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Abstract

The COVID-19 epidemic has heavily hit the global tourism industry. This article reviews
the impact of pandemic on travel agencies and provide suggestions for them to develop multiple
resources and skills that distinguish in the marketplace. The traditional travel agencies should also
consider about their business value as well as their new roles for sustainable operations, such as
“bridging agency” with ability to provide valuable information; "certified agency" with professional
travel knowledge; "concierge agency" with ability to meet tailored made needs and "risk-managing
agency" with ability to analyze potential risks and market trends. The article also suggests that
tourism professionals need to develop their indispensable to the organizations and their individual
unique talents and specialization.
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