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Experience Training

Adapt Your Business

Model to New Trends

Coming up in this experience training module:

> Part 1: Introduction to post-pandemic macro trends
> Part 2: New business model for a new normal

> Part 3: Experiences as a catalyst for change



Experience Training

Adapt Your Business Model to New Trends

Sustainability

Introduction to post-pandemic

macro trends The interest in sustainability
has never been stronger

Digitally enabled experiences

More businesses are making
more sustainable choices,
The shift in business and the way such as going plastic free
we experience the world around us

has changed forever Be bold in the way you react

and the way you support
Digitally enabled ‘real-life’
experiences will now be expected

Gather deep insights on customer
behaviour through data and
create loyalty

Create a differentiator through
what you do to keep people safe
and distant

Redesign and make good use of New business model for the
the environment around you new normal

Transparency and flexibility An online pivot

Demonstrate how you intend to P Engage your customers online
&

and seek new customers
through new business models

respect the environment

Show what happens behind the

scenes, what efforts you are There is a readiness to pay

making and the real impact for curated and personalised
digital or hybrid events

Flexibility is essential to reassure
consumers and rebuild confidence é.} Subscription is an
! opportunity to create loyalty

7—‘ i Independent business with
| purpose
OWN PARTOF OUR < 3l

BREWERY r & () Independent businesses are
T ——— finding a new place for

fundraising scheme, Equity For Punks, we are investing 4 - y \ d i scove ry Online

every single penny directly to high impact sustainability
projects

Digital has had the effect of
democratising access to
markets




Short-circuit local food
experiences

. Food is the single biggest
&Ya driver of tourism

% There is a shift towards
Vo zero-mile menus and making
i garden kitchens a selling point

The contactless customer

journey

citizenM f

the accidéntally » There is now a high

pandendi€-proof hotel ' f ‘i’i expectation for contactless
—~ guest experiences

Use data to optimise the
customer journey and offer a
unique personal experience

Trust and confidence from
visitors concerning safety will

Experiences as a catalyst for
change

Exclusive pop-up experiences

Visitors seek more value-driven
experiences away from crowds,
where there is a feeling of escapism
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Pop-up hotels such as Airbnb can
'n create unforgettable ‘one of a kind’
stays

P Pop-ups can re-utilise existing
1 )\ spaces and create new ones
with ‘tailor made’ concepts

brought to a whole new level by

@ Pop-up restaurants have been s S - N\
making every part of it a feature

Workcation

PRIVATE WORKATION COWORKING
WORKLOFTS PACKAGE SPACES

PR Q Workcations are good change of ——— g R

scenery and can help reduce stress (m}

and boost productivity e J




Seasonal events

(\-:é?'g2 For low-season dips, think about ~ ~
#%°  ways to invigorate demand The Oat Box Converted Horsebox North
Coast Ireland

> Events can be tricky at the moment
@ but the best way to hype up the
audience is to go back to in-person

‘° Light and AV installations are great
7 concepts to extend visitation hours

Music and food festivals are
larger-scale products but you can
also combine smaller initiatives

Repurpose and convert Subscription-based model

Sheds, campervans, horseboxes A subscription-based model
i and much more can be repurposed can help you create loyalty

to become accommodation and keep returning customers

With the help of local artists or
&%) craftsmen you can repurpose what
is not in use
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Travel Subscription _ Product Subscription

There are two main types
of subscriptions you can
create, travel and product

The Natural Wine Subscription

Key Takeaways Purpose and values é ? Personalisation

0.0
°ﬁ° Immersive experiences Data-driven design User-centricity
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