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				Abstract

				The tourism sector was most impacted by COVID-19, suffering from trip cancellations and mass layoffs. The return of this sector has brought a new reality: more demanding clients and personalized travel experiences, which has driven the emergence of the travel design market, especially in the luxury and high-end travel segments. Thus, the main objective of this study is to “idealize the professional travel design market that integrates meta-hospitality, competencies, knowledge, and specific skills for luxury tourism.” This exploratory and qualitative study considered the analysis of the highlighted themes and conducted interviews with six leading figures from the Brazilian travel design and luxury tourism market. As a result, this market was characterized by travel design, destination curation, experiences, and services offered to clients, the constant pursuit of knowledge and new skills, personalization and service innovation, and the building of relationships based on trust and meta-hospitality for its consolidation.

				Keywords: Luxury Tourism; Travel Design; Meta-hospitality; Stakeholders; Professional Market.

				Introduction

				The COVID-19 pandemic, declared in March 2020 by the World Health Or-ganization, brought challenges to global tourism. Due to the need for personal protection to avoid contracting the disease, the movement of people was drasti-cally reduced, with border closures and other measures being adopted (Barroso, 2020; World Health Organization, 2023).

				In addition to the health impact, with a total of 769 million infections and 6.9 million deaths recorded by August 2023, national borders were closed to the movement of people and services were interrupted, making the tourism market one of the most affected economic activities. Cancellations or rescheduling of ser-vices and trips resulted in mass layoffs of their respective employees, resulting in 63 million formal job losses globally, with 400,000 in Brazil alone, leading to a considerable social impact (Barroso, 2020; Matta et al., 2021; Statista, 2023) .
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				The return to normality is occurring gradually around the world, with special attention after the withdrawal of the global pandemic emergency by the World Health Organization in May 2023, whose projections indicate reaching levels re-corded before the pandemic in 2024, with Brazil already recovering its losses in 2023 (Fecomercio, 2024; United Nations World Tourism Organization, 2024)

				On the other hand, luxury tourism activities demonstrated greater resilience, registering a 50% revenue growth in 2021, driven by consumerism focused on quality of life, cultural enrichment, and experiential luxury. This led to a search for less dense destinations and closer contact with nature, while also requiring a broader professional repertoire to serve this segment of customers seeking something different and exploring destinations often less visited by mainstream travelers (CNN Viagem & Gastronomia, 2022; Sebrae, 2023) .

				The quest to meet these new demands, combined with the need for new rep-ertoires, knowledge and skills on the part of professionals in the tourism field, has driven a qualitative advance in service, highlighting maximum quality and personalization as basic aspects in the creation of tourist products and itinerar-ies, taking into account the characteristics and expectations of each client, con-solidating the foundations of the travel design market.

				The greater the detail in planning and structuring trips, the broader the list of stakeholders that will be used and, therefore, with whom travel designers will establish relationships for their operationalization, highlighting not only ac-commodation and transportation providers, but also tourism organizations and those representing tourist destinations, luxury tourism associations and high-end developments, specialized reception services, gastronomic spaces and cul-tural interests, among others.

				Therefore, this study aims to contribute to establishing the foundations of this new field of activity in travel and tourism, centered on the concepts of design, creation, planning and structuring of personalized itineraries and trips, taking into account the demands and profile of each client, understood in the context of luxury tourism, in the search for destinations different from those widely visited, and in the insertion of superior quality services, a high degree of sophistication, attention to detail and the quest to meet and exceed customer expectations.

				In order to understand this new market in tourism, the following question is proposed as a problem: How to idealize the professional travel design market that integrates meta-hospitality, skills, knowledge and abilities for luxury tourism?

				Once the study problem has been defined, the following general objective is also proposed: “To idealize the professional travel design market that integrates meta-hospitality, skills, knowledge, and abilities for luxury tourism.” The follow-ing specific study objectives and propositions are also proposed:

				Table 1. Objectives and Proposals

				
					Specific objectives

				

				
					Propositions

				

				
					a) Assess the relevance of hospitality and meta-hospitality in the travel design market for its consolidation.

				

				
					1. The consolidation of the travel design market is influenced by the ability of professionals to promote and maintain bonds of friendship and mutual trust based on hospitality and meta-hospitality.
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				Source: the author (2024).

				
					Specific objectives

				

				
					Propositions

				

				
					b ) Understand the availability of opportunities for preparation, training, search for repertoire and theoretical and practical knowledge of travel designers.

				

				
					2. The active search for cultural repertoire and theoretical knowledge is directly related to the ability of travel designers to create competitive and memorable itineraries for their clients.

				

				
					c) Investigate the main needs of the travel design market in the luxury segment, identifying opportunities for the development of specialized skills and knowledge.

				

				
					3. Opportunities for developing skills in the travel design market are concentrated in areas such as sustainability, service innovation, and personalized experiences.

				

				The methodological procedure adopted for this study is exploratory, with qualitative research, in which six professionals from the travel design market were invited, namely: two travel designers; two managing partners of luxury tourism and travel design companies; and two human resources managers, to understand the market and the role of travel designers, skills, competencies and fundamental knowledge, professional training, the insertion of meta-hospitality in this market and, finally, needs and trends.

				The interviews were conducted online, through the Teams platform, in the months of July and August 2024, using a previously established script, whose content analysis was carried out as instructed by Bardin (2011), with results pre-sented in their respective sections.

				Therefore, the following theoretical foundation section addresses the concepts that guide this study, namely the luxury tourism market and travel design, and lat-er, meta-hospitality. Subsequently, the methodological procedures section details the empirical steps of this study, followed by the results and considerations.

				Theoretical Foundation

				The Luxury Tourism and the Travel Design Market

				As defined by Vanhove (2016), tourism is an important economic activity whose core is the movement of people for no more than one consecutive year, moving a series of directly or indirectly interconnected activities, generating lo-cal development, as well as effects on their physical and sociocultural environ-ments, given the interactions between hosts and visitors (Acerenza, 2006; An-drade, 2002; Beni, 2001; World Tourism Organization, 2001) .

				Thus, tourism is an economic activity with diverse fields of study, given the complexity of human activities directly or indirectly linked to travel. The luxury travel segment stands out within this activity, with demand for which has grown in recent years, even during the pandemic (Jafari & Ritchi, 1981) .

				The concept of luxury is multidimensional, relative, subjective, and contextu-al. It is based on individual values focused more on internal than external con-cerns. Thus, as products considered luxury lose their exclusivity and rarity and 
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				become more popular, the consumption of luxury experiences begins to increase, as they represent a more discreet form of consumption and are less susceptible to imitation (Iloranta, 2019) .

				Service delivery is inherent to luxury and considered a standard in this seg-ment. However, beyond the technical concepts of service delivery, the human in-teraction that occurs between customer and employee stands out for enabling personalized and genuine service. This interaction not only meets the custom-er’s needs but often exceeds their expectations, becoming a service differenti-ator, adding value and providing a more meaningful and functional experience. (Ferreirinha, 2019; Iloranta, 2019) .

				Thus, luxury studies indicate that consumers seek meaningful and memorable experiences, rather than consumption or satisfaction with tangible or intangible attributes. Luxury experiences, like tourism, are considered more valuable than the acquisition of material items because they are unique and allow consumers, through travel experiences, to demonstrate their particular lifestyles, culture, and tastes (Ferreirinha, 2019; Iloranta, 2019) .

				The dynamics of luxury tourism are guided by the exceptional, an obsession with details, and strong emotional stimuli. The goal is to allow travelers to ex-perience opportunities that redefine their concepts of comfort and experiences. Therefore, services follow the path of personalization, with a warm and discreet attitude, dedicated to the art of anticipation (Ferreirinha, 2019).

				Luxury customers understand that service quality is paramount and are will-ing to invest in the best product available. They value exclusivity, pleasure, and formality. They generally seek products that combine experiences and sensa-tions, characterizing what is known as experiential luxury, with promotions cen-tered on exoticism for the more adventurous or exclusivity for the more selective (Ikkos, 2003; Perinotto et al., 2019) .

				Consumer behavior is compounded by hyperconnectivity, reflecting a ten-dency to reject mass-market products, services, or destinations, or even generic travel. Consumers are increasingly seeking unique experiences, designed with their needs and characteristics in mind, reflecting a desire for culturally authen-tic, sustainable destinations with greater contact with nature (Fraiz Brea, 2015; Schuster & Dias, 2023; Wachyuni & Kusumaningrum, 2022) .

				Therefore, travel design activity is based on the creation of such experienc-es, uniting the concepts of experience design, designing, planning and struc-turing itineraries and trips tailored to its clients, taking into account not only their profiles, but also their expectations, their travel objectives, their interests in connecting with the destination and the services offered, creating exceptional moments that will remain marked in their memories (Hsuan-An, 2018; Pine & Gilmore, 1999) .

				For this, connections and market relationships with several stakeholders are necessary for the logistical, financial and structured experience viability, the complexity of which is natural in the tourism market, but with greater care re-garding the levels of detail and the experiences offered to high-end customers, considering the day-to-day operations of such operations, thought out in detail.

				Stakeholder theory, first cited in Freeman (1984), directs the understanding of individuals and organizations that affect or are affected by the actions and objectives of a given company, whose relationship management is understood 
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				as a source of competitive advantage, capable of generating partnerships, joint innovations, co-creation of value, among other benefits of joint gains (Rocha & Goldschmidt, 2010) .

				Therefore, considering the activity of travel design, there are multiple stake-holders that influence it or are influenced by it, highlighting the primary stake-holders, such as the customers themselves, tourism agencies in the supply chain, airlines, hotel chains, tourist attractions, car rental companies, cruise lines, food and beverage companies, marketing and representation organizations, among others (Freeman et al., 2007) .

				In turn, the travel design activity also has a considerable range of secondary stakeholders, whose actions indirectly influence it at certain times, citing as ex-amples the tourism promotion and representation bodies or companies, both national and international, online and offline media, special interest groups, pro-fessional and representative associations, universities, teaching and research centers, among others (Freeman et al., 2007) .

				Such daily relationships, both with customers and market stakeholders, aim-ing to facilitate high-standard travel, are guided by the ethical principles of hos-pitality, welcome, receptiveness and mutual trust, not only for the development and growth of the market and economic relations themselves, but for the deliv-ery of the best possible travel experience, the concepts of which are presented in the following section.

				Meta-Hospitality

				Hospitality is a series of customs and behaviors related to life in society, based on manifestations of altruism, benevolence and ethical principles observed, there-fore, in the various spaces and domains of everyday human relations, highlighted by Lashley (2000) and Camargo (2004), where the characteristics are described as relationships in private, social, commercial and also virtual environments.

				However, unidirectional relationships, in which a visitor is received by his host and welcomed by him, make the exchange of roles possible when there is a temporary state of mutuality and meta-hospitality, whose emotional transaction is not restricted to the offer of food, drink, shelter and entertainment as a mere commercial or social instrument, but is configured as a momentary exchange of roles, based on mutual recognition, in which both assume the roles of hosts and guests (Lugosi, 2008) .
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				Figure 1. Forms and manifestations of hospitality

				Source: Lugosi (2008, p. 141).

				The concepts of meta-hospitality add value to encounters based on hospital-ity, as they consolidate the path towards absolute hospitality, based on ethical and emotional aspects, thus separating itself from conditional and mundane hospitality, directed towards activities of merely meeting demands related to the guest’s accommodation and food (Derrida, 2000; Lugosi, 2008; Poulston, 2015) .

				Such acts are observable when there is a meeting between people who have the capacity to be hospitable, or who possess hospitality, whose virtues extend from the desire, interest and compassion for others and for helping others in dif-ficulty, to receiving friends, or the desire to receive and have company for pleas-ure, for entertainment activities or pastimes. (Lashley, 2015; Telfer, 2000) .

				The space created through hospitable attitudes and emotional exchanges seeks reciprocity among those involved, who feel equally like owners or hosts of this environment or moment. Even in a commercial context, where the service is provided with a payment at the end, this space becomes a place of intimacy and attachment. In this dynamic, the visitor or client eventually assumes the role of host, offering hospitality to the one who previously welcomed them (Camargo, 2015; Lugosi, 2008) .

				Signs of meta-hospitality can also be seen in Teng (2011), when he describes the commercial hospitality environment, in which the relationships between the host or collaborator and their guest or consumer are involved in mutually creat-ed experiences, with emotional, social and functional benefits for both.
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				Figure 2. Commercial hospitality model

				Source: Teng (2011, p. 873).

				In this context, the host carries with him the atmosphere and the work envi-ronment, which are the bases to allow adequate service delivery, while, on the other hand, the client or guest carries with him his cultural roots and his needs or expectations for the service encounter. 

				The author also describes the presence of other guests or clients in comple-menting the space and being part of the experiences created, given that me-ta-hospitality involves everyone present in the space or in the interactions, and everyone is responsible for the constant exchange of roles in the search for mu-tual experiences of hospitality and welcome.

				In seeking to understand the travel design market, the travel designer pro-fession, and the existing relationships—among other topics in the Brazilian con-text—this study details its methodological procedures in the following section.

				Methodological Procedures

				Given the proposed objectives, the general goal being to conceptualize the travel design market, integrating meta-hospitality, competencies, knowledge, and skills for luxury tourism. This study adopts an exploratory approach. This type of research seeks to investigate phenomena or even “examine a topic or research problem that has been little studied, about which we have many questions, or that has not been addressed before” (Sampieri et al., 2013, p. 101) . The objective is to broaden the researcher’s familiarity with an environment, fact, or phenomenon by analyzing, in the present context, the concepts of the travel design market and the professional practice of travel designers. (Marconi & Lakatos, 2003; Veal, 2011) .
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				To this end, the qualitative method is adopted, in which we seek to understand and interpret social, cultural or human phenomena through the meanings, expe-riences and perspectives of the interviewees (Souza Minayo, 2012) , choosing professionals working in this market, defined as follows:

				Table 2. Identification of interviewees and current positions

				Source: the author (2024).

				
					Positions

				

				
					Interviewees

				

				
					Description

				

				
					Travel designers 

				

				
					Travel designer 1

				

				
					Premium travel consultant, blogger, and travel agency partner with a high-end tour operator.

				

				
					Travel designer 2

				

				
					Travel designer with a blog and travel agency, working in partnership with a luxury tour operator.

				

				
					Company directors

				

				
					Managing Partner 1

				

				
					Managing partner of an operator operating in the luxury market, focusing on exclusive destinations, especially for groups.

				

				
					Managing Partner 2

				

				
					Managing partner of a high-end operator, one of the pioneers in the Brazilian tourism market.

				

				
					Human Resources

				

				
					Human Resources 1

				

				
					Human Resources Director of a large luxury tourism company, one of the pioneers in the Brazilian high-end market.

				

				
					Human Resources 2

				

				
					Human Resources Manager for a luxury travel company.

				

				These choices were made with the aim of understanding the vision of recog-nized professionals in the Brazilian travel design market, directly linked to the development and design of luxury travel and relationships with high-end clients, or in support of these professionals and this market, with regard to talent and human resources management.

				The interviews, conducted online via Teams in July and August 2024, followed a previously established script, beginning with the researcher’s introduction, the study topic, its rationale, and the study objectives. Twelve questions were then asked to understand the interviewees’ perspectives, experiences, and perspec-tives, spanning the following seven categories:

				Identification of interviewees and current position;

				travel design market, requirements and the role of travel designers;

				Main skills, competencies and knowledge;

				Training and preparation of travel designers;

				Meta-hospitality in the travel design market;

				Current professional shortages;

				Market trends.

				The contents were recorded and later transcribed, eliminating language defects and speech repetitions, allowing their analysis as instructed by Bardin (2011), comprising three axes: 1) pre-analysis; 2) exploration of the materials and con-tents obtained; 3) processing of the results, in order to make them speakable.
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				The results section, below, is therefore composed of six subsections, taking into account the categories of the interview script, in which the contents ob-tained are presented, as well as related to the bibliographical references studied and which guided the present methodological procedure.

				Results

				As mentioned above, the results section presents excerpts from each inter-viewee’s statements, organized into tables and divided into six subsections based on the question categories. Following Bardin (2011), the statements and tables were analyzed and interpreted, aligning them with theory.

				Travel Design Market, Requirements and the Role of Travel Designers

				This first subsection addresses the interviewees’ understanding of the travel design market. To this end, we asked about their perception of the travel design market, the role and services expected of travel designers by clients, especially those specializing in high-end and luxury travel.

				Table 3. Interview results: Travel design market, requirements, and the role of these professionals

				Source: the author (2024).

				
					travel design market, requirements and the role of these professionals

				

				
					Travel designer 1:

					“Helping other people plan trips — and they often don’t have the time — […] knowing what’s out there in the world, staying up-to-date, doing research, curating […] and bringing it to people who want to organize their trips in a more complete, more guided, and easier way.”

				

				
					Travel designer 2:

					“Helping people organize a trip, beyond the main structural aspects of hotel reservations, car rentals, and travel logistics. [...] The travel designer ‘s role is to go beyond the structural reservations and create a trip tailored to the traveler’s profile.”

				

				
					Managing Partner 1:

					“Research and obtain information about the best destinations for each client, have broad knowledge to know what will happen with each of the different client profiles, according to their desires and dreams […] And find the best itineraries, which can be with operators or DMCs ( Destination Marketing Companies )”.

				

				
					Managing Partner 2:

					“You design the customer’s travel experience. Understand their current stage of life, their financial maturity, and their motivation for traveling. Most importantly, instill confidence in them by searching for a better price within their budget.”

				

				
					Human Resources 1:

					“Professionals who have a very strong sense of experience, a very strong sense of customer service, of offering excellent understanding, of understanding the customer’s needs.”

				

				
					Human Resources 2:

					“Understanding what to offer each client [...] And the travel designer is there to bring the best content from that destination, that trip, that product to the client. It’s about ensuring that the client’s desires are met in the best possible way.”
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				Considering the statements and examples given by the professionals inter-viewed, the travel design market involves the organization and design, in detail, of tailor-made trips for clients seeking unique experiences on their trips, struc-tured taking into account the various stakeholders of the tourism activity and services, based on high quality standards.

				This professional characteristic is in line with what Ferreirinha (2019) ex-plains, when observing that, through travel experiences, customers seek to demonstrate their lifestyles, culture and particular tastes, coming into contact with experiences that redefine their concepts of comfort, through personalized services, with a warm and discreet attitude.

				To achieve this, these professionals must know how to listen to their clients so they can serve them, understanding the best itineraries and services to be included, which requires a high level of study and curation of the services available in each of the destinations offered, according to the client’s stage of life and financial maturity, as discussed by Managing Partner 2 and Human Resources professional 1.

				This practice, as observed in the statements of Travel designer 2, goes beyond the insertion of main or structural services (hotel, car, logistics), considering the details of experiences that exceed the expectations of its customers, bringing together, for this, fundamental stakeholders such as tour operators and DMCs, as stated by Managing Partner 1, corroborating Rocha and Goldschmidt (2010), when dealing with the relationship with stakeholders aiming at the development of partnerships for joint innovations and co-creation of value, this being a funda-mental path in tourism for competitiveness.

				Main Skills, Competencies and Knowledge

				In the field of skills, competencies and knowledge, questions were raised about which of these aspects are essential for professionals in the field, as well as whether the active search for new knowledge and repertoires is also considered fundamental for the delivery of competitive services and products to customers.

				Table 4. Interview results: key skills, competencies, and knowledge

				
					Main skills, competencies and knowledge

				

				
					Travel designer 1:

					“Be curious and always eager to learn. [...] Have an emotional way to deal with problems, be a good problem solver [...] Have an open mind and be sensitive to listening to people.”

				

				
					Travel designer 2:

					“A lot of attention, a lot of method, a lot of process, a lot of skill with systems, with reservations, with budgets and everything.”

				

				
					Managing Partner 1:

					“The spirit of service. Understanding that we’re there to provide a service to our clients. [...] Technically speaking, languages. If someone wants to work in the luxury market (and doesn’t speak English), they miss out on a lot of opportunities.”
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				Source: the author (2024).

				
					Main skills, competencies and knowledge

				

				
					Managing Partner 2:

					“You have to have a thirst for knowledge [...] curiosity determines a professional’s ability to thrive in this market. Public speaking is another fundamental skill, as is having correct Portuguese, being able to communicate clearly, being assertive and polite. [...] And technical skills: knowing the systems, managing client data with great care.”

				

				
					Human Resources 1:

					“First, get to know yourself and how you adapt your profile to the client’s. Understand each client’s style. Know how to ask questions. You need to have a broad understanding of the client’s general culture so you can converse with them on equal terms. About places, countries, the culture of that place, and about that client specifically.”

				

				
					Human Resources 2:

					“Have flexibility. Someone who is too rigid, who can’t deviate from what’s not defined, won’t be able to work in tourism (events like system bugs, volcanoes, etc.). Technical knowledge, terminology, and on-the-spot knowledge of destinations, and good communication skills.”

				

				The main skills observed as inherent to the professional travel designer are curiosity and the desire to learn about destinations, cultures and services of-fered, as noted by Managing Partner 2, Travel Designer 1 and Human Resources 1. Also noteworthy are knowledge of languages, attention to detail, knowledge of systems and technical terms used in the field, as noted by Travel Designer 2, Managing Partner 1 and Human Resources 2.

				Other fundamental skills and competencies, also mentioned, are emotional intel-ligence and flexibility to deal with problems and unforeseen events, as mentioned by Travel Designer 2 and Human Resources 2, in addition to good public speaking and assertive and kind communication with the client, knowing which questions and speeches to ask, as mentioned by Managing Partner 2 and Human Resources 1.

				These skills are also commented on by Ikkos (2003), Perinotto et al. (2019), Ferreirinha (2019) and Iloranta (2019), when they indicate that maximum qual-ity as a service standard for luxury tourism is non-negotiable and a primary fac-tor for any trip of this standard, in which the aim is to provide personalized and genuine service to the needs of customers, aiming to exceed their expectations, through memorable and meaningful experiences, and the obsession with details in search of the exceptional, with the customer being willing to invest in the best product and the best experiences available.

				Training and Preparation of Travel Designers

				In this category, the training opportunities for travel designers were discussed with the interviewees, both for new entrants and for those already in the market, questioning the existence of courses, both internally and externally to compa-nies, as well as whether the training opportunities would be concentrated on sustainability, innovation in services and personalization of experiences.
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				Table 5. Interview results: Training and preparation of travel designers

				Source: the author (2024).

				
					Training and preparation of travel designers

				

				
					Travel designer 1:

					“Lots of online courses. Very fast and full of promises.”

				

				
					Travel designer 2:

					“I know some specific people on the internet, that in recent years, several people have appeared who write scripts and teach how to write scripts.”

				

				
					Managing Partner 1:

					“Formal training for colleges. […] And secondary training for coaches, linked to tourism.”

				

				
					Managing Partner 2:

					“No, I haven’t seen it. I think tourism school hasn’t evolved much since I graduated, in terms of practical experience. I think there’s a lot of practical experience missing.”

				

				
					Human Resources 1:

					“Education only at college, and the entire university aspect is not being given due importance […] So, these are people who like to travel, who associate education with travel.”

				

				
					Human Resources 2:

					“Fewer and fewer people are taking tourism courses. We’re bringing in people from other markets who enjoy traveling.”

				

				In all interviewees, the prominence of online courses was observed, offered by coaches and experts in the field. Despite the limited options, they represent good opportunities, since the internet has become an important channel for sharing knowledge, experiences, and diverse experiences.

				In this discussion, criticisms of faculties and higher education courses in tour-ism stand out, which, according to the interviewees, have evolved little in Brazil, focusing mainly on theoretical knowledge and little practical experience, result-ing in attracting few students over time.

				There’s also little mention of a shortage of courses focused on sustainability in tourism, although some comments indicate their importance. In this area, cours-es on service innovation, using online sources and artificial intelligence, and per-sonalized services focusing on new destinations, new services, and new tourism experiences, are prevalent.

				All these components are inherent to tourism training, which is comprehen-sive and complex, as reported by Jafari and Ritchi (1981), given the demand of this market for a comprehensive vision and understanding of the elements that comprise it, encompassing means of transport, hotel and restaurant manage-ment, sociology, history, anthropology, geography, ecology, marketing, among other fields ( Jafari & Ritchi, 1981).

				Meta-Hospitality in the Travel Design Market

				The theme of meta-hospitality was discussed during the interviews through reflections that took into account its presence in the daily relationships between professionals and their stakeholders, with special emphasis on clients, but also involving suppliers and commercial partners, official bodies, managers, among others, and its importance for the consolidation and strengthening of the profes-sional travel design market.
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				Table 6. Interview results: Meta-hospitality in the travel design market

				Source: the author (2024).

				
					Meta-hospitality in the travel design market

				

				
					Travel designer 1:

					“It depends on how long you’ve been interacting with people. I think it does exist, but not immediately and not with everyone. [...] It’s when the client starts to like you and starts recommending you.”

				

				
					Travel designer 2:

					“This is very common with repeat customers. They know that even if something doesn’t meet their expectations, they see it within a set of actions. And they understand that, within those countless elements of the service, they understand.”

				

				
					Managing Partner 1:

					“What matters is the relationship of trust I develop with you. [...] These aren’t friends who become clients. These are clients who [...] will value your work, will understand the cost and how much the actual work is worth. They’ll pay whatever fee you want, because they believe the results and delivery will be much greater.”

				

				
					Managing Partner 2:

					“You don’t cross the professional and personal lines. An employee will never be a friend to the client. They can’t put themselves in that role, even if the client has that openness and intuition.”

				

				
					Human Resources 1:

					“When you establish a relationship of trust and credibility with a client, I believe this is natural. This client also brings important contributions. Clients who treasure experiences and travel experiences, and who share these tips (with the travel designer) to improve the process. But it’s not a rule; I would say it’s an exception.”

				

				
					Human Resources 2:

					“I realize that the customer’s relationship is very much with the brand. Sometimes, someone who was serving that customer leaves the company and a new one arrives, and it’s the customer who welcomes and embraces that employee. [...] So, when you truly strengthen your brand, or even your personal brand, we see many people who already have their own customers, who, wherever they go, end up taking them with them.”

				

				In this topic, client relationships were discussed extensively, with particular at-tention paid to long-standing, established relationships. Thus, based on most of the interviewees’ statements, it was noted that such relationships develop when there is mutual trust, leading to a more relaxed approach in most cases. Clients begin to provide travel designers with tips on attractions, destinations, and services they ‘ve visited, seeking to enhance their knowledge and help them sell some of these products more confidently, resulting in the development of their professional rep-ertoire, as well as recommending their services to their acquaintances.

				Such relationships can occur both between customers and a specific employ-ee, when the employee is recognized for the high quality of his/her services and his/her ability to convey trust to his/her customers, and between customers and a company, when this high level of quality is perceived as a characteristic of that company and its employees, as stated in Human Resources 2.

				Such relationships, as demonstrated by Lugosi (2020), aim to develop more experiential and emotional moments, when both parties feel like hosts of the environment or moment of interaction, and where both seek to offer hospitality to each other. In this way, mutual experiences are created, generating emotional, social, and functional benefits (Teng, 2011).
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				However, the statement by interviewee Managing Partner 2 stands out, indi-cating that this path can be dangerous, conveying a false idea of friendship be-tween clients and travel designers, in the sense that service and products are not delivered with the same level of quality expected of these professionals. Thus, the professional emphasizes that crossing the line of professional relationships can create a misleading perception of the travel designer.

				Current Professional Shortages

				The category of shortages in the travel design market took into account reflec-tions on skills, competencies and knowledge that, according to the interviewees, are fundamental to travel designers, but which are currently lacking in the market.

				Table 7. Interview results: Current professional needs

				Source: the author (2024).

				
					Current professional shortages

				

				
					Travel designer 1:

					“More study on market innovations and specializations on various products.”

				

				
					Travel designer 2:

					“Calculate the values of the itineraries, […] communication of the service and the sales part as well”.

				

				
					Managing Partner 1:

					“Emotional balance and expectations of working in this market, long-term commitment, language skills, and a combination of operational and commercial knowledge.”

				

				
					Managing Partner 2:

					“I see, as a market shortage today, […] the issue of the language barrier and this issue of knowledge (lack of continuous training and search for new knowledge)”.

				

				
					Human Resources 1:

					“Professionals willing to seek information, knowledge and fundamental skills for organizing and selling trips.”

				

				
					Human Resources 2:

					“Language, lack of on-site knowledge of destinations and use of new technologies to improve their own development.”

				

				In general, the lack of continuous study and the pursuit of new knowledge and information was the most discussed point, highlighted as a lack of curiosity or disinterest among professionals wanting to enter this market. Another point dis-cussed is the lack of knowledge or practice of the English language, considered of considerable importance to the tourism market. Because of this lack of profi-ciency, many opportunities are missed, such as familiarization visits ( famtours ), contact with suppliers, and even participation in trade events.

				Other points highlighted are the lack of practice in calculating product values, lack of emotional balance and expectations when working in this market, due to the fact that it is thought that the professional travel designer will travel more frequently than reality indicates.
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				Market Trends

				Finally, the topic of “trends” was also discussed in the interviews conduct-ed, focusing on fundamental skills, knowledge and competencies, the results of which are observed below.

				Table 8. Interview Results: Market Trends

				Source: the author (2024).

				
					Market trends

				

				
					Travel designer 1:

					“People want to travel, but it’s no longer to see a tourist attraction. People want to travel to simply experience the place. And there are more common experiences, less about the tourist attraction and more about what people can experience.”

				

				
					Travel designer 2:

					“I think the trend, with what’s happening in Europe, is to rethink some places.”

				

				
					Managing Partner 1:

					“Closer, more trusting relationships between customers and suppliers are fundamental for our market.”

				

				
					Managing Partner 2:

					“We have to pay attention to sustainability (new destinations and trips to places unknown to the general public). I think another trend is celebratory travel. [...] Cruises have grown significantly in the Brazilian market in recent years.”

				

				
					Human Resources 1:

					“How do we cater to audiences who don’t want a traditional itinerary? On the other hand, how do we attract a younger audience who wants a unique experience?”

				

				
					Human Resources 2:

					“The big trend is to delve deeper [...] into destinations, choosing destinations where you’re an expert so you can offer this to customers with more confidence. [...] The experiences you offer are what will really make the difference.”

				

				The interviewees’ statements align with the themes of innovation in tourism, personalized experiences, and sustainability, seeking new destinations and new travel experiences that go beyond the mass-market, popular, or already tradi-tional. In this regard, the statement by travel designer 1 stands out, emphasizing the interest in not just visiting a destination, but experiencing it more intensely. Managing partner 2 Padovani also highlights family celebration trips and points to the growth of the cruise market in Brazil.

				The highlighted reports reflect the trends described by Perinotto et al. (2019), who describe the search for products that combine experiences and sensations, characterizing the so-called experiential luxury, as well as by Ferreirinha (2019), who observes that travelers seek to come into contact with opportunities that redefine their concepts of comfort and their experiences.

				These trends also corroborate the rejection of generic trips or mass-market destinations, with the main focus being the desire for culturally genuine, sustain-able destinations and relationships, with greater contact with nature (Fraiz Brea, 2015; Schuster & Dias, 2023; Wachyuni & Kusumaningrum, 2022) .

				Another trend highlighted, particularly by interviewee Managing Partner 1, is the development of meta-hospitality-based relationships between companies and travel designers and their clients, which will strengthen bonds of trust and 
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				strengthen this market. In this context, Lugosi (2008) emphasizes that meta-hos-pitality is not limited to instrumental exchanges of food or shelter, but rather encompasses a more existential and emotional relationship, where there is rec-ognition, trust, and mutual acceptance, generating momentary role exchanges, in which both assume the roles of hosts and guests.

				Considerations

				This study sought to understand and conceptualize the professional market for high-end travel design from the perspective of meta-hospitality and the skills, competencies, and knowledge essential for its consolidation. To this end, we ex-amined the theoretical foundations of the luxury and travel design markets, as well as meta-hospitality, and conducted six interviews with renowned profes-sionals from the Brazilian travel design and luxury travel scenes.

				Having achieved the overall objective proposed for the study, the concept of the travel design market considers professional travel designers prepared in tech-nical aspects and with sufficient repertoire to connect their clients’ profiles and requests with the ideal destination. This term and nomenclature are based on the concepts of experience design, which aim to create memorable moments, de-signed for each client, taking into account their highest expectations of travel, services, and tourist experiences.

				In technical aspects, this professional and this market are focused on curating tourist destinations and services, aiming at the delivery and organization of trips within the established conditions, such as dates, number of days, costs, logistical conditions, accommodation, gastronomy, travel insurance, sanitary and health conditions, reservations for attractions, events and tickets, among other experi-ences, which are differentiating factors of each trip, among other services includ-ed, always seeking innovation in comfort and experiences.

				Therefore, the travel designer is someone who, continuously and frequently, establishes a study agenda in the search to build such a repertoire, in addition to establishing connections with the various stakeholders in the tourism market, with the aim of offering the best conditions and the most improved and accurate information about travel, services and tourist destinations to their clients.

				It is also the role of these professionals to continuously innovate, as well as to be ahead of market trends regarding new opportunities, destinations, tech-nologies and services in general, so that they can offer them to their respective clients, ensuring security, convenience and trust in all moments of interaction, consultations and service reservations.

				In addition to building relationships based on meta-hospitality, aiming to strengthen ties between the professional, representing an organization, and its clients, but without deviating from their professional commitments and the premise of providing tourism services that they propose to deliver, taking into account the highest quality standards.

				Achieving the general objective also led to achieving the specific objectives, which serve as the basis for defining the study propositions, which will be ad-dressed in the following sections. The first, understood as “the consolidation of the travel design market is influenced by the ability of professionals to foster and 
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				maintain bonds of friendship and mutual trust based on meta-hospitality,” was confirmed, given the importance of building solid relationships between profes-sionals, clients, and other stakeholders for the consolidation and strengthening of the travel design market.

				However, there are reservations on this topic, considering the statements of Managing Partner 2, so that the relationships established are not confused with friendship, which would be seen as a release of the employee’s obligation to maintain the quality of their services at the highest levels.

				The second proposition, “the active pursuit of cultural repertoire and theoret-ical knowledge is directly related to travel designers ‘ ability to create competitive and memorable itineraries for their clients,” was also confirmed, given the (still) limited choice of courses and training available on the market, and the lack of attention or updating of higher education tourism programs in Brazil. It is the responsibility of travel designers to find ways to update and enrich their techni-cal, practical, and cultural knowledge to deliver more competitive services. These methods include on-site visits to destinations and tourist services, online and offline reading, searching for available courses and training, and conversations with other professionals in the market at meetings, lectures, conferences, events, or classes, among others.

				The third proposition, “opportunities for developing skills in the travel design market are concentrated in areas such as sustainability, service innovation, and personalized experiences,” was partially confirmed, given that the topic of sus-tainability is still little addressed in the market, with care taken not to convey the impression of low-quality services. However, it was observed, in interviews, that opportunities are beginning to emerge linked to the need to inform professionals about the provision of low-carbon services or the elimination of carbon emissions, in addition to the preference for destinations that are still in line with their tourism balance levels, or that do not yet suffer from the phenomenon of overtourism.

				On the other hand, topics such as service innovation and personalized experi-ences are highly valued, as they seek to enhance professionals’ qualitative capa-bilities in service delivery, raising market standards. To this end, it’s recommend-ed to study new technologies such as artificial intelligence, seek out sources of information about destinations, experiences, and services, and continually im-prove one’s English, which is considered essential for professionals seeking to seize the market’s opportunities.

				The professional travel design market has been attracting attention in the travel agency and organization scene in Brazil and around the world, attracting numerous interested parties and opening up new opportunities for training and career advancement in the country.

				Therefore, new research is needed, involving travel designers, clients and the greatest possible diversity of marketing stakeholders, aiming at theoretical deep-ening and a greater understanding and reflection on the highlighted topic, given the little discussion that exists about this activity, still restricted only to day-to-day marketing practices.

				On the other hand, and considering the dynamism of tourism activity, travel interests, tourism profiles and segments, and the development of new destina-tions and services, it is suggested that the concepts of this new travel design mar-ket be used. and professional travel designers in undergraduate and postgraduate 

			

		

	
		
			
				RTA | ECA-USP | ISSN: 1984-4867 v. 36, n. 00, e025004, 2025.

			

		

		
			
				Guizi, A. A. & Wada, E. K.

			

		

		
			[image: ]
		

		
			
				18

			

		

		
			
				courses in tourism and hospitality, this being a new level in the search for in-creasingly personalized and experiential trips.
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Abstract

The tourism sector was most impacted by COVID-19, suffering from trip cancellations
and mass layoffs. The return of this sector has brought a new reality: more demanding
clients and personalized travel experiences, which has driven the emergence of the travel
design market, especially in the luxury and high-end travel segments. Thus, the main
objective of this study is to “idealize the professional travel design market that integrates
meta-hospitality, competencies, knowledge, and specific skills for luxury tourism.” This
exploratory and qualitative study considered the analysis of the highlighted themes and
conducted interviews with six leading figures from the Brazilian travel design and luxury
tourism market. As a result, this market was characterized by travel design, destination
curation, experiences, and services offered to clients, the constant pursuit of knowledge
and new skills, personalization and service innovation, and the building of relationships
based on trust and meta-hospitality for its consolidation.

Keywords: Luxury Tourism; Travel Design; Meta-hospitality; Stakeholders; Professional
Market.

INTRODUCTION

The COVID-19 pandemic, declared in March 2020 by the World Health Or-
ganization, brought challenges to global tourism. Due to the need for personal
protection to avoid contracting the disease, the movement of people was drasti-
cally reduced, with border closures and other measures being adopted (Barroso,
2020; World Health Organization, 2023).

In addition to the health impact, with a total of 769 million infections and
6.9 million deaths recorded by August 2023, national borders were closed to the
movement of people and services were interrupted, making the tourism market
one of the most affected economic activities. Cancellations or rescheduling of ser-
vices and trips resulted in mass layoffs of their respective employees, resulting
in 63 million formal job losses globally, with 400,000 in Brazil alone, leading to
a considerable social impact (Barroso, 2020; Matta et al., 2021; Statista, 2023) .
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