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How The Travel Industry Should 
Cater to The Female Traveller

1. Female Travellers Are A Profit Opportunity

Women travellers represent an important and growing segment of the travel market, both for leisure and business travel. As well as accounting for a large proportion of the travelling public, women are heavily involved in decision-making on travel and a recent survey shows that 48% of travel website users are now women. To understand their views on the travel industry we conducted an online survey among a sample of UK and US female travellers. (See Appendix A for details).

There are exciting opportunities for travel companies to substantially boost their revenue from women travellers, and to maintain high levels of loyalty and retention. The opportunity exists because this report clearly shows that the UK travel industry is not giving the female traveller what she wants. Only one in four of women believe that travel firms make special efforts to address their specific travel needs. A significant 66% state that travel companies would see an increase in their business if they did try harder to serve women travellers.
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The firms that really address womens’ specific needs will achieve competitive advantage leading to improved revenue and profitability. Women will be more loyal to those firms that do properly cater to the woman traveller. This includes users of hotels, airlines, airports and car rental firms. It is likely that our findings would apply equally to other firms involved in travel including tour operators, cruise lines, train operators and travel agents.
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Tom Peters, the author of In Search of Excellence, states in his book The Circle of Innovation: “It is the rare corporation that takes advantage of the women business opportunity.” This applies very much to the travel industry. This report shows travel companies what they have to do to improve their position among women travellers. And the good news is that improvements can be achieved without major capital investment, or radical restructuring. Hoteliers don’t need to remodel their properties, airlines do not have to buy new fleets or reconfigure their aircraft, airports do not have to build new terminals, and car renters do not need to change their fleets. What is required instead is theoretically much simpler— a change in attitude!

2. How Can Travel Firms Take Advantage of the Female Opportunity?

2.1.
The Travel Trade Must Understand Women Travellers
Though the travel industry has made tremendous strides over the last couple of decades, the major conclusion of this survey is that it still has a great untapped opportunity in meeting the needs of the woman traveller. (Is this because most travel firms are run by men?). Women do NOT want to be treated exactly the same as men. Neither do they want to be treated as if females are entirely different. They want travel firms to give them a similar approach to men, but be aware of their special needs, and cater to these. They are not seeking preferential treatment over men, just a different type of service. Getting this balance right is not easy, but the firms that achieve this will gain clear market differentiation. 
Our survey was conducted among females based in Europe and the US. Recent qualitative research undertaken in China and Asia-Pacific would suggest that Asian women are more demanding than their Western counterparts. They want to be treated differently from men. For example they are in favour of female only floors in hotels, some even advocate female only hotels.
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However this survey shows that few travel companies are meeting this vital requirement. Staff employed within hotels, airlines, airports and car rental firms still do not appreciate that women travellers have their own needs and concerns. Women want staff to recognize this and act accordingly. Car Rental firms and airports are least regarded in this respect.
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2.2.
Understand That Security is A Major Concern To Women Travellers

Security is THE main worry for women travellers in hotels, on airlines, in airports and when renting a car. If hotels, airlines, airports and car renters did just ONE thing — get staff to empathize with their female customers on their concerns about safety — then they would go a long way towards differentiating themselves from their competitors. It comes as no surprise that personal safety is a major concern to women travellers— over half of our respondents spontaneously mentioned this as a factor that the travel industry should address. However what is revealing is the depth of concern that women have on this subject, and their views that hotels, airlines, car renters and airports are not providing the level of security they require. All types of travel companies are criticized. Hotels frequently don’t even consider which rooms they allocate to females, as such women end up with rooms they feel are unsafe, e.g., on the first floor or at the end of a long corridor. Some check-in staff also have the unfortunate habit of announcing a woman’s room number loud enough for others to hear.

Airports are particularly criticized for an absence of security, especially late at night when women are waiting for shuttle buses, or trying to find their cars in badly lit, unguarded parking lots. Car rental agencies are similarly criticized for letting women find their cars in what are seen as potentially dangerous parking areas. Airlines suffer delays which can result in women travellers arriving late, or even being stranded at an airport, yet appear to do little to help women with such problems.

2.3.
Don’t Be Rude To Women Travellers

Another vital change in attitude requires staff to be friendly, helpful and courteous to women travellers, and this attitude has to have 100% commitment from ALL staff members. In today’s customer-focused environment it might be expected that staff are polite and responsive to all their travel customers, irrespective of gender, but this is definitely not the case. Hotels, airlines, airports and car renters all stand accused of having staff who are actually RUDE to their female customers. 

2.4.
Give Women Equal Service

Women often complain that they are treated as second-class citizens by the travel trade. They claim of condescending attitudes towards females, and that men get preferential treatment on upgrades, seating etc. Flight attendants, check-in staff and travel employees in general must treat women travellers as equal to men in terms of friendliness, and in awarding upgrades, better rooms, nicer cars, etc. Thus, the solution to an improved service is simple—change attitudes. Of course, experience shows how difficult this can be, especially as the positive attitude has to be consistent across all staff, and over time. 

2.5.
Marketing Opportunities

The findings presented in this report present valuable ‘ammunition’ for the marketing departments employed by travel companies. For most suppliers of travel services a marketing initiative targeted specifically at women travellers would provide an immediate bonus. The objective would be to cause women to feel that a travel brand is “A Brand for Me”. In particular, women travellers feel ignored and treated as second-class travellers compared to their male counterparts.
3.
WOMEN TRAVELLERS AND HOTELS

3.1.
Are Women Travellers Satisfied With The Hotels They Use?

The answer is NO! The majority of our respondents believe that hotels do NOT make special efforts to cater to women travellers. And yet over two-thirds would be more loyal to a hotel chain who did properly serve women customers! This represents a tremendous opportunity for hoteliers to improve performance to this important sector of demand. The good news is that the hotel trade does appear to be improving in its treatment of women travellers. 
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3.2.
So What Do Women Travellers Want From Hotels?

An improvement in security is a must. Women need to be offered safe rooms, hotel parking lots need to be secure and well lit, women’s room numbers must be private, fitness rooms must be safe, room service has to be available (with the option to be served by female staff) and bars/restaurants have to be places where women can go and feel both secure and comfortable. Above all improvements are required in the attitude of staff and their appreciation that security really does matter to the woman traveller. The rooms themselves must be clean, and have irons and ironing boards, skirt hangers and hair dryers and a good range of quality toiletries. 

A friendly, courteous, helpful staff attitude would achieve much, and women must feel that they are being treated the same as men in terms of upgrades and room quality.
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4.  
WOMEN TRAVELLERS AND AIRLINES
4.1.
Are Women Travellers Satisfied With The Airlines They Use?

Again the answer is NO! Only a very small percentage of our sample agree that the carriers make special efforts to cater to women travellers. And a hefty 71% state they would be more loyal to an airline that addresses the needs of women travellers. The problem is clear, and the opportunities very significant. On the plus side some women travellers have noticed an improved attitude from airlines.
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4.2.
So What Do Women Travellers Want From Airlines?

There are two areas where airlines need to improve, and improve significantly. The first is security. Security is not a problem on the aircraft, but more so when women travellers arrive at their destination airport. Many complain of arriving late at an airport, when security and transport seem non-existent, or of even being stranded at an airport. Women feel the airlines should accept responsibility for this and do something to alleviate their problems and concerns.

Of second importance is the friendliness and helpfulness of staff, especially in-flight but also ground staff. We received many complaints about on-board attendants being rude and unhelpful to women travellers. And there is a definite belief that men are given preferential treatment. Assistance with luggage is another gripe. On many occasions women travellers struggle with placing their overhead luggage, while being ignored by nearby attendants who appear to be either doing nothing, or chatting with male travellers!
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5.
WOMEN TRAVELLERS AND CAR RENTAL FIRMS

5.1.
Are Women Travellers Satisfied With The Car Rental They Use?

Car rental companies do NOT cater to the specific needs of women, according to a majority of our sample. And yet a significant 75% of women travellers would be more loyal to a car rental firm that addresses the needs of women travellers. Car renters have a very clear opportunity to improve their business with this important segment of demand.
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5.2.
So What Do Women Travellers Want From A Car Rental Company?

Security is of concern in all aspects of travel, including car rental. An overwhelming 83% of our respondents have a worry about their personal safety when renting a car. The major problem is picking the car up. Women have concerns, especially late at night, on waiting for the shuttle bus and then having to reach their car in parking lots, which are poorly lit and appear unsupervised. Women travellers are also adamant about being given clean, smoke-free cars and are seeking friendly, helpful service from staff. They also believe to an extent that men receive better treatment, especially on upgrades.
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6.
WOMEN TRAVELLERS AND AIRPORTS

6.1.
Are Women Travellers Satisfied With The Airports They Use?

Airports are not providing women travellers with the service they want. The airports do not understand that women have specific needs; consequently, they are not supplying the appropriate product. Security is a major problem, especially when women arrive at an airport late at night.
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6.2.
So What Do Women Travellers Want From Airports?

There are two areas where airports need to improve. The first is airport security. We received many complaints that airports do nothing to help women who arrive at an airport late at night, a situation which women see as potentially dangerous. They complain that security staff are nonexistent as they wait for a shuttle bus and/or make their way to the parking lot. Assistance with luggage is another concern. Women travellers complain of having to walk long distances between gates and terminal, invariably carrying luggage, laptops and handbags. Assistance in dealing with this problem is seen as a major way in which airports can provide a better service.
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APPENDIX A

METHODOLOGY

The Survey

This survey was conducted in 2010among women travellers based in the UK and USA. A total of 5200 online questionnaires were sent out, producing 371 complete responses. 
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Market Research for the Travel Industry

We conduct surveys amongst business and leisure travellers, senior decision-makers employed by airlines, airports, hotels, cruise lines etc as well as corporate travel departments, travel agents, TMCs and ITMs. Researching the travel sector requires special skills - above all an understanding of the leisure and business travel industry. We have this, having spent over 30 years working in international travel, in over 40 countries worldwide.
INDUSTRY SECTORS

· Airlines

Cruise Lines

· Airports

Tour Operators

· Hotels

Credit Card Companies

· Car Rental

Ferry Companies

· Online Travel Agents

Ports

· High Street Travel Agents

Train Companies

· Conference Centres

Inbound Operators

TYPES OF SURVEYS

· Customer Satisfaction

· New Product Development

· Brand Equity

· Pricing

· Market Segmentation

· Acquisition Surveys

· Feasibility Studies

· Sales & Marketing Effectiveness

· Online Surveys

· Tracking Surveys

SURVEY EXAMPLES

· Current and Future Usage of Travel Agents, Telephone and Online Booking

· Brand Equity of Online Travel Agents

· Impacts of Closing High Street Outlets and Going Online

· Customer Satisfaction Survey for European Airports Among International Airlines

· Segmentation of European Business Travellers

· Attitudes and Practices of Women Business Travellers

· Global Segmentation of Car Rental Customers

· Client Attitudes Towards Airline Alliances

· Hotel Feasibility Study in Major European Capital Cities

· Pricing Survey for a International Car Rental Group

· Customer Satisfaction with Caribbean Cruise Ports

PUBLISHED REPORTS


"Opportunities Among Chinese Luxury Travellers" 

"How the Travel Industry Should Cater to Female Travellers" 

"How to Effectively Market to US Travellers"

"How Travel Companies in China & Asia-Pacific Can Attract More European Tourists"

"How Airports in China & Asia-Pacific Can Improve Relationships with Airlines"

"How Airports in China & Asia-Pacific Can Effectively Market to Airlines"
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ABOUT CAP STRATEGIC RESEARCH

CAP Strategic Research (CAP) provides market research services covering China, Hong Kong, Singapore and other Asia-Pacific countries. We have a successful track record of conducting surveys in Asia based on 
(i) many years of living and working in the region 
(ii) in-depth knowledge and experience of specific industry sectors and 
(iii) providing strategic insights and “actionable” recommendations from senior executives who know your industry, have extensive international experience and - very importantly - have an “understanding of business”. We have over 25 years experience of conducting research for clients based in China, Asia-Pacific Europe and the US. With offices in China, Hong Kong and Singapore we are ideally placed to meet your research needs in Asia-Pacific.

For more information please contact:

Roger Thomas, CAP Strategic Research
Tel: +852 37508640
Email: roger@capstrategicresearch.com
Or

Keith Kong, CAP Strategic Research
Tel: +852 37508638
Email: keith@capstrategicresearch.com
Address: 1501-08 Millennium City 5, 418 Kwun Tong Road, Kwun Tong, Kowloon, Hong Kong.                                                                            
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