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“With more brands entering the luxury travel market, it
becomes even more important for luxury travel brands to
claim their position, differentiate from their competitors
and increase brand loyalty. Offering flexibility, personal
advice and good deals is key to achieving this.”
– Marloes de Vries, Travel Analyst

This report looks at the following areas:
•
•

Social media becomes more powerful in the customer journey
Travel expertise comes back in to fashion
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DID YOU KNOW?

This report is part of a series of reports, produced to provide you with a
more holistic view of this market
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Airbnb’s additions disruptive for luxury travel suppliers
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