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In 2019, experts, analysts and insiders in the travel and hospitality industry spent the better part of the year dedicated
to predicting what was in store for 2020 and the decade ahead.
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Numbers were analyzed, patterns were interpreted, and the general consensus was that 2020 was going to be a
banner year that would usher in a prosperous decade for the travel industry.

Experts foresaw increases in everything from off-the-beaten-path destinations and micro trips, to eco-friendly
tourism and space travel. This was it this was going to be the year of all years for travel, tourism and hospitality.

Of course, none of those predictions could have possibly accounted for a global health pandemic that would lead to
the U.S. Travel Association reporting a $400 billion decline in travel spending and 6 millions jobs lost by the end of
April for the tourism industry.

While there are many conversations being had worldwide about how we got to this point, what is important for the
travel industry right now is focusing on how, and when, we bounce back from this.

Make no mistake about it: we will come back. But it is important that we acknowledge that the path forward will be a
long road paved with drastic measures such as stringent health and hygiene standards, effective communication
and heightened procedures.

So, where do we start?

Patience
Not only has COVID-19 taken a physical toll on thousands of people across the globe, it has instilled a sense of
panic, fear, paranoia and mistrust in the minds of millions.

This means that it may be a very long time before consumers feel safe traveling again and, we, as an industry, have
to be prepared for that.

Expectations have to be managed and harsh realities have to be faced: consumers will not be flooding through the
doors as soon as the all clear is given not only because they are afraid, but also because many people will no longer
have the financial means to travel and business may not have the revenue to support it.
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However, [ suspect that this period of sluggishness and apprehension will be shortlived and that, with proper
precautions and strictly following advice set by global health leaders, the travel industry can bounce back within 12
months.

Between now and that time, it is likely that we will see small movements back to normalcy, such as short distance
weekend trips and driving rather than flying, as consumers will feel the need to have control over their safety and
travel plans.

Safety and communication

As the coronavirus dust begins to settle and we see consumers regain the urge to travel, it is imperative that the
hospitality and tourism business community turns its focus to implementing procedures and policies focused on
providing the highest possible level of consumer safety through cleanliness and hygiene.

No matter how strict or thorough you think your current practices are, they need to be atleast doubled to give
travelers peace of mind.

Las Vegas' Wynn Resorts, for example, implemented a practice in mid-March using thermal cameras to screen
guests for fevers. Through this process, it was able to identify people with a temperature of 100.4 degrees or above,
and discreetly contact them to discuss vacating the premises.

Measures such as this, which may have appeared extreme prior to COVID-19, will have the potential to bring peace of
mind to travelers and may become common practice for hotels and cruise ships around the globe moving forward.

Itis also important that as these new policies and guidelines are developed and put into place, they are not hidden
behind closed doors or internal memos.

These changes have to be widely communicated to potential travelers frequently and resolutely.

The months following the "all clear" will provide a critical opportunity for hotels, airlines, restaurants, casinos and
every other industry under the travel umbrella to dial-up transparency to 11 through over-communication, customer
service and quality assurance.

Retooling
Even with increased safety, sanitation and transparency, there will still be more to do on the path toward recovery.

Unquestionably, the industry will need to incentivize the marketplace with discounts and value-enhancing offerings.
I believe that the most prevalent among these will be:

o Creating value-oriented packages to extend hotel stays

« Establishing special incentives to loyalty members such as double points and special events to rebuild trust

« Incentivizing business travelers to extend their trips for leisure

Additionally, there is a large chance that we may see the business community lead the charge when it comes to the
revitalization of large gatherings with large trade shows and exhibitions.

Hotels and convention centers will need to carefully think through their approach about how to create safe
environments for these types of gatherings which do a great deal to stimulate the travel industry.

If the COVID-19 pandemic has shown us anything, it is that we are social creatures.

Human interaction fuels relationships, creativity, collaboration and commerce, and travel offers us a way to share
that with others while learning from them in return.

THROUGH THIS crisis, we have seen how bleak things can get when we are robbed of shared experiences, and we
in the travel industry are eager to return to our jobs in hotels, transportation, restaurants, casinos and more to once
again bring people together.

We are a resilient industry and we will be here when the dust settles and we all reach the light at the end of the
tunnel, to once again make the world feel a little bit smaller by connecting people from all over the globe.

John Schadler is managing director of OH Partners, Las Vegas, NV. Reach him at|.schadler@ohpariners.com.
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