Allianz () Partners

in the brave new world of travel

Allianz Partners’ States of Mind Travel Report reveals the changing
mindsets of consumers facing an increasingly complex travel experience.

The key trends defining the travel industry’s future
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Travel insurance purchase intentions for trips abroad

“"Work-from-anywhere” goes mainstream
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Growth in remote and hybrid People across all ages and
working means more travellers demographics now require
of all ages are combining remote working facilities.

business and leisure.
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28% of travellers aged 18 to
25 expect to work from abroad
more frequently or from a
secondary or family residence in
the future.

The future of

of consumers are
conscious of the environmental
impact of travel

Sustainability remains a relatively
in travel

decision-making processes, as

people may be reluctant to

TOWQ rd o | “Travel is about , not just

about where you end up. How you get
there is vitally important too, which means
making the itself a positive part
of the experience.”

Joe Mason, Chief Marketing Officer for Travel,
Allianz Partners

The data comes from Allianz Partners’ 2022 Customer Lab research in
Australia, Belgium, Brazil, Canada, China, France, Germany, Italy, UK, and USA.

www.allianz-partners.com



