:
––Balance the at times competing
needs of local communities,
travelers and businesses.
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Theme 2

Engaging and
creating opportunities
for local communities
in the travel industry

With the increasing number of travelers there
is a growing opportunity for more stakeholders
to benefit. Sharing the value of travel and
tourism with local economies and societies
will not only benefit local communities, but will
also give travelers access to more authentic
cultural experiences.

The challenge
Local communities often don’t share fully
in the benefits of travel growth. This
presents a range of challenges for
destinations – but it also brings
opportunities:
––Tapping into the growing appetite for
authentic experiences: The increasing
demand for authentic and independent
local experiences and attractions brings
opportunities for sustainable economic
and social development. 23% of
travelers would like to travel
independently only using local firms2,
while 47% say they have visited
destinations because of their people
and culture3.

––Creating new business models:
New offerings and technological
advances are making it easier for locals
to earn a greater share of the revenue
while giving travelers a chance to directly
contribute to the local economy.
––Closing skills gaps: Small hotels,
restaurants, and tour operators can
be overlooked because they lack the
technological skills to connect with
travelers. Working to close those skills
gaps is one powerful way to drive lasting
participation.
1 UNWTO Annual Report, 2013
2	Peak + Skift Present: The Rise of Experiential Travel, 2014
– https://skift.com/wp-content/uploads/2014/06/
skift-peak-experiential-traveler-report1.pdf
3	6 key travel trends for 2016 – https://www.tripadvisor.com/
TripAdvisorInsights/w665

On average just
5% of the revenue
generated on a
vacation stays within
the destination1.
10
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Theme 2

Engaging and creating
opportunities for local
communities in the
travel industry

Finding solutions

The interviews drew attention to the need to enable
local communities to benefit more from the ongoing
growth in travel. Dr. Susanne Becken, of the University
of Griffith, highlighted the importance of making local
communities part of the travel supply chain, while
major travel companies could enhance their offerings
by working with their small community partners.

New business models are
helping locals dive into the
tourism industry
Specialized intermediaries are beginning
to focus on increasing visibility and access
to market for local SMEs in the travel
sector. Estelle Veridier-Watine of Jumia
Group highlighted the difference this can
make: “We usually say we build the digital
roads to the hotels. Hotels used to be not
well marketed, they struggled to gain
visibility beyond their existing customer
base. Before Jumia Group was launched,
you’d only find online very luxury hotels in
Africa. It was extremely difficult to find
affordable options. Therefore, traveling in
Africa was very expensive. By living here,
we knew it was just a problem of access to
information. There are many affordable
accommodation options, it can be very
cheap to travel in Africa.”
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In addition, social enterprises are
specializing in developing communitybased tourism offerings and connecting
them to the market. For example, the
Thai start-up Local Alike sees tourism
as a development tool for communities.
They created an online market place
for curated local travel experiences.
In exchange for these experiences the
travelers’ money not only goes to local
economy but a portion is contributed
towards a social cause.

Travelers are increasingly aware of
their impact and want it to be
more positive
Local communities increasingly have an
ally in the travelers themselves. According
to Good Travels, “75% of travelers think it’s
important that their travel dollars
positively impact the destinations that they
travel to1.”

Ensuring high value low
impact tourism in Bhutan
Under Bhutan’s ‘High Value, Low
Impact’ policy visitors must use a
licensed tour operator to book travel
to Bhutan, and spend a minimum fee
per day of $200/$250. The fee
includes accommodation, costs for
food, an experienced guide and
transportation within the country,
as well as a Sustainable Development
Fee that goes towards free education,
free healthcare and poverty
alleviation.

“I love the rise of the
experience economy as
travel is not just about
getting from A to B but is
about experiencing cultures
and people shaping
experiences not only for
individuals but also by
making positive contributions
to places you visit.”
Karen Simmonds,
Owner and Founder,
of Travel Matters

Governments and the public sector
are stepping up to ensure a more
positive local impact
Some public institutions and Destination
Marketing Organizations (DMOs) are
starting to actively promote responsible
and cultural travel. City governments are
taking a lead in this. As Harold Goodwin
of the Responsible Tourism Partnership
pointed out, “Barcelona has done a good
job in this aspect. It has taken the
management of tourism back within
the city government and separated that
function from promotion.”
Investing in tourism-related SMEs can
also be a valuable way to enhance the
participation of the local community.
Governmental institutions can play a
key part in helping local travel-focused
SMEs grow sustainably. Initiatives
that guarantee service standards from
less-known companies, via certification
for example, can ease the selection of
local players by travelers. In addition they
can relay best practices such as quality
control, training, and the tools to create
commercial projects from beginning to end.

Strengthening the tourism
industry in Jordan
With millions of people visiting Jordan
each year, the government recognized
that the tourism industry is a major asset
to Jordan’s economy and should be
strengthened. Initiatives include the
Building Economic Sustainability through
Tourism (BEST) program, which has run
since 2015. BEST works with
governmental, intergovernmental and
private sector stakeholders in tourism
development to improve Jordan’s tourism
workforce as well as its products,
facilities and services. The program
also works to develop broader tourism
financing mechanisms and addresses
issues such as lack of collateral, high
interest rates and the seasonality of
tourism operations. For example, it
established a partnership with the
Islamic International Arab Bank (IIAB)
to offer Sharia-compliant financing,
including technical assistance to SMEs.
In addition, BEST is facilitating immediate
and longer-term policy reforms to
encourage investments in tourism
and improve tourists’ experiences.

1	P hocuswright Whitepaper, Good Travels: The Philanthropic
Profile of the American Traveler, 2015 – https://static1.
squarespace.com/
static/54de6549e4b054179782b0eb/t/560adce0e4b0c
7c832b3e825/1443552480118/TC-GoodTravels-092915.pdf
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Theme 2

Engaging and creating
opportunities for local
communities in the
travel industry

Travel players can differentiate
themselves by offering customers
ways to engage with local
communities
Hotels and travel providers are increasingly
engaging local communities to provide
more authentic guest experiences as a way
to differentiate themselves from their
competitors. This can be done for example
through local food and supplier partnerships
or environmental sustainability initiatives.
This in turn creates opportunities for local
communities to benefit from tourism dollars.
“Hotels will engage with local people to
provide tours and more interesting ways
of showing guests where they’re staying,”
said Siobhan O'Neill, former Editor of Green
Hotelier. “Some of them are more focused
on responsible travel, such as Marriot’s
Elements Hotels, which are sustainably
certified.”
Improving the offer of lesser known local
sites and activities can be an effective
strategy. One way of doing this is to employ
local guides to provide adventurous and
curious travelers with ‘off the beaten track’
experiences. This offers the double benefit
of giving travelers a new experience of
lesser-known places which could benefit
from tourism dollars, as well as steering
them away from landmarks or popular
places that have become overcrowded.
However, interviewees acknowledged
that engaging with local communities
is a complex task due to factors which
include the cultural differences between
communities and the lack of expertise in
social development among travel providers.
Dr. Jonathon Day, of Purdue University,
underlined that “There is no one local
community. It is not homogenous and there
are different perspectives throughout.
Involving people can be challenging.”
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Tshifhiwa Tshivhengwa,
CEO, Tourism Business
Council of South Africa

Shortage of local skilled labor is
both a barrier and an opportunity
Stephanie Wilcock of USAID highlighted
that the capacity and knowledge gap
is probably one of the greatest barriers
to integrating local communities in the
labor market.

Enhancing the local
impact of tourism in
Mozambique
The UN World Tourism Organization
(UNWTO) has implemented various
projects in Mozambique to enhance
the local economic impact of tourism,
through the Sustainable Tourism
Eliminating Poverty (ST-EP) Initiative.
The initiative includes launching a
multi-stakeholder platform to address
tourism issues and challenges, training
local people in tourism subjects such
as housekeeping and hospitality, food
preparation and tour guiding, providing
microfinance to small and mediumsized businesses (SMEs), and
establishing business links for the
local supply of agricultural products to
hotels and restaurants.

Yet addressing this gap presents a key
opportunity to create a positive impact.
Interviewees explained that hotels, for
example, can support disadvantaged local
communities by providing education and
skills development to teens and young
adults, with clear pathways to
employability in the travel and tourism
sector. This in turn would provide a greater
number and range of job opportunities,
helping to transform labor markets by
improving incomes and job security.
Ahmad Al-Joaan of TEC Kuwait summed up
the issue for his country: “The skills
gap is a big challenge, as we face an issue
where the local population of Kuwait has
not traditionally worked in tourism…
We are trying to create career pathways
for locals where they will gain experience
by working at the attractions and will gain
the skills that will transform the labor
market in Kuwait.”

South Africa faces unemployment rates
of around 27%. Travel and tourism can
be part of the solution, if we do it right.
At the moment 12 visitors create one
job, but we can move that ratio to nine
to one. And every additional employee
in turn supports a whole family – getting
more children into school, and helping
to break the cycle of poverty.

Spotlight

How Amadeus connects
local travel players

We have embarked on a project that
bridges the gap between travelers
and South Africa as a destination, and
ensures that SMEs are digitally visible,
have the right skills, and can transact
using the latest technology.

As a travel technology platform business,
we thrive when the entire travel sector
becomes more accessible. That happens
when as many small businesses and travel
providers as possible can be part of
a neutral and transparent marketplace.

What’s different about this initiative
is the approach to collaboration. In
the past, everyone worked in their own
space. This goes beyond self-interest,
bringing public and private players
together for the benefit of the whole
sector and the nation.

We know that there’s more to do, and we’re
determined to bring our local expertise from
more than 190 countries and our global
scale to help find solutions – all underpinned
by our belief in the principles of neutrality
and transparency, fair competition and
respect for society around us.

It isn’t easy to forge a new approach,
and it has taken time and real
commitment to get this far. Now we’re
ambitious for the impact we can make
alongside Amadeus – building on the
shared spirit of openness and clear
communication, and using their
expertise, capacity building, and
technology platform as a catalyst
to transform the industry.

Diana Kraft,
General Counsel EMEA, Amadeus

Next steps
Nurture specialized intermediaries
and create reliable certification
standards for SMEs to help
locals make their offering
more transparent and easily
recognizable to travelers:
––SMEs benefit from greater exposure
and travelers gain more varied and
affordable options.

Increase the travelers’ awareness
of their impact on a destination:
––Offer opportunities for travelers to
engage with local businesses and
the community so they can make a
positive contribution during their visit.

Fund and build local capacity:
––Bridge the capacity and knowledge
gap within local communities
through development, for example
of digital and customer services.
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Theme 3

Embracing
diversity

x2 growth in
emerging markets
By 2050 21.5% of
the population will
be over 60
Growing
expectation for
a personalized
travel service

With more than 1.5 billion people traveling
internationally there is now a wider variety of
tourists exploring the world1. To meet this
demand the industry will need to create more
inclusive travel experiences while at the same
time offering more personalization.

The challenge
International demographic, social,
economic and technological changes
are shaping the travel industry:

Companies will need to respond to
different customer requirements and
expectations in order to provide more
appealing and inclusive services:

––The rise of the middle class in Asia
is driving travel growth in that region.
Between 2010 and 2030, arrivals in
emerging destinations are expected to
grow at twice the rate of advanced
economies.
––By 2050, more than 21.5% of the global
population will be over 60. As life
expectancy increases and health
improves, that aging population will
be keen to keep traveling.
––Travelers are expecting more
personalized services. Providers are
expected to utilize technology to create
solutions that are seamless, integrated,
and customized to adjust to the user’s
specific tastes and needs.

––Responding to diverse cultural
contexts: As more travelers from more
parts of the world visit a growing number
of destinations, travel and tourism
providers will need to be both sensitive
and responsive in embracing their cultural
diversity.
––Making the most of the accessibility
market: 15% of the worldwide
population lives with a disability.
Moreover, disabled travelers would
increase their travel budget by 34%
if accessibility barriers were addressed2.
––Meeting traveler needs: To understand
and meet the needs of different market
segments, companies require proper
training and standardized information
across the industry. This will help
travelers pick the right provider for
their requirements.
1	International tourism, number of departures – https://data.
worldbank.org/indicator/st.int.dprt
2 	A madeus, Voyage of discovery: Working towards inclusive
and accessible travel for all
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Theme 3

Embracing diversity

Finding solutions

Industry experts identified the growing interest in,
and need for, more accessible and personalized
travel. They identified a number of trends that
could help the sector to embrace diversity in travel,
notably the enabling role of new technology.

Creating accessibility by design is
key in addressing the diverse
needs of different travelers

through artificial intelligence providers
are able to recommend where to go based
on the traveler’s previous travels and
preferences and answer questions quickly
through chatbots.

Digital technology can help reach,
inform, and inspire travelers while
providing customized
recommendations and a seamless
end-to-end experience
The number of touchpoints between the
inspiration and the journey for the traveler
has exploded. In turn, the sheer amount
of information on- and off-line can be
daunting as they try to decide how to
organize a journey that fits their needs.
Therefore, companies are finding ways
to push customized offers and answer
customer questions fast in order to provide
the best service and offering. Powered

In addition, seamless is no longer a
buzzword but a reality. For example,
cruises, hotels, and destinations are using
radio frequency identification (RFID) to
create a friction-free world connecting
data to the guest. One example is Disney’s
MagicBand which tracks customer
preferences, suggests a route through
the park based on their favorite rides,
recommends restaurants and dishes, and
allows the user to pay with their linked
credit card.

Tailoring the travel
experience to
Chinese travelers
Royal Caribbean and Carnival Cruises
are offering specific cruise lines to
Chinese travelers. The differentiated
offer includes menus, shows with
celebrities, and experiences all
tailored to multigenerational Chinese
customers. This approach appears to
be paying off. Royal Caribbean is seeing
significant growth in the number of
Chinese passengers sailing to locations
such as Alaska and Europe.

Travel providers can make the most of the
opportunity by building products, solutions
and services that are accessible by design
– so that accessibility is factored in from
the outset, and potentially costly
modifications are avoided altogether
or can be made more easily.
“There’s a lot of room to grow in this
space”, said Jessica Blotter of Kind Traveler,
“and I see that hotels are becoming more
aware of these needs, but it’s happening
too slowly, and progress on this front could
be quicker.”
The growth of rental accommodation as
a travel option provides welcome flexibility
for people. Pablo Zubicaray Carro of Friendly
Rentals underlined this point: “With more
diverse traveling needs, vacation rental
apartments provide valuable options to
segments like families. For example, many
people choose apartments due to their
strict dietary needs – they often don’t find
the food they need/want in restaurants,
and so choose apartments because they
can cook their own meals.”
A very important element in the concept
of accessibility is linked to standards.
Accessibility needs to be equally
understood by all players. Developing
trustworthy standardized sources of
information are key to building confidence
and facilitate a more seamless end-to-end
travel experience.
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Theme 3

Embracing diversity

Spotlight

Working with our partners
to embrace diversity in travel
At Amadeus we consulted travelers, industry partners,
and leading experts in our 2017 ‘Voyage of discovery:
Working towards inclusive and accessible travel for all’
report to identify the four key characteristics of the
ideal accessible trip: effective communication,
responsive service, standardized content and services,
and personalized offer.

Giving employees the tools to
help travelers
Providing employees with the facilities and
training to address different traveler needs is
crucial. For example, airports and airlines are
building diverse traveler needs into the way
they do business. In Argentina, for example,
Carolina Ivon Dal Bo of Aeropuertos
Argentina 2000 noted that accessibility is
embedded in the design of new airports and
achieved not just through the infrastructure
but also through technology and passenger
services.

These four characteristics, combined with the enabling
role of technology, guide our approach to designing a
seamless travel experience that embraces diversity
and works for everyone.
While there is a long way to go until the ‘ideal
accessible trip’ is a reality, a lot is being done today
and we are encouraged by the progress in many areas
from airlines, airports, online agents, hotels, airports,
and rail companies.

Embracing diversity is something that
is expected from the traveler. This trend
is seen for at least a decade. Accessibility
is not just about disabled people but also
taking on board, for example, the particular
requirements of aging people such as
making it easier to navigate through airports.
She emphasized that it is essentially about
making travel easier for all.

We already work closely with our partners to
standardize information about modes of transport
or accommodation options. That ensures people can
make the choice that’s right for them.
We can see opportunities to apply the same approach
to embracing diversity – working with our partners
and other stakeholders to give consumers information
about accessibility, the availability of certain types of
food or cultural practices, and other factors that will
be important to a more diverse range of travelers in
the future.

Accessible travel means also
affordable travel for all
Interviewees highlighted that embracing
diversity doesn’t just mean more accessible,
more personalized travel – it also involves
ensuring people’s travel experiences are
affordable for different profiles of people. For
example, Carlos Romero from SEGITTUR
spoke about The STEEP project (Social
Tourism European Exchanges Platform),
launched by the European Commission and
coordinated by the International Organization
of Social Tourism (OITS), which “aims to
facilitate transnational exchanges in the low
season for the following target groups:
young people, seniors, underprivileged
families and disabled people.”
Associate Professor Ian Yeoman of Victoria
University of Wellington noted that “if travel
becomes more expensive, it would leave
many people behind. Accessibility should also
be about ensuring access for all from an
affordability perspective. Travel can
contribute to improve the sense of
community and inclusiveness.”
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Tomás López Fernebrand,
Senior Vice President, General Counsel & Corporate
Secretary, Amadeus IT Group

Next steps
The support of the development
of new technologies is key:
––New technologies have already had
a tremendous impact on travel,
making it more seamless,
customizable, and accessible. It is a
clear differentiating factor for
companies who embrace it.

Tapping into all addressable markets
by applying accessibility by design:
––Standardizing and applying accessibility
by design improves the travelers’
end-to-end experience, and can help
businesses avoid potentially costly
modifications.

Training is key:
––Use service as a competitive
advantage by training employees so
they can provide good tailored
service to customers with different
tastes and requirements.
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Theme 4

Putting the
environment
at the heart
of travel
Travel accounts for
8% of global C02
emissions & 4.6%
of global warming
87% of travelers
want to travel
sustainably
Ecotourism
expected to
account for 25%
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As the number of travelers continues to grow and
the pressures on destinations mount, there is a
shared belief that the environmental impact of
travel and tourism cannot be ignored – and that
the industry should come together to put it at the
center of a sustainable travel future.

The challenge
One of the main issues the industry faces
is to minimize and manage the
environmental impact of travel growth
around the world.
––Tourism currently accounts for about 5%
of global CO2 emissions and 4.6% of
global warming1.
––At the same time, interest in and demand
for sustainable travel is growing. 87% of
travelers say they want to travel
sustainably and are even willing to
absorb extra costs2.
––This rising demand is helping to fuel the
growth of a new type of responsible and
sustainable ecotravel.

The move to bring the environment into the
heart of travel creates complex challenges:
––Improving energy efficiency: The
growth in travel calls for lower carbon
and more efficient sources of energy,
but it may create additional costs.
––Preserving local culture and
communities: The increase in tourism
can also put pressure on local cultures
and communities. Protecting local ways
of living and earning is critical.
––Looking after natural resources and
habitats: As the eco-tourism economy
grows the pressure on local environments
can increase. Some of these destinations
cannot manage the expansion and still
preserve their natural resources
and habitats.
1	U NWTO, FAQ – Climate Change and Tourism – https://sdt.
unwto.org/content/faq-climate-change-and-tourism
2	B ooking.com Sustainable Travel Report: Majority of global
travelers stating that they want to travel sustainably –
https://www.gstcouncil.org/booking-com-sustainable-travelreport-majority-of-global-travelers-stating-that-they-wantto-travel-sustainably/?lang=es
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Being environmentally friendly
can bring economic benefits
for companies and communities

Putting the environment
at the heart of travel

Finding solutions

Industry experts highlighted how taking a
shared, collaborative approach to environmental
impact is fundamentally important – from
agreeing standardized impact metrics through
to industry-wide regulations and innovations.

Tiffany Misrahi of the World Travel &
Tourism Council pointed out that
people simply would not want to travel
to damaged environments. While
Rochelle Turner of the World Travel &
Tourism Council highlighted the potential
impact of local resource shortages like
water scarcity.
In addition, tourism can spark the
improvement and revitalization of natural
environments. Brian T. Mullis, of the
Guyana Tourism Authority, explained how
their plan is to use tourism as a catalyst to
mobilize all stakeholders to work together
for positive change to maximize the
positive impacts of travel and tourism
in key areas of National Development
including infrastructure, safety and
security, social services, environmental
conservation, natural and cultural heritage
preservation, and wildlife protection.

New technologies can help reduce
the environmental impact of travel
Airlines are using new technologies to help
tackle the challenge of carbon emissions,
for example hybrid electric engines and
improved aerodynamics to reduce fuel
consumption.
Schiphol airport is participating in the
company’s Corporate Biofuel Program. The
program enables businesses to ensure that
some of their corporate travel is powered
by sustainable biofuel. Partners in the
scheme pay a surcharge, compensating for
the price difference between biofuel and
traditional kerosene. The investment is
used to purchase biofuel, which is then
added to the fuel system at the airport.
This is a way of working together, airlines
and airports, to make aviation a bit
more sustainable.

Increasing profits by
improving coastal health
In 2013, JetBlue partnered with The
Ocean Foundation to statistically
measure whether coastal health and
Caribbean route revenue were related.
Analysis showed that coastal health is
directly linked to JetBlue’s profitability.
JetBlue partnered with local and
regional groups across the Caribbean to
restore coral reefs and shorelines, and
now plays an active role in supporting
the local hospitality industry.

The following themes emerged from the
interviews with travel industry experts:

Having a shared way to measure
environmental impact is key to
reducing it
Interviewees agreed that it is important to
have a shared and standardized set of
environmental impact metrics. These are
necessary to establish a baseline and track
progress, for example against the UN
Sustainable Development Goals (SDGs).
Networking and advocacy organizations
can then help share knowledge and best
practice through educational materials and
tools.
These environmentally friendly initiatives
are often supported and even driven by
consumers which increases the pressure on
companies to take a strategic and
long-term approach to tackling
environmental impact.
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Putting the environment
at the heart of travel

Companies and governments
need to take on a leadership role
While changing travelers’ behaviors
is welcome and to be encouraged the
interviewees were clear that it is ultimately
companies and governments who can
have the greatest impact. As Associate
Professor Ian Yeoman of the Victoria
University of Wellington said, “Placing
the environment at the center of travel
is more the businesses and government’s
responsibility. They have to do more.”
Government, corporations, locals and
travelers are all part of the equation.
Destination players have to be responsible
and travelers need to be responsible
as well.
Regulation emerged as an effective way to
tackle environmental challenges at scale
in the travel sector. The EU, for example, is
taking the lead with Directive 2014/95,
which lays down the rules on disclosure of
non-financial and diversity information by
large companies. It requires large
companies to disclose certain information
on the way they operate and manage
social and environmental challenges. This
helps investors, consumers, policy makers
and other stakeholders to evaluate the
non-financial performance of large
companies and encourages these
companies to develop a responsible
approach to business.

Spotlight

How Amadeus partners with others
to reduce environmental impacts
At Amadeus, we recognize that there is
a core challenge in our industry. More
and more people on the move is only
sustainable if we can work together across
the sector to reduce the environmental
impact of that growth – whether it’s the
carbon emissions that come from travel,
or the degradation of local landscapes in
tourist destinations.

Driving social and
environmental change
Through its ‘Travel with Purpose’
program, Hilton is driving social
and environmental change across
its operations, supply chains and
communities while pursuing bestin-class operational excellence. It is
engaging guests and team members,
and using innovation and its influence
to make meaningful differences in
communities.

Some of our IT solutions help airlines,
airports and other industry players to not
only improve their operational efficiency, but
also to reduce their environmental impact.
For example, Amadeus Altéa Departure
Control, Flight Management helps the airline
make accurate estimations of the weight
of the aircraft before the fuel is loaded, and
this permits the optimization of the use of
fuel, reducing overall consumption.

Additionally, public institutions have a key
role to play in promoting trusted and
credible eco-friendly practices. Estelle
Veridier-Watine of Jumia Group underlined
how “it would be good if public institutions
engaged more in creating eco labels and
auditing the facilities who want to be
certified.” This gives businesses a way to
differentiate and show their commitments
to the environment.

platform, helping travel sellers and travelers
to better understand and raise awareness
about carbon emissions in the airline
business.
It’s clear, though, that there’s still a long
way to go. Ultimately, our ambition is to
support more environmentally conscious
travel – so that communities and travelers
can continue to benefit from tourism for the
long term.

Lucas Bobes,
Group Environmental Officer, Amadeus

Amadeus also partners with the UN agency,
the International Civil Aviation Organization
to foster the use of their carbon emissions
calculator in the Amadeus distribution

Next steps
Improve consistency in the way
environmental impact is
measured:
––Set a baseline and track progress
accordingly. There are already good
industry practices; what is important
now is to have common
standardized key performance
indicators.
26

Environmentally friendly initiatives
as a source of economic benefits:
––Supporting ecofriendly areas to
encourage responsible and sustainable
tourism
––Technology can play a key role in this
area, for example in the development
of more aerodynamic airplanes
––Generating savings by reducing
fuel consumption.

Private and public institutions
need to work hand in hand:
––Public institutions being the key
regulator bodies that ensure
that sustainable practices are
properly followed.
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Conclusion
The travel and tourism industry is working hard
to tackle shared industry issues, and promising
new models for collaboration are emerging. Yet
there are still powerful opportunities to take those
approaches to the next level.
As one of the few companies that connects to
every point in the travel and tourism system,
Amadeus can play a convening and connecting
role, making the most of our global scale and local
expertise across more than 190 countries.
In the spirit of collective effort that combines our
respective strengths towards a shared goal, we
outline a set of opportunities for the next wave of
industry action:
Industry action points
–– Gathering data on sector issues: To help all
industry players make smarter decisions and to
focus efforts.
–– Creating cross-sector and issues-focused
coalitions: Where all stakeholders and
communities have a voice, and can drive action
on priorities that emerge from data and
research.
–– Developing dedicated programs for action:
Concerted initiatives that pioneer new
approaches and bring all participants’ assets and
expertise to bear.
–– Sharing what we learn: ‘Learning out loud’ to
apply best practices and power up others’
efforts.

Amadeus IT Group, S.A.
C/ Salvador de Madariaga, 1
28027 Madrid Spain
Phone: +34 91 582 0100
corporatesolutions@amadeus.com
www.amadeus.com
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