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Key takeaways

A return to confidence
The travel sector is finally rebooting

Safety and standards concerns dominate 
the sector in response to measures 
taken to combat Covid-19. This is the 
top priority for more than 38% of our 
survey’s UK businesses – and, as a result, 
trust in the sector provides a strong 
focus among businesses responding 
to the challenges of the pandemic 
and wanting to protect consumer 
confidence.

Digital advances in the travel 
marketplace continue unabated, with 
more than 40% of respondents saying 
their customers are choosing direct  
and online bookings over intermediaries. 
Traditional travel agents, however, 
still have a role in providing customer 
service, guiding the public through 
issues that can impact their experience 
– from personalised communications to 
support when unforeseen  
circumstances arise.

With 74% of our respondents having a 
policy in place, ESG is transforming the 
industry inside and out. Businesses are 
embedding policies around performance 
and standards, while giving customers 
transparency over the impact of 
their bookings via various methods, 
from carbon-offsetting options to 
committing a portion of charges towards 
conservation or charity.

Staffing and recruitment shortages 
remain a feature for 92% of our sector 
respondents, signalling a need to change 
perceptions about career opportunities 
and ensure that the skills gap is filled.

Both Brexit and Covid-19 have 
contributed to a degree, but travel 
businesses are showing resilience with 
nearly 40% using financing and/or supply 
chain strategies (33%) to fend off rising 
costs and strengthen their corporate 
models. Restarting familiarisation trips 
also spells an opportunity for businesses 
to nurture talent and differentiate their 
offer as “experts”.

Nearly 84% of respondents declared 
that confidence of recovery is high, 
too, thanks to pent-up demand from 
customers keen to travel once more; 
a climate that is motivating many 
companies (47%) to pass on increased 
costs to the buyers.

The timing of a full recovery that reflects 
pre-pandemic levels brings some 
uncertainty, however, with varying views 
on when the sector might get there. 
Either way, companies are building 
out their strategies with an eye on the 
unpredictability of the pandemic and the 
rising cost of living.
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Two years is a long time in the travel, 
hospitality and leisure industry. And, in that 
time, many key players in the sector have 
come face to face with a number of external 
forces that have combined to put previously 
unseen levels of pressure on the profitability, 
reputation and offering they had become used 
to prior to the Covid-19 pandemic.

The industry’s virtual shutdown in 2020, 
coupled with the imposition of a series of strict 
travel restrictions, had a significant impact on 
airlines, hotels and agents. Even with the safety 
net of furlough in most cases, many still had 
to shed staff to survive and regenerate their 
businesses from top to bottom.

Our Barclays travel industry report for 2022 
reveals just how far the sector has come, 
however – and despite tough decisions and 
downsizing being a prominent feature for 
many, the travel sector is coming back fighting.

Coming back stronger
UK travel firms rebuild their resilience 

Executive summary
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Executive summary

Safety first
A standout feature of our findings shows one 
positive impact of the Covid-19 pandemic – 
companies have reordered their priorities to 
provide a slicker, cleaner service that reflects 
the need for gold standards in health and 
safety. This seems to have had an impact, too, 
on the strategies firms are using to respond 
to customer expectations – whether this is by 
expanding options for accommodation, travel 
booking flexibility, or the range of destinations 
on offer.

This level of professionalism seems to 
be landing well with customers, too. Also 
blindsided by the heavy restrictions and 
inability to travel freely, there is a renewed 
focus on trust in an industry that has adapted 
to a new normal and can provide adequate 
protection for holidaymakers once again.

Human contact still vital
The shift in digital booking habits, too, is 
moving rapidly in favour of direct reservations 
either online or by phone, further reflecting the 
increased trust in operators to offer a quality 
service to the expected standard. However, 
the numbers still choosing to call also suggests 
that the range of questions is so wide and 
varied that businesses are realising they need 
to provide bespoke, one-to-one support in the 
face of multifaceted operating restrictions  
on destinations.

As businesses globally grasp the increasing 
significance of environmental, ethical and 
socially aware commercial practice, ESG 
has increasingly become the must-have 
ingredient in leisure companies’ services, 
according to our findings – with 74% now 
having an ESG strategy in place. This is 
reflected both in how they keep their own 
operations sustainable and how they ensure 
their customers can make informed choices 
about their own carbon impact when going  
on holiday. Jet2, for example, actively 
promotes a sustainability strategy1 that aims 
to pursue even more ambitious corporate 
targets than the UK aviation sector’s Net  
Zero Pledge in 2020.

That said, a continuing recruitment challenge 
still looms over the sector in the UK. While 
Covid-19 holds much responsibility for this, 
other factors such as career perceptions and 
skills gaps mean that companies have their 
work cut out in attracting talent back to help 
them reach full strength.

Hope for the future
Our findings suggest the future is more 
hopeful. The industry remains highly confident 
of a prosperous road ahead, disagreeing only 
on the time it may take to get there.  
Businesses are better placed, however, to 
navigate unpredictabilities following the 
pandemic. And they are well equipped to handle  
the rising cost of living, at least in the short 
term, as demand increases among pent-up  
consumers for holidays once again. The 
challenge remains how stable that demand 
might be against a backdrop of rising costs  
of living in the longer term.

Mike Saul
Head of Hospitality and Leisure, 
Barclays Corporate Banking

"Despite tough decisions and 
downsizing being a prominent 
feature for many, the travel 
sector is coming back fighting."
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This year’s report revealed an understandable 
but surprisingly high priority among 
companies given to hygiene and safety 
standards – something that might under 
different circumstances be topped by cost 
and value for money, and flexibility. While 
these latter concerns come in at 33% and 28% 
respectively, 38% mark health and safety as 
their core concern for now.

The fact that this sits so highly on the 
list of operators’ understanding of their 
customers’ priorities may simply demonstrate 
the unpredictability of the pandemic. For 
businesses, getting their health and safety 
(H&S) standards right in their end-to-end 
planning – from route-planning, flights, transit 
and location, to the return journey – is not 
necessarily a marketing choice, and could  
be the difference between operating at  
'half-speed' and shutting down entirely.

Safe and professional
Opting for high safety standards first

State of the sector

Lean and clean
The travel industry as a whole has had to deal 
with passenger mask mandates and social 
distancing practices on-board aircraft, as well 
as responding to short-notice Government-
imposed travel restrictions during the 
more difficult months of the pandemic. 
But, interestingly, the exit route from these 
restrictions has not prompted any  
lowering of standards.

Indeed, our survey reveals that, in a move 
to prompt better customer service, more 
than 35% of respondents have changed 
their terms and conditions to account for 
the unpredictability of the travel landscape 
since the pandemic – while similarly, 33% of 
respondents have adjusted customer options 
for length of stay or accommodation type.

38% 
Health and safety

33%
Cost/value for money

31%
Accommodation type

30%
Type of experience

30%
Destination choice

28%
More flexibility over bookings

Operators’ views on customer priorities
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It remains to be seen over the next 12 to 18 
months whether this will begin to take more 
of a back seat as wider cost and inflationary 
concerns under the current macroeconomic 
climate start to take hold. But for now, 
companies are responding strategically to 
market circumstances as well as an awareness 
of the mood among consumers, who are  
highly receptive to the opportunity to travel 
once again. 

Holidays remain essential  
ABTA’s travel trends conference in November 
20212 had predicted the approaching 'catch-
up consumer' behaviour in its Travel in 2022 
report, revealing how 65% of families with 
children over five said holidays were now more 
important than before. More than a quarter, 
too, were targeting package holidays as a safer, 
more protected method of getting away  
in future.

The unpredictability of Covid-19 may continue 
for some time yet, but there is a growing 
concern, too, around the cost of living and 
its longer-term impact on the stability of 
the leisure sector in particular. The industry, 
however, seems to be listening to consumers, 
by taking on the dual task of protecting 
themselves and protecting the customer.

of respondents have changed 
terms and conditions to account for 
the unpredictability of the travel 
landscape since the pandemic.

The survey reinforces the desire in the industry 
to reach high levels of professionalism in 
service – whether through more bespoke 
travel products or better customer care and 
awareness – and the travelling public, for now, 
are responding in kind.

35%

State of the sector
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This goodwill is also borne out by the survey 
findings, specifically that consumer trust 
in the industry is perceived to have grown 
overall. And urban centres in particular, such as 
Greater London and the South East, show the 
greatest positive response.

Eighty-eight percent of our respondents felt 
that trust in the industry had either remained 
the same or grown. So, what might be behind 
this? Increased professionalism and quality of 
service scored highly among industry players – 
at 49% – who say they have noticed the trend 
among their end consumer base. However, it’s 
worth noting that nearly 46% of respondents 
report that this is a result of their corporate 
response to the challenges of the pandemic.

Seeking protection
A significant proportion of customers, just over 
35% and more markedly the older generation, 
display a strong awareness of the certain 
guarantees provided by ABTA/ATOL-protected 
holidays, which afford refunds. This may be 
down to improved customer communication 
as well as a desire not to be affected by sudden 
pandemic spikes – but overall, Barclays has 
noted a shift among clients to the protection 
of ABTA/ATOL, both of which are affording the 
legal and financial reassurance customers seek 
in more challenging circumstances such as 
those of the past 24 months.

Although the accreditation process remains 
strict and subject to particularly high standards 
of financial metrics and resources on the 
part of the bonding applicant, businesses 
accrediting themselves to ABTA and ATOL are 
also in a position to enhance their reputations 
as trusted operators.

Stronger performance
Good practice rewarded by loyalty and goodwill

State of the sector

'A significant proportion of customers 
display a strong awareness of the 
certain guarantees provided by  
ABTA/ATOL-protected holidays.

| 8 | Next pagePrevious
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What we are seeing on the ground is that 
those businesses that have recovered quickly 
following the pandemic are those ones that 
have typically communicated frequently with 
their customers, and refunded in a timely 
manner. They may also have benefitted from 
the loyalty of existing clients, who held on to 
their bookings during the pandemic before 
subsequently deciding to rebook with a 
request for upgrades or extras as they seek to 
take the most advantage possible of the return 
of their leisure time.

The human factor
Online bookings demonstrate the strength 
of trust, too. A significant proportion 
of businesses (39%) report customers 
booking directly, even by telephone (30%), in 
preference to using an intermediary platform 
– where customers often run the gauntlet 
of several stages and gates before scoring a 
reservation. It seems that trust is strongest 
when the lines of customer communication 
are direct – which may in part explain the 
continuing popularity in some parts of the 
country with travel agency branches.

Barclays clients are recounting just how 
valuable their telephone lines are among 
customers – perhaps unsurprisingly busy 
with high call volumes as customers seek out 
aftercare support in the face of Covid-19 travel 
restrictions, combined with reduced staffing 
levels and, therefore, longer holding times.

Has trust in your industry/business changed?

In travel we trust

Trust levels

Grown 48.02%

Remained the same 40.08%

Not as important as other factors 11.90%

This is due to

Professionalism of service 49%

Industry Covid response 46%

Awareness of ABTA/ATOL protection 35%

Professionalism of service 49% 
Industry Covid response 46% 
Awareness of ABTA/ATOL protection 35%

Grown 48% 
Remained the same 40%
Not as important as other factors 12%

This is due to

Barclays clients are recounting just  
how valuable their telephone lines  
are among customers.

State of the sector
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Our survey findings demonstrate emphatically 
how seriously industry decision-makers take 
the challenges of sustainable practice in travel 
and tourism.

A notable majority of respondents now have a 
publicly available policy in place. The changing 
dynamics of the relationships within supply 
chains, as well as between services provider 
and end customer, tell us that this is a new 
normal for the way we conduct business, 
and that companies are willing to be held to 
account for this.

Nearly three-quarters (74%) declare that 
they have an ESG strategy in place, and the 
breakdown of how this is embedded gives us a 
number of positive indications that companies 
are making it work to their benefit.

Embedding ESG
Companies and customers embrace their responsibilities 

State of the sector

Forward thinking
Almost 70% of companies have their ESG 
policy publicly available, for example. And 
living those values is also a crucial factor 
within companies themselves, with the survey 
revealing the extent to which ESG metrics have 
been woven into the performance objectives 
of senior staff and management. A solid 
70% of respondents also state, for example, 
that board members have key performance 
indicators related to their company’s  
ESG policy.

70%
have a publicly  
available ESG strategy

70%
have ESG-led  
performance targets 

62%
say customers are 
more ESG-aware

ESG is the future

Of respondents who have an ESG strategy

| 10 | Next pagePrevious
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With ESG an increasingly important benchmark 
in the provision of financing facilities across 
a number of industry sectors, we at Barclays 
can also see the potential for this to reach 
further into the travel sector. 

Customers in particular are demonstrating 
interest in the impact of their holiday and 
leisure decisions, leading some companies to 
ensure wider, greener choices are available, as 
well as demonstrating better brand purpose 
and diversity of talent. Indeed, the survey 
shows a healthy majority declaring they can 
offer ESG-related products and services.

Green is good
A notable case in point includes the  
popular flight booking engine Skyscanner.  
The company now has a Greener Choice 
button option in its system to help guide 
customers towards more environmentally 
friendly flights and routes. It is calculated 
based on data covering aircraft type,  
capacity, route and distance. In a further 
development, the company is now working 
in coalition with Google to collect and display 
flight-emissions data via the sustainable  
travel company Travalyst3. This initiative will 
provide provide a sustainability framework 
across its platforms and help make customer 
choice yet more transparent.

More than 62% of respondents in our survey 
are finding that customers are taking an 
interest in ESG as a factor in their holiday 
and travel choices. And with such high levels 
of demand for travel after two years of 
restrictions, it will be interesting to see how 
much sustainability plays a part in consumer 
decision-making. 

of respondents declare that they have 
an ESG strategy in place.

74%

State of the sector
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When asked about the biggest disruptions 
facing their sector over the past 12 months, 
leisure businesses seem to be caught  
in a perfect storm of challenges – from 
Covid-19 travel restrictions to staffing  
and recruitment, consumer confidence,  
and refunds – all of which have hampered  
their operations significantly.

At 37%, travel restrictions have clearly 
been among respondents’ highest hurdles – 
although staffing and recruitment challenges 
come in similarly near to 37%, and it is arguably 
the latter that has longer-term ramifications 
for the recovery and health of the sector.

Disruption too, in Spring 2022, has been 
triggered by staff shortages among 
intermediary businesses and ground- 
handling services at airports. Indeed, the data 
company Citrum says that 1,236 UK flights 
were cancelled between the end of March  
and 12 April this year, which represented  
a vast increase on comparable cancellation 
rates in 2019.4 

Staffing challenge
Work is needed to attract back the talent

State of the sector

Travel restrictions

Staffing and recruitment

Consumer confidence 

Supplier flexibility 

Refunds (airlines/hotels)

There has been no biggest disruption  
over the last 12 months

What has been the greatest disruption to your business over the last 12 months?

A perfect storm of challenges 

37%

37%

32%

31%

31%

2%

UK flights were cancelled between the end of March 
and 12 April this year, according to Citrum.

1,236 
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Staff wanted
Staffing and recruitment have clearly  
remained the thorn in the side of an industry 
hungry to get back to normality. Following  
the pandemic, an ABTA report shows that  
large numbers of staff have since moved out 
of the travel sector into other, perhaps more 
stable, roles.

The lure of a career in travel and tourism, 
including overseas travel, would normally 
appeal to the young and dynamic jobseeker 
– but a tough sales commission element 
that represented anything up to 60% of their 
salary, coupled with increasing insecurity in 
the present landscape, has seen an exodus of 
talent in recent months to other jobs. And as 
the sector has started to recover, the task of 
filling these roles has remained difficult.

Auditing firm RSM carried out its own survey at 
the beginning of 2022, suggesting that it is the 
smaller businesses that suffer most from staff 
shortages, with 40% responding that they 
have had to turn business away as a result.5 

Talent turning a corner
With travel restrictions continuing to be lifted, 
employee incentive and 'fam' trips have started 
to return to assist luring travel enthusiasts 
back to the sector. Barclays is reporting from 
many clients in the sector that recent fam trips 
have had a significant impact on office morale 
and team spirit, bringing renewed enthusiasm 
back to the workplace.

Travel businesses such as Althams Travel, 
based in northern England, are turning to 
initiatives such as a four-day week under 
existing wage deals for its employees, in a bid 
to improve the work-life balance of staff.6 

To a lesser extent, Brexit has changed  
the recruitment pool across the wider 
sector. Some UK hoteliers are reportedly 
opening up with reduced room capacity,  
reflecting the challenges they face in  
securing cleaning personnel.

It is, however, a sign of how much the industry 
has recovered, that talent shortages reappear 
as the dominant challenge of this year.

Recent fam trips have had  
a significant impact on office 
morale and team spirit, bringing 
renewed enthusiasm back  
to the office.

| 13 | Next pagePrevious
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Despite the cyclical headwinds of pandemic 
and costs, our survey demonstrates just 
how resilient the industry has proved to be 
in tightening its structural integrity when 
times are hard. Our survey respondents have 
used a range of funding options, including 
bank finance (39%), switching to alternative 
suppliers (33%), and renegotiating contracts 
(37%) to secure a leaner but more resilient 
business model going forward.

Regulators have themselves found the going 
somewhat tricky in what has been a fragile 
market, prompting uncertainties around 
operator financing risk and whether they were 
a sufficiently safe bet for growth.

Travel will be back on to-do lists
Barclays has been active in providing loans to 
help the industry – but a sure sign that there 
is significant confidence among those sector 
players has been the cyclical nature of the 
downturn. They know that demand has always 
been there and that travel will be back on 
customers’ to-do lists.

Sector reset
State of the sector

ABTA’s Travel in 2022 report – released last 
November – bears this out, reporting that 
61% of those surveyed were planning foreign 
holidays within the next 12 months, and 46% 
were showing a willingness to spend more on 
their holidays.7 

Almost 47% of all respondents have 
underlined this confidence by proactively 
passing increased costs on to their customers 
to maintain decent levels of profitability in the 
short term.

Indeed, Barclays' clients are saying that 
they expect 2022 to provide a boost as they 
deal with the surge in demand after a period 
of people not travelling for two years. The 
question remains whether this strategy is 
sustainable in the face of other rising costs of 
living – for food, fuel and energy in particular.

The year 2023, however, may see a return 
to ‘normality’ because of this, as businesses 
are also banking on a return to pre-pandemic 
profit levels. 

39%
secured funding

37%
renegotiated contracts

36%
considered alternative products/services

33%
diversified suppliers

1%
have not been affected

Plan for resilience:

The industry is rebooting to come back stronger
A perfect storm of challenges
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While our survey shows overall optimism  
within the industry, the unpredictable nature  
of a pandemic is still in the background as  
the industry tries to normalise. At the 
time of writing, Covid-19 numbers remain 
relatively high, and new variants are still  
a potential game-changer.

Other factors, too, muddy the waters 
slightly; not least inflationary pressure and 
the dramatic rise in the cost of living that has 
characterised the tail-end of the pandemic. 
That said, evidence shows how well the 
travel industry has prepared itself for the 
unexpected. For now, that confidence is 
winning over customers.

Travel and tourism businesses have shown 
themselves, ultimately, to be resilient. And 
the mood is one of optimism – 84% say they 
are feeling positive about the revival of the 
travel industry in 2022. 

The industry is now looking at when, not if, 
conditions return to full health – and this is 
the sign of a responsible sector.

Confident but hesitant
Recovery is now a question of when, not if

State of the sector

84%
are positive about the revival  
of the travel industry in 2022.

Confidence high
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The past two years have seen businesses 
globally take a journey through unprecedented 
levels of uncertainty as they made sense of 
the Covid-19 pandemic and its impact on their 
business models.

The travel sector was no exception. Indeed, 
according to Gary Lewis, CEO of the UK’s 
professional membership body, The Travel 
Network Group, travel agents and operators 
– along with airlines, airports and cruise lines – 
were at the forefront of the upheaval.

“Economically, our industry was the first into 
the crisis, and we have been the last out of 
the crisis,” he says. “In February 2020, we 
were talking about it; yet by March we were 
contemplating losing  70% of our members 
forever if we had zero revenues for six months.”

The introduction of furlough, grants and 
approved loan schemes enabled travel 
companies to simply survive, only for a second 
lockdown to take hold after Christmas 2020.

The route to resilience
Solid customer service will win the day

Case study
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Gary argues that this was emotionally harder 
to deal with because the hope and expectation 
was a recovery by January 2021. “Other 
industries when locked down were able to 
benefit from furlough. Travel companies 
had no new customers but a huge legacy of 
cancellations and refunds that brought all the 
complexities of communicating, rebooking  
and refunding. Therefore, we had to keep 
employing our teams and only partially 
benefitted from furlough. A new lockdown 
meant more of the same and no immediate 
prospect of cash profits. 

“It is important to remember the distinction 
between travel and nearly every other sector, 
that when travel stops, profits already 
accounted for and spent have to be refunded 
and the teams need to be working to complete 
those refunds."  

Standing strong
Despite such pressure, the travel sector in the 
UK has remained remarkably resilient to date. 
CBIL loans, grants and furlough, says Gary, 
were essential for keeping businesses afloat. 
Refund credit notes, in particular, became 
essential to keeping businesses alive.

But how have businesses been responding 
strategically to ensure the sector  
remains firm?

“The most important thing is understanding 
your future cash requirement,” says Gary. “This 
will take into account those bookings that are 
going to land, as well as your new bookings 
coming down the pipeline. Cash is even more 
important now, while the market returns.”

A sense of realism is also required, Gary adds. 
“The whole market is under a layer of debt 
that is unprecedented. Many small businesses 
relied on bounce-back loans that had terms of 
repayment from early 2021 – when they still 
weren’t earning any profit.”

With the end of a number of amnesties in 
businesses’ VAT, salary, tax and National 
Insurance liability, he says, there has already 
been a push across industry to ensure a 
structured repayment plan that is flexible 
enough to cope with the recovery. 

The future is customer-led
After being confronted with the 2008 financial 
crisis, as well as the 2010 Iceland ash cloud 
crisis and instances of regional terrorism, the 
travel sector remained strong, according to 
Gary. The pandemic, he continues, has been 
the ultimate challenge for travel businesses,  
as customers still wanted to travel. However, 
their plans were often thwarted  due to 
different lockdowns and restrictions imposed 
on international travel, as well as confusion 
given the many different entry requirements 
from the destination countries.

There are a number of priorities he proposes 
to shore up the sector, to help cope with future 
headwinds. Cash and controlling costs are 
clearly high up the list, and always a key focus 
for individual travel busineses is how they gain 
market share.

“You can’t control how big the market is, 
but you can control how well you are doing 
within it,” he argues. “It’s about listening and 
responding to your customers’ needs and 
demands and making sure you can transition 
from the protect-and-survive behaviour 
into proactive customer engagement and 
business-as-usual practice.

“You have to be positive when competing in 
any market – and the fact the travel industry  is 
opening back up with confidence and the pent-
up demand is starting to materialise, means 
travel is once again a very exciting place to be.”

Case study

“The whole market is under a  
layer of debt that is unprecedented. 
Many small businesses relied on 
bounce-back loans that had terms  
of repayment from early 2021 – when 
they still weren’t earning any profit.”
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Case study

Like many businesses in the travel sector, 
villa and pools tour operator Villa Plus faced 
difficulties during the pandemic in terms of 
financial challenges, and dealing with the 
consequences of travel restrictions. Now, 
however, there is a flip side. Holidaymakers,  
it seems, when limited to a “staycation”,  
got used to self-contained accommodation.  
And now, they are ready and able to book 
their own exclusive place to stay in stunning 
locations, says Raj Mavani, CEO of Villa Plus. 

“Because people have had staycation holidays  
in the UK over the past two years, we have 
noticed a rising demand for villa holidays 
– having their own space with friends and 
families, who they have missed.”

Raj sees this as a time for people to renew  
and deepen relationships with family,  
extended family, and friends. 

Getting together again
People-focused business sees high demand for villas
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People first
He knows his business is competing with the 
likes of Airbnb, and as a small business, the 
competitive advantage that Villa Plus has is 
strength in terms of people. Villa Plus has 
always been a people-centric business, he 
says. And so it took a decision at the start of 
the pandemic to make no staff reductions. “I'm 
a firm believer, that if, internally, as a business, 
you manage the people side then everything 
else will come into place.” 

He says there is a fantastic mood among 
his staff right now. “The team has been 
phenomenal. Not just dealing with a pandemic, 
but now the transformation that we're carrying 
out.” The company is rolling out plans to sell 
to customers in many EU markets (rather than 
just to the UK market). 

Having weathered the storm of the pandemic 
with a strong team, Raj is optimistic about  
the future. 

And this positivity is reflected back among the 
holidaymakers arriving on their long-awaited 
vacation, who are certainly in a great mood.

Destination Corfu
Villa Plus is seeing increased demand because 
of so many people booking self-contained 
accommodation – as are other companies 
within that branch of the travel sector. Certain 
locations are proving particularly popular for 
Villa Plus, one of these being Corfu. Here, from 
every villa there are stunning sea views, and 
holidaymakers can take boat trips around the 
island. The local tavernas are also a big draw – 
serving food of extremely high standard.  

Another interesting development in the 
market, that Raj has noticed, is that customers 
who would previously have gone to a long-haul 
destination are now emulating that type of trip 
– but with a short-haul destination. Customers 
are also prioritising having an experience that 
is different to the mass-market holiday, he says. 

One piece of messaging that the company 
already used pre-pandemic, but which now 
resonates even more with customers, is 'book 
with confidence.' And Raj understands that, for 
people who haven’t had an overseas holiday for 
two years, this is very important.  He thinks the 
trend of booking with trusted brands is going 
to be accelerated. All of the firm's customers 
book online, and during the pandemic, the 
company took its website to another  
level altogether. 

“Having had a staycation, 
people are more open to 
having a holiday in a villa.”

Case study
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As the largest bank-owned acquirer and issuer in 
Europe, Barclaycard processes one in three UK 
payments. And, with over 50 years of innovation, 
you can trust us to deliver market-leading 
payment solutions that’ll help your business 
to adapt and grow, from travel agents and tour 
operators to hospitality wholesalers.

So, whether you’re looking to accept a wider  
range of payments, protect your company from 
supplier failure or maximise your margins, our 
travel team have the expertise to help you find  
the right solution. They can also connect you  
to opportunities and solutions across the  
Barclays group.

Barclaycard  
Payments: What  
our travel team  
can do for you
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Don’t forget sales

The pandemic has undeniably 
triggered a more protective mindset 
among travel businesses anxious to 
survive unforeseen headwinds.  
But bold companies are still nurturing 
their sales operation to ensure 
healthy revenue down the line. 

Manage cashflow

Good cashflow management is more 
important than ever. Plan for the 
unpredictable, negotiate good terms 
with suppliers and be willing to raise 
your price point.

Nurture green values

Green travel may still seem niche, but 
businesses can enrich the customer 
experience by smarter, transparent 
journey-planning that is true to your 
values.

Recruit the enthusiasts

Recruiting and retaining staff 
is a constant challenge, but 
evidence suggests the market is 
improving. Ambitious businesses 
are accentuating the positive by 
marketing the appeal of a rich career 
choice that realises customers’ 
dreams.

Be best in your market

Obsession with your market share 
is a healthy business mindset when 
building on the foundations for a 
stronger future. External events 
should not prevent you from doing 
the best for your customer when set 
against the competition.

Strategies for success
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About the author

For further information and to find out 
how our sector specialist team can help 
your business respond to the issues 
outlined in this report, please contact 
Mike Saul. 

Mike is head of Barclays’ UK-based Hospitality 
and Leisure team. With more than 30 years’ 
experience, he and his team support a  
wide-ranging client base with their dedicated 
specialist approach, industry knowledge, and 
sector-specific products and services.

Mike Saul
Head of Hospitality and Leisure,  
Barclays Corporate Banking 
mike.saul@barclays.com
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| 24 |Previous

To find out more about how Barclays can support 
your business, please call 0800 015 42 42* or visit 
barclayscorporate.com

@BarclaysCorp

Barclays Corporate Banking

http://barclayscorporate.com
https://twitter.com/BarclaysCorp
https://www.linkedin.com/company/barclays-corporate-banking
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