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“CHOICE, 
NOT CHANCE, 
DETERMINES 
DESTINY”  
Aristotle

As mankind is constantly affected by external events – 2020 has clearly demonstrated 
the impact of occurrences out of our control – we have nonetheless the power 
to shape the ultimate outcome through how we choose to respond.

While private aviation has continued to see an influx of new customers, the impact 
of the COVID-19 pandemic has in general been severe for many international 
luxury travel and hospitality businesses. As such, we at VistaJet thought it the 
perfect time to engage with senior executives from across the world of luxury 
travel to understand not only how their businesses were affected in 2020, but also 
how to collectively respond to the current events and what the future might hold 
for travel as we enter 2021.

This report provides insights into how the sector is navigating the constantly-
evolving period in which we find ourselves – how decisions are being influenced 
by current dynamics, the way in which partnerships between different segments 
of industry can contribute to the prosperity and opportunities of of businesses 
around the world, and how changing customer needs has prompted a re-think of 
service delivery.

VistaJet’s Future of Private Travel report is the result of in-depth dialogue with 
industry experts from the world’s leading hotels, tour designers, concierge services 
and cruise liners. We engaged hundreds of voices, sparking a new conversation, 
to lead to a better understanding of the path forward.

We hope you will find the report as illuminating to read as it was for us to compile, 
and that you come away with a clearer sense of the resilience – and, dare we say, 
optimism – held by travel industry leaders as we begin 2021 with a new set of 
ideas to aid the long-term growth and opportunities of the sector.

Matteo Atti
EVP Marketing & Innovation, VistaJet
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For many international luxury travel 
and hospitality businesses, the year 
of 2020 has been the worst year in 
living memory. A deadly cocktail of 
mass border closures, travel bans, 
venue closures and social distancing 
rules – not to mention a genuine fear 
of the COVID-19 virus – cratered the 
sector, which had been one of the 
most resilient and fastest-growing in 
many countries around the world. 
Crucially, the introduction, removal 
and changing of rules on a regular 
basis has made planning for many 
of these businesses and their clients 
practically impossible. 

Adaptability is the key. You need 
to be able to flex your offering and 
approach at very short notice due to 
the significant changes being made 
on a weekly basis.
Travel Designer, Europe

“
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Over three quarters (77.8%) of 
businesses have seen net revenue fall 
by at least 60% in 2020

The commercial impact of the 
pandemic on businesses has been 
truly devastating. Over three quarters 
(77.8%) of travel and hospitality 
businesses surveyed have seen net 
revenue for 2020 fall by at least 60%, 
and around 43% saw revenue drop by 
over 90%.

In our latest survey with luxury 
travel professionals, hospitality 
organizations, tour operators and 
other key players in the industry, we 
discovered exactly how devastating 
the damage is. Unsurprisingly, an 
overwhelming number of companies 
concluded that the overall impact 
of COVID-19 – not just the financial 
impact – has been negative and nearly 
two-thirds (63.5%) considered it had 
been ‘very negative’. 

Just 8% considered the overall impact 
‘positive’ in any shape or form. These 
businesses tended to be home rental 
specialists who had been able to 
capitalize on the requirement for 
private domestic vacations, given 
the closure of hotels and other 
travel restrictions. 

77.8%
Revenue dropped by over 60%

Revenue dropped by 30- 60%

Revenue dropped by up 30%

Revenue increased by up 10%

No change in revenue

9.2%

5.6%

1.9%
5.5%
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Around two-thirds see a slow recovery 
from the COVID-19 pandemic

As a result of this deep impact, 
many businesses are cautious about 
the recovery in the immediate 
months ahead, despite the fact that 
a promising vaccine program has 
already started and the end of the 
pandemic may be in sight. Around 
two-thirds of those surveyed 
forecast a slow recovery from the 
era of COVID-19, with just a quarter 
forecasting a rapid recovery.

20.7%

44.8%

25.9%

8.6%

Very slowly

Slowly

Same

Rapidly*

*This segment is also more likely to say 
that collaborations and partnerships have 
had a central role in mitigating pandemic 
than others



We are being very careful about 
the various changing policies in 
travel due to COVID-19. We have 
been keeping clients well informed 
and  updated.
Travel Designer, Asia-Pacific 

“ The increasing changes in travel due 
to the pandemic is another area that 
might affect businesses. Around 83% 
have at least some concern that 
customers will be unwilling to travel 
if they have to undergo more hassle 
in doing so. Those who had great 
concern mentioned in the survey that 
they were having to update clients on 
where they could and could not go, and 
what requirements had been changed 
for them to be able to travel. As a 
result, a number of these businesses 
had reoriented their customers to 
domestic experiences. 

Barton
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STEADYING  
THE SHIP 

In the face of the COVID-19 storm, many businesses 
have put strategic plans on halt. Others have adapted 
and navigated around the rules. However, due to 
uncertainty, the vast majority of businesses (89%) 
are maintaining or reducing capacity. Only 1 in 10 
(11%) are increasing capacity in the coming months. 

This caution also applies to business expenditure. 
Whilst a promising 27% of those surveyed are 
planning to increase their marketing budget, around 
44% have been forced to reduce it, and the rest (29%) 
are maintaining it.

Businesses are also taking a cautious approach 
to pricing. Two-thirds are not adjusting their price 
structure and over one-fifth (22%) – some of the 
worst hit of those surveyed – have been forced to 
increase prices. Just 12% are lowering prices.

Maintaining Maintaining MaintainingIncreasing Increasing IncreasingReducing Reducing Reducing

66%

22%

29%

44%

27%

12%

Capacity Price Marketing

11%

33%

56%

Increasin
g capacity

Reducing capacity

Maintaining capacity

56%

33%

11%
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Most businesses have reacted to the 
situation and have already begun to 
make changes where they can. Over 
three quarters (77.4%) of businesses 
have made changes to cancellation 
policies, and a further 17% have 
considered making these changes. 
In reality of course, many of these 
businesses will feel they had little 
choice in the face of constantly 
evolving travel rules to offer good 
faith changes to their clients. 

Over three quarters have changed 
cancellation policies and nearly two-thirds 
have offered new products or services

94.4%94.4%
CHANGING CANCELLATION POLICIES

84.9%
CREATING NEW PRODUCTS OR SERVICES

62.2%
TARGETING HIGHER-END CUSTOMERS

However, a remarkable number of 
businesses have made other changes, 
more adaptive than reactive and 
62.3% of those surveyed have created 
new products or services, while a 
further 22.6% are considering them. 
Another interesting point is that 62.2% 
of businesses have either considered 
or have already started changing 
who they target their business to. A 
number of these organizations have 
decided to focus entirely on a more 
high-net-worth client demographic. 
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Overall, most businesses surveyed 
have spent the time during the 
pandemic productively. Over 9 in 
10 businesses have taken specific 
action in two key areas – improving 
the customer experience (around 
96.4% taking at least ‘some action’) 
and delivering a safer experience 
(around 94.2% taking at least ‘some 
action’). 

Improving customer experience and 
safety are the areas where strongest 
action has been taken

Collaborating with other providers 
in the sector has also seen a key 
action undertaken by around 86.5% 
of those surveyed and over half of 
those (51.9%) have taken ‘strong 
action’ in this regard. This action also 
appears to have been rewarded. 

Of those surveyed, over half (54%) 
considered that collaborations had 
played a vital role in mitigating the 
impact of the pandemic. 

 

96.2% 94.2%

86.5%92.3%

IMPROVING CUSTOMER EXPERIENCE DELIVERING A SAFER EXPERIENCE

COLLABORATING WITH OTHER 
PROVIDERS IN THE SECTOR

TRAINING SAFETY
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We have implemented technology 
and tools to enhance the end user 
customer experience… we are 
focused on traveler safety, duty of 
care and agile data analytics for 
corporate clients.
Travel Designer, Middle East 

“

Barton
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Showing how the industry is 
focusing more on the high end of the 
market, over half of those surveyed 
considered that private aviation in 
particular has been friendly to their 
business. Those who had opened 
their door to collaboration reported 
the biggest impact from private 
aviation travelers.

Increasing the role of private aviation

Less of a central role

More of a central role

Same as before

54%

26%

20%
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A FUTURE OF  
PARTNERSHIP 

We have offered even higher 
flexibility to clients and increased 
safety and hygiene protocols, but 
we have also increased collaboration 
and partnerships, innovative ideas 
and packages.
Hotel Company, Europe 

“ For most businesses, the future of 
luxury travel is a more collaborative 
one in which there will be a closer 
relationship with industry partners. 
For a vast number of businesses, 
COVID-19 has been a turning point. 
Nearly 8 in 10 businesses (78.8%) 
consider that industry partnerships 
will be more important to them 
going forward. And while just 46.8% 
reported partnerships already 
helping to generate revenue during 
the pandemic, there are other values 
provided by businesses which are 
critical in a post-pandemic future.

Barton
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An overwhelming number of 
businesses (83%) agree that 
industry partnerships will be 
valuable for brand positioning. For 
many of these niche businesses, 
working with recognized leaders 
and elite brands across the sector 
brings positive value to their client 
network, particularly those who are 
less familiar with them or are new 
customers. 

Most businesses also feel that 
industry partnerships will be 
particularly valuable in the process 
of acquiring new customers, 
enabling introductions through 
mutually beneficial link-ups. 

Industry partnerships are very valuable 
for businesses, particularly for brand 
positioning and new customer introductions

The ultimate value of these 
arrangements, however, is that most 
businesses consider they improve 
overall customer satisfaction. Two-
thirds of businesses agree that the 
use of industry partnerships has 
already had an impact. One of the 
ways in which this is expected to 
happen is through clients directly 
benefiting from partnerships 
across different travel segments 
and seeking out those with 
these arrangements. 

Industry partnerships are/will be valuable 
for brand positioning

Industry partnerships are/will be 
important to our business going forward

Industry partnerships are/will be useful 
for introductions to new customers

44.7%

42.6%

40.4%

38.3%

36.2% 21.2%

17%42.6%

17%

Strongly agree Disagree

Agree Strongly disagree

Neither agree nor disagree
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Around three quarters (74.5%) 
considered their clients would 
expect to benefit from partnerships 
in the future.

However, it is not only the clients 
who will be expected to benefit 
from future industry partnerships. 
Many of the businesses surveyed 
considered their own organizations 
would benefit. Around 80% 
of businesses considered that 
an enhanced ‘ecosystem’ of 
partnerships across the travel 
sector will improve their resilience.

There is a great deal of optimism about
what partnerships can bring, particularly in
improving business resilience

As a result, a vast majority of businesses 
– around 70% – are seeking to 
establish new partnerships in the next 
12 months. Undeniably, COVID-19 has 
been a clear catalyst for action, as two-
thirds of those all surveyed (65.9%) are 
seeking new partnership opportunities 
because of the COVID-19 pandemic 
and what it has meant to their business. 

An enhanced ecosystem of parnerships 
across the travel sector will improve the 
resilience of my business

Our customers increasingly expect to 
benefit from partnerships across different 
travel segments

Our business will look to establish new 
partnerships in the next 12 months

29.8%

31.9%

34%

44.7% 25.5%

29.8%38.3%

19.2%

Strongly agree

DisagreeAgree

Neither agree nor disagree

46.8%
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THE STUDY
VistaJet invited over 650 businesses in the HNW arena to join 
this research – our best partners across hospitality, mobility 
and private services, in each region around the world.

The research was run as an online survey at the end of 
December 2020, followed up by individual interviews with 
selected contributors.

We asked, we listened, and we learned.

We heard multiple voices, sparked new conversation, and 
hopefully introduce a new season of positivity.

Thank you to everyone who contributed to this research.

Headquarter locations:

• 49% – Europe

• 9% – Middle East

• 20% – Asia

• 19% – North America 

• 3% – South America

Industry segments:

• 19% – Hospitality (Hotels)

• 6% – Hospitality (Other) 

• 2% – Ground Transportation

• 12% – Tour Operators

• 56% – Travel Agents/Designers

• 5% – Other
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RESEARCH & 
REPORT  
PARTNER

Barton consults businesses in sectors focused on targeting wealthy 
consumers, combining evidence and guidance to help these organizations 
and brands grow and thrive. Whether for business strategy, brand assessment, 
communication, trend analysis or thought leadership, Barton knows that 
businesses need to have confidence in their decisions. Barton offers cross-
sector knowledge in a responsive, agile way, combining creativity with 
pragmatism, providing the perspective needed to make informed choices. 

 

Barton


