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EDITORIAL
Many people are returning to pre-pandemic activities; others are planning to do so "when this is all 
over and we're back to normal”. Does anyone know for sure what is going to happen in two 
months? Six months? A year? The reality is that this is the only certainty: nobody knows. We do not 
even know if what we are living is still just handling a crisis, or constant but temporary changes, a 
momentary stability or simply a new reality. While issues such as health concerns, flexible 
exchange policies and preferences in the accommodation are seen as transitory adjustments, 
other changes such as the increase of digital nomads, the need for personalization and immediacy 
in the service and the digitalization in payments are perceived as permanent.

Although no one has the authority to define any of those, at Radar Turístico we invite you to think 
and talk about it so that each one draws their own conclusions and, more importantly, acts 
accordingly. Discussing and arguing without action will not help our industry.



WHAT HAS CHANGED IN PEOPLE DURING THE PANDEMIC?

According to the study "Post-COVID-19 trends and insights" by TOTEM Branding, these are the most 
relevant trends about consumers and the "new normal". The last two trends and the interpretation 
of all of them regarding tourism are from the team of experts at Radar Turístico:

1
HOW ARE THEY? More aware, 
detail oriented and observants, 
they buy less but better. 

In tourism: travelers are more meti-
culous about the tourism offer. They 
now pay a lot of attention to details 
that previously went unnoticed or 
were not a priority, such as Wi-Fi 
speed, safety protocols, transfer 
logistics, reviews by other travelers, 
etc.
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2
WHAT DO THEY BUY? Brands and 
beliefs, not just products.

In tourism: travelers are buying the 
new approach that has been given 
to travel. They want to be part of 
brands that represent a purpose 
beyond the trivial, such as recon-
nection, health, spirituality, or 
reunion with nature. 

- GLOBAL + LOCAL, greater support to small, 
local suppliers. 

In tourism: travelers seek to be responsible 
and sustainable; to buy locally and visit those 
who make the experiences possible. 
This way, they give back the econo-
mic benefits directly to them. The 
situation made them turn to 
domestic tourism (local, regional) 
and reconnect, with empathy, to 
appreciate it again and feel as an 
active part of the economic reco-
very of their country.

¡OFF & ON! They look for the ease of the 
online and the experience of the offline.

In tourism: travelers need to have the easiest 
experience with the greatest human warmth. 
Meaning they want to enjoy the 
practicality of doing everything with 
a cell phone or an intelligent brace-
let, through low-touch experiences 
for example, but always with perso-
nal encounters and smiles along the 
way that ensure a warm service.
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THROUGH A MAGNIFYING GLASS, 
they are looking for transparent, 
honest, trustworthy, and humane 
brands.

In tourism: travelers are on the 
lookout of the company’s brand 
reputation in the media and social 
networks. They want to know about 
their activities oriented to the deve-
lopment of their employees, com-
munity and environmental social 
responsibility, leadership of their 
managers, etc.

9
TIME DISTRIBUTION, they want to 
spend time doing different things.

In tourism: travelers have different 
work and personal routines, which 
creates an opportunity to use time 
differently. The digital nomads are 
renting houses or staying in hotels 
for weeks and the time previously 
spent in traffic is now used to have a 
peaceful breakfast or dip in the 
ocean, without neglecting their work 
activity. 10

SO LONG TO INTERMEDIARIES that do not 
provide value.

In tourism: travelers are willing to go directly to 
the hotel, airline or car rental company if the 
sales website or travel 
consultant does not 
provide added value 
such as personaliza-
tion of the service, 
changes and cance-
llations options, etc.

7
NOW...ACTION! They look for 
concrete actions, not words with 
promises for the future.

In tourism: travelers want safety 
and healthy distance protocols to 
be implemented, not just on paper. 
Similarly, if their travel consultant 
promises 24/7 attention in the 
event of a crisis or if the airline 
offers changes for free, they expect 
them to carry out without fail. 8

COMMITMENT, they want to perceive it and 
feel it throughout the whole experience (with 
society and the planet).

In tourism: travelers expect the tourism service 
providers to be able to assist them at all times, 
every step of their purchasing process (inclu-
ding before and after). They want, 
for example, that their satisfaction 
surveys or post-trip reviews are 
taken into account; that all their 
practices are planet-friendly, not 
just the ones that are easy. 

SUSTAINABLE + DIGITAL,  they seek 
brands that, in addition to being 
sustainable (economically, socially, 
and environmentally), have a positi-
ve impact on digital environments.

In tourism: travelers want brands 
that contribute to a good digital envi-
ronment. That is, to promote 
people's emotional and mental 
health. 6



WHAT IS CHANGING IN MEXICANS, IN THEIR ROLE AS TRAVELERS?

“Those who have traveled recently claim that their confidence substantially 
increased when they proved they can do this activity with a full guarantee 
of safety" (Travel Habits Study, PwC).

0% 10% 20% 30% 40%

September October

50% 60%

CONCERN CHANGES

INTERACTIONS BETWEEN HOTELS AND GUESTS IN SOCIAL MEDIA

During the early months of the pande-
mic, travelers' primary concerns were 
about changes policies and their flexi-
bility, as well as health measures 
implemented by the destinations and 
service providers. Price has regained 
importance and is now again the most 
relevant issue, but it is not the only 
one.

We anticipate that hotels will no longer 
be perceived just as a commodity and 
that price will not be the only element 
to consider; it will have to be comple-
mented by other elements to meet the 
new needs expressed by tourists (Tra-
vel industry surveys, Radar Turístico, 
September 2020).

Tourists are interested in the 
measures implemented by esta-
blishments in response to 
COVID-19. They are also interes-
ted in topics about cancellation 
and reimbursement, which are 
still a trend. On the other hand, 
questions about the opening of 
establishments are less present. 
(Skift Recovery Index, August 
2020).
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TRAVEL HABITS CHANGES

51% of the travel industry considered that, overall, travel habits are temporarily changing (Travel
industry surveys, Radar Turístico, September 2020).

•

•

There is a trend towards a reduction in the booking window in Mexico; in August 2020 it 
was only 18 days prior to the trip (5 days less than July and 10 days less than in June of the same 
year) (TripAdvisor, August 2020).

94% of the estimated accommodations booked from Mexico IP addresses during August 
2020 were for national accommodations. In August 2019 they were 77% (TripAdvisor, August 
2020).

Almost 75% of Mexican travelers read the reviews before booking a property. 74% of 
Mexican travelers take more seriously those about room cleanliness (What Travelers Want, 
Expedia Group, May 2020).

30% of Airbnb reservations are within 80 km of the traveler's place of residence (Brian 
Chesky, Airbnb, September 2020).

Traveling with family has decreased, the trend is to travel as a couple or with a group of 
friends, mainly for the US travel market, which remains the main issuing market (Consejo de 
Promoción Turística de Quintana Roo, CPTQ, September 2020).

Over 55% of the tourists registered in the last 3 months were repetitive (when it used to be 
45%); "...the tourists who already know us and trust us would be the first ones to return" (CPTQ, 
September 2020).

Staying away from the crowds was a constant since the beginning of the pandemic, but now 
there is a preponderance of private activities. From rooms with jacuzzi and breakfast in the 
room, to hiking and outdoor activities in complete isolation and privacy (Getaways with private 
activities: the new way of traveling of the Spanish, SmartTravel, September 2020).

•

•

•

•

•

•

•
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The size of the group is the most relevant temporal change (64%), followed by the
activities during the trip (62%) and means of transportation (59%).

The way of planning (42%), the service expectations (40%) and the way to travel in
general (37%) are the elements most perceived as permanent changes.

The way of buying (23%) and the way of dreaming or conceiving trips (22%), are the elements
considered unchanged.

If you want to know more about today's consumer, consult our study in this link.



NO CONTACT INTERACTIONS

“They have become crucial to the successful operation of a hotel, the guests need them 
and the hoteliers are implementing them" (Skift, Contactless Tech in Hospitality 2020).

WHAT IS CHANGING IN SEARCHES AND SOCIAL NETWORKS?

Contactless payments. 
Payment alternatives to 
Apple Pay or Google Pay 
such as Paypal, WeChat 
Pay and AliPay that offer 

prepaid opportunities 
for hotels.

Tools to interact with 
the client. Hoteliers 

need to provide more 
information on health 
and safety measures, 
while guests need a 
channel to request 

services.

Self-service kiosks or 
online check-in.

Provide a clear tool and 
use a less complicated 

approach for processes, 
when possible. 

Keyless entry.
Implement technological 
tools that allow guests to 

access their room 
through their mobile 

devices.

  Searches about travel packages grew 6.14% over the previous month. People looked for 
opportunities.
  
  Searches about places to travel grew 14.03% over the previous month. People looked for 
alternatives 

  The emerging destinations and the Pueblos Mágicos grew 22.5% and 7.6% respectively 
against the previous month. People sought them out with greater intention.

  Also during August, the digital traffic to the main OTAs increased 7.4% over the previous 
month. People looked for short and medium term opportunities.

  Tourism searches remained below the levels of the previous year (including 
also the main international and national destinations), except in the cases of 

emerging destinations and Pueblos Mágicos which have increased.

SEARCH ANALYSIS

OGHEN Consulting, August 2020.



   In the publications related to "travel", a positive sentiment predominated (66%). Although 
travelers are aware that it is not safe to travel right now, they did not view the pandemic as 
an impediment.

   In publications related to "places", the negative sentiment increased. September registered 
56%, while the previous month it was 3%. This is because travelers were unhappy since 
some airlines and hotels were not 100% compliant with health measures, making them feel 
unsafe and leaving a bad travel experience.
   
   25 thousand publications related to travel were generated in social media from September 
1 to 15, with a reach of 8.8 million people in Mexico. An increase in volume of 19% compared 
to the same period in August.

   During the pandemic, some of the users' free time has been focused on planning or looking 
for upcoming trips, even if they do not happen.

   Travelers have not yet considered international travel as it would imply more expense and 
comply with certain restrictions that some countries have implemented.

   The fact that Mexico does not have a border closure and does not require 
quarantine upon arrival in the country has allowed many foreigners to 

consider Mexico as a destination to visit.

PERCEPTION FROM SOCIAL LISTENING 

Social listening, Radar Turístico, September 2020.

magdalena.bermea@prcentral.com



WHAT IS HAPPENING RIGHT NOW IN THE TRAVEL INDUSTRY?

HOTEL OCCUPANCY

By week 37 (September 7-13) the hotel 
occupancy rate reached 22.5%. Puerto 
Vallarta reported a higher than average 
percentage with 30.9%, Los Cabos 
26.5% and Cancun 24.9%

The lowest occupancy in 2019 
coincided with an upward trend in 
occupancy during the COVID-19 period 
in Mexico, which is why the gap 
observed in mid-September has been 
the lowest since April of this year 
(DATATUR, September 2020).
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VACATION PROPERTIES 

Renting a house, as a protection 
measure taken by tourists, is being 
widely used (72% of tourists in Mexico 
do not find it irresponsible to rent a 
house and arrive by car, Mariel de 
Viaje).

Average occupancy at a worldwide 
level is returning to pre-pandemic 
levels (Skift Recovery Index, August 
2020). -120%

-100%

-80%

-60%

-40%

-20%

0%

20%

Ye
ar

-o
ve

r-
ye

ar
 %

 c
ha

ng
e

January  February March April May June July AugusT

Australia China Germany France Japan United States

115 international destinations (53% of the world total) relaxed their travel 
restrictions, 28 more than in July. Of these, two lifted all restrictions, while the 
other 113 continue to apply certain restrictive measures (UNWTO, September 
2020).

85% reported an increase in sales over the last two months; 43% reported an 
increase of less than 10% (Travel industry surveys, Radar Turistico,

September 2020).



ACCOMMODATION BOOKINGS AND CASES OF COVID-19 IN MEXICO

As the number of daily infections 
began to drop, and on a short notice, 
property rentals through online 
platforms were reactivated.

During August, travel in general in 
Mexico had a constant week-by-week 
increase (Skift Recovery Index, August 
2020).
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73% of the travel industry agreed that they have had to modify their tourism product to adapt 
it to the new market conditions.
81% have changed how they sell and promote their products.
66% considered that the changes they have had to implement in their company are definitive 
and will transcend this pandemic.
39% believed that the changes they have implemented are temporary while the tourism activity 
recovers.
As for the expectation for the end of the year, the travel industry expects a reduction of 63% in 
all 2020 with respect to what was sold during 2019 (61%).

AIRPORT ACTIVITY

From July to August there was an 
increase of 26% in the total number 
of passengers.
The increase in passengers from 
domestic flights compared to July 
was 27%; in the case of passengers 
on international flights the increase 
was 25%.
Passengers on domestic flights 
represented 70% and passengers on 
international flights 30% (Airport 
groups GAP, ASUR and OMA, August 
2020

Travel industry surveys, Radar Turístico, September 2020.
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New reality or temporary changes?

68% New tourism reality 
and permanent changes 

32% Temporary changes
and we will go back to normal

TRAVEL INDUSTRY PERCEPTION 
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AS A MEMBER OF THE TRAVEL INDUSTRY, 
HOW CAN I ADOPT THE TEMPORARY CHANGES OR THE NEW REALITY?

It does not matter the size or age of your company:

the new travelers and determine which of the habits that are changing are permanent and which 
ones are temporary.

and reinforce your brand values. The competition is not in the size of the companies, but in
what you do now and how you adapt to the present and the new travelers.

a storytelling approach. New travelers want to be part of the story of tourism brands and
companies, to feel inspired, not just to consume their products and services. You can do this
by joining existing conversations on the internet or by creating your own messages to talk
about your people, how they are supporting the community, how they are living sustainably
with the environment, how they achieve an economic benefit without exploitation.

the new needs of the consumer. Travelers no longer only focus on the price to make a decision; 
your offer must be equally attractive.

with your audience through new channels with innovative strategies and strong messages, for
example, within video games, music platforms and video streaming. Remember that consumers
are in the digital environment.

STUDY

BUILD

DESIGN

ATTEND TO

CONNECT

promotions that can be consumed in the short term and executed immediately. It helps 
travelers meet their travel needs in the context of the reduction of the travel purchase window.

the positive experiences of your travelers to convey the idea that you can travel safely. The
main or best promoters of your tourism offer are the travelers themselves.

the previous editions of Radar Turístico to be aware of all our recommendations. Do not
expect different results by doing the same thing as always.

CREATE

USE

CONSULT

your business model as a company, re-examine where are the opportunities that will generate
income. Look for new ways to make money from the changes that are now permanent in your
business.

REVIEW



contacto@radarturistico.mx 

¿Quieres discutir los temas incluidos en Radar Turístico para 
profundizarlos con tus equipos estratégicos, comerciales o 
con tu Consejo? Con gusto te apoyamos, contáctanos para 
agendar una reunión. 

www.prcentral.com www.oghen.com www.staconsultores.com 

magdalena.bermea@prcentral.com ashapiro@oghen.com Info@staconsultores.com

+5255 8114 8755 +5255 2155 6044 +5255 6390 9852

 

In OGHEN CONSULTING we
support you to translate the

information into
experiences

that will get a WOW! out
of your clients and that

will improve your business
results. We are ready to
support your 2020-2021

reactivation.

Commercial intelligence
specialized in tourism and
meetings. We do market

studies, planning processes,
we define development

strategies and create 
business plans.From what 

can be seen to what can be 
done.

Communication and
marketing to connect

your brand with the right
traveler: relationship with

media, influencers and
travel industry; marketing

campaigns design, strategic
partnerships and crisis

management consulting.

contacto@radarturistico.mx
www.radarturistico.mx  

 

 

Would you like to discuss the subjects included in Radar 
Turístico to go deeper with your strategy or commercial teams, 
or with your Board of advisors? We will be happy to help you, 
contact us to schedule a meeting.

Methodology: RADAR TURÍSTICO is designed with a strategic combination of analysis and information generation techniques, both quantitative and 
qualitative. All the information used comes from authorized, renowned, and updated sources with proved and reliable methodologies. The information 
is supervised and analyzed by a panel of multidisciplinary experts with more than 20 years of experience in the tourism sector at a national and 
international level. 1. Open data collection from Google platforms and tools for digital traffic monitoring: posterior quantitative and qualitative analysis. 
2. Online surveys by invitation from September 20 to 25. Respondents were: travel agents (retailers) 54%, hotels 18%, tour operators 12%, tourism 
destination 2%, airlines 1% and other 13% (destinations, consultants, marketing agencies, media or meeting planners). 3. Secondary sources revision, 
process and analysis. In each case, the corresponding source is mentioned. 4. Digital conversations analysis. 239 conversations were analyzed, from main 
Instagram accounts in over 13 different content categories to understand what users are looking for and what subjects are better perceived or have more 
reach. The messages analyzed generated 29.5 millions of interactions in the period of September 1 to 15, 2020. 5. Social listening about travel intentions. 
25,022 relevant Facebook and Twitter conversations were analyzed to detect the intentions about the tourism activity as well as the sentiment and 
perception of the user before content of the sector. Period of September 1 to 15. 6. Data gathered and updated through similarweb.com, processed by 
OGHEN consulting. 


