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01
A  N O T E  F R O M 

O U R  P R E S I D E N T

Travel is a force for good — it broadens 
horizons and bridges divides. It creates 
connections and jobs around the globe.  
Our industry has never been more 
important to the world. 

To help you, our partners, build your 
businesses and delight travelers, we invest 
in market-leading research to understand 
travelers’ preferences and needs.  

You have always wanted to know as 
much as you can about travelers, your 
market, and the industry changes that 
impact your business. In mid-2020, this 
need for information and data was even 
more urgent. Since the beginning of 
the pandemic, we shifted our research 
strategy to give you in-depth and current 
insights on emerging traveler behaviors 
and expectations resulting from the 
extraordinary circumstances of 2020.  

Now, as travel returns in much of the 
world, we’ve examined which changes 
are permanent shifts — and which are 
temporary. For the first time, we’ve asked 
both travelers and industry professionals 
like yourself to weigh in. The results paint a 

picture of where the industry and travelers 
see things the same way, and where 
there are disconnects  — and therefore 
opportunities  — to better understand each 
other. Ultimately, we hope these insights 
are useful to you as you welcome and 
service travelers — because when the 
traveler wins, we win together.   
 
We’re all evolving with the rapid changes 
in travel behavior. And as we continue to 
do so, I’m confident that there is a bright 
future ahead for travel.

Ariane Gorin
President, Expedia for Business
Expedia Group
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In previous research, you’ve heard directly from 
consumers about their travel activity and their 
expectations for their travel experiences. In 
this report, we also wanted to hear from travel 
professionals — the hotel and vacation rental 
owners, airline revenue managers, destination 
marketers, travel loyalty program managers, and 
others around the world — who have kept the 
industry humming.  

How do you, your peers, and the broader industry 
perceive different challenges and opportunities? Has 
your business recovered from the pandemic only 
to now be navigating challenges that come with 
inflation? How have you pivoted your approach to 
the travel experience you provide? How do your 
travelers perceive that experience?  

To answer these questions and more, we partnered 
with Wakefield Research to conduct a study that 
included both consumers and industry professionals. 
We then paired those insights with first-party data 
from across our travel marketplace.  

What emerges is a snapshot of today’s traveler 
preferences — what has been permanently 
changed by the pandemic, what were temporary 
reactions, and what is still evolving. Despite lingering 
staffing and service challenges and newer concerns 
around inflation, there is reason to be optimistic. 
People see travel as an important priority in their 
lives, business and international trips are resuming, 
and those of us in travel are working together to 
deliver great traveler experiences. 
The future is bright. 
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Expedia Group 
data from

1Expedia Group, 2022

and

11
markets

1,100
industry

professionals

11,000
people

100M+
unique monthly

visitors

200+
travel websites

around the world1

across

1 billion
trips in the last 

decade

surveyed in
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The pandemic forced us to shift gears — 
whether as travel providers or as travelers 
ourselves. People are more hesitant to commit 
to plans and have heightened expectations 
of travel experiences. The industry has yet to 
fully recover from staffing and supply chain 
challenges. 

As we look beyond the pandemic, what 
traveler behaviors are here to stay? 
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Not being able to travel reminded us all how 
important it is — for connecting with friends 
and family, for relaxing, for exploring new 
places and cultures. As travel reopened, 
people were eager to make up for lost time. 
Though many resumed some regular travel 
in 2021, the desire to travel continues to 
increase as we head into 2023. 

Nearly half (46%) of people 
say travel is more important 
to them now than it was pre-
pandemic. 

And they’re putting their money where their 
mouth is: while 31% say their travel budget 
will be the same as it was last year, 43% are 

upping their budget for the coming year.  
The amount people travel is also increasing: 
79% say they plan to take a leisure trip in the 
next year, up from 76% just a few months 
prior, with the average person saying they 
plan to take two leisure trips.2 This demand 
is reflected in data from across our travel 
websites as well. 

In the second quarter, between April and 
June of 2022, lodging bookings were the 
highest in Expedia Group history: gross 
bookings were up 8% from the second 
quarter of 2019.3 Vacation rental demand in 
2021 surpassed 2019 numbers and continues 
to grow. In 2022, demand for all lines of 
lodging, transportation, and activities has 
been consistently higher than 2021.4

2Expedia Group, Traveler Value Index: Spring 2022 Outlook
3Expedia Group, Q2 Earnings Release, May 2022
4Expedia Group, global bookings by line of business, January 2019-September 2022

1.
Absence made the 
appetite for travel stronger

https://welcome.expediagroup.com/en/research-and-insights/the-traveler-value-index


 8T R AV E L E R  VA L U E  I N D E X

Our search data gives us a good indication of what is to come as well. 
Traveler searches for car and vacation rentals on our travel websites 
were above 2019 search volumes in the first three quarters of 2022, and 
searches for cruises and activities saw the highest percent growth year-
over-year, compared to lodging and other methods of transportation.5

As people have resumed traveling, their first priority has often been to 
reunite with friends and family. In earlier research, when we asked about 
reasons for travel, time with friends and family was at the top of the list.

Over 2022, additional reasons for travel emerged. Today, many want 
to prioritize relaxation, wellness, and new experiences. To cope with 
the world around us, self-care is now non-negotiable.

The motivations for travel may vary by individual, but the trend 
is clear: people value travel more than ever before and will 
continue to make time and save money for it.

5Expedia Group, global bookings by line of business, January 2019-September 2022

Travel allows us to invest in 
our mental and physical
well-being and go on new
adventures.

Since the start of the pandemic, which of the following 
have become more important when consumers make 
travel decisions?

Change of scenery

The physical and/or
mental health bene�ts

Making up for lost time
with friends and family

Having new 
experiences

Getting out of my 
comfort zone

Using up travel credits
accumulated during

pandemic 

49%

49%

46%

43%

22%

15%



 9T R AV E L E R  VA L U E  I N D E X

Travelers weigh many 
variables when they are 
booking elements of a trip: 
price, convenience, safety, 
flexibility, and more. 

Though the importance of each fluctuated 
throughout the pandemic, one thing 
hasn’t changed: travelers prefer to book 
with providers that align with their personal 
values.  

Adding to pressures caused by the 
pandemic, communities around the world 
are navigating complex and challenging 
social and political issues — the severity of 
which seems to have increased over the 
last few years. One in four consumers say 
political instability is impacting their travel 
plans in the next 12 months, with this felt 
most strongly by those in Germany and 
South Africa.  

An outcome of this turmoil: your company’s 
mission, values, and stance on certain 
issues play a role in whether travelers want 
to book with you. Certain factors like price 
may have more of an impact on traveler 
decision-making, but, when it comes down 
to it, whether a brand aligns with their 
personal values or not can be a dealmaker 
(or breaker) for many people. 

2.
Travelers will vote
with their values
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Travel connects us; it breaks down borders. Inclusive travel 
means making travel accessible to people of all abilities, 
backgrounds, and identities. 

Our research over the last few years repeatedly shows that 
people are seeking out businesses that are welcoming 
and accessible: 70% of people say they are more likely to 
choose travel options that are more inclusive, even if that 
comes at a higher cost.6 Industry professionals acknowledge 
this preference, with 64% indicating that they believe their 
customers will choose travel options that are more inclusive, 
even if they are more expensive.

Nearly eight out of ten (78%) people say they have made a 
travel choice based on promotions or ads they feel represent 
them through messaging or visuals. For millennials, that figure 
is even higher — 84% have made a travel choice based on 
representation in advertising.8 

Despite this, only half (52%) of consumers see options that 
are inclusive of all types of travelers when booking a trip, 
demonstrating an opportunity for those in the travel industry 
to fill this gap.9 Travel businesses that don’t prioritize inclusive 
practices may lose travelers from key demographics. Many say 
they are taking action: three in five organizations (60%) made 
changes in the last year to ensure their services are inclusive 
and accessible, and an additional 21% have plans to do so.  

The importance 
of inclusion70%

64%

of consumers
say yes�

of industry 
professionals
say yes

 Would people choose 
a travel destination, 
accommodation, or 

transportation option that 
was more inclusive, even if 
it was more expensive than 

other options? 

6-9 Expedia Group Media Solutions, Inclusive Travel Report 2022

https://go2.advertising.expedia.com/inclusive-travel-report-2022.html
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“You are the intersection of culture and 
commerce, whether you are aware of it 
or not. Your open doors are not just to your 
home or your property, but also to the 
experiences and cultures that everyone 
who comes through your doors is bringing 
with them at any point in time.

Evita Robinson
NOMADNESS Travel Tribe
Vrbo Virtual Partner Summit, 2022
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Spotlight on 
sustainability

Similarly, sustainable travel is top of mind 
as travel returns to — and in some cases 
and places, surpasses — pre-pandemic 
levels. How can those of us in the 
industry help people travel responsibly?

According to our recent 
Sustainable Travel Study, 
90% of consumers are looking 
for sustainable options 
when traveling. 10 

Data from reviews across our traveler brand 
websites shows terms related to sustainability 
and eco-friendliness being mentioned twice 
as often in January 2022 as they were in 
January 2021.11  

People value these options during their 
trips. Half are willing to pay more for 
transportation, activities, and lodging if the 
option was more sustainable, though many 
agree that it costs too much to be more 

sustainable when traveling. Though some 
people may not want to compromise on 
cost, more say they are willing to sacrifice 
convenience and comfort if they know they 
are making decisions that are ultimately 
better for our planet.12 

If you offer sustainable options, activities, 
or amenities, make sure to let travelers 
know: two in three consumers want more 
sustainability information from lodging and 
transportation providers to help them make 
informed decisions — a clear opportunity for 
travel businesses.13 

10, 12-13Expedia Group Media Solutions, Sustainable Travel Study, 2022
11Expedia Group, traveler reviews data, January 2021-January 2022

https://go2.advertising.expedia.com/sustainability-study-2022
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Types of sustainability information consumers 
want to see during their trip planning process. 14 

Recommendations 
for locally owned 
businesses/restaurants 

Information on how to best 
engage with local cultures 
and communities

Transportation 
options with lower 
environmental impact

Environmentally conscious 
lodging/accommodations

Recommendations for destinations 
that support indigenous cultures 
and heritages

Top �ve most prominently mentioned 
sustainability-related amenities in 

traveler reviews: 15

14Expedia Group Media Solutions, Sustainable Travel Study, 2022
15Expedia Group, traveler reviews data, January-September 2022

Sustainability is also a priority for the industry. In fact, it is tied with 
marketing as the highest area of investment for 2023, with one in five 
industry professionals saying sustainability will be their top investment 
priority next year.

Electric car
charing stations

Solar energy

Recycling

Elimination of        
single-use plastics

Eco-friendly 
LED lightingghting

1

2

3

4

5

https://go2.advertising.expedia.com/sustainability-study-2022


Businesses in the travel space should continue to 
invest in inclusive and sustainable practices — to 
both attract today’s travelers and protect travel 
for generations to come.

What is your organization doing currently?

Reducing our overall 
environmental impact39%

None of these1%

O�ering options for buying 
carbon o�sets/carbon o�setting38%

Working directly with and 
promoting local businesses41%

Working directly with and promoting 
local cultures/communities42%

Adding or updating o�erings  
to be more inclusive47%

Improving our accessibility45%
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“Every industry player needs to be 
thinking about how to put the 
local community �rst. If we do that, 
we’re going to see some progress 
toward long-term sustainability.

Peter Debrine
UNESCO
Powering Travel Expedia Group Podcast, 2022
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Many travel providers implemented more 
flexible rates and reservation policies to adapt 
to unpredictability and to give travelers the 
assurance to book.   

In our research, nearly all 
organizations (96%) say they 
o�er refundable services or 
credits — with most of them 
(77%) first introducing some 
of their refundable offerings 
because of the COVID-19 
pandemic.

In addition to the increase in demand, there 
are other signals that people feel more 
confident booking travel in the current 
environment. They are comfortable booking 
five months in advance on average, up 
from the four months reported in April 2022 
research.16

Last year, we introduced the Traveler Value 
Index, a measure of what consumers 
value when booking travel. We found that 
consumers valued full refunds and enhanced 
cleaning practices above all other travel 
considerations —even price.17  

Despite increased confidence, people still 
want to see flexible options. In our latest 
research, the desire for enhanced cleaning 
practices dropped in the ranking, 

but the importance of refunds remains, ranked 
second behind pricing. 

Being able to change bookings without a fee 
or penalty, another way to provide flexibility 
to travelers, was again ranked in the top 
four values by consumers, demonstrating the 
importance consumers place on options to 
easily adjust their travel plans.

Our annual Traveler Value Index 
shows how consumers rank 
the following:

• Ability to get a full refund on cancelled 
bookings

• Atypical, low pricing

• Flexible policies to change bookings 
without fees or penalty

• Enhanced and frequent cleaning/
disinfection methods

• Contactless experience throughout trip

• Premium, �rst-class bene�ts and 
upgrades

• Environmentally friendly policies

16Expedia Group, Traveler Value Index: Spring 2022 Outlook
17Expedia Group, Traveler Value Index, 2021

3.
Despite fewer barriers to 
travel, travelers continue 
to demand �exibility

In all its waves, COVID-19 made it challenging 
for the public and industry professionals 
alike to predict how travel will change in the 
coming months — and coming years.


