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- Methodology

Survey specifications Sample sizes:

« Markets surveyed: Australia, Brazil, Canada, China, Denmark, France, Germany, India, Republic of Ireland, Ital

Japan, the Netherlands, Norway, Russia, Saudi Arabia, South Korea, Spain, Sweden, UAE, USA Australia 502
Brazil 503

- Target: Males and females aged 18 and older who have travelled abroad in the past 5 years Canada 500
- Fieldwork period (Wave 4): 10th — 23rd February 2022 cl::;':‘: 15(())21
« Data collection: online interviews on Access Panel; Quotas on gender, age and regions, same questionnaire Japan 501

basis as for waves 1, 2 and 3with some additional questions Saudi Arabia 503

. . . ) ) South Korea 500

- Sample size: 11,000 interviews. Trended data is calculated at a constant perimeter (based on the 13 markets* UAE 505

surveyed in Wave 1, 2 and 3) — Links to Wave 1 report / Wave 2 report / Wave 3 report USA 1,028

« *(Australia, Canada, China, France, Germany, India, Republic of Ireland, Italy, the Netherlands, Norway,
Spain, Sweden, USA)

Total long-haul 6,044

Denmark 501

Sample size

France 500
» Note: international surveys involve a cultural factor in the way respondents express their opinion. Commonly, German 502
Indian and Chinese respondents tend to be very positive in their answers compared to European markets. Itis [N 500
aavised to take account of these cultural factors in cross-market analysis, particularly between long-haul and Ital 500
short-haul results. The Netherlands 500
Useful definitions: Norwa 501
. .. , o Russia 509
* European Intenders = those who intend to travel to Europe + Britain intenders = those who intend to travel to Britain Spain 500
* England Pot Visitors = those who intend to travel to - Large city intenders = those who intend to travel to any Swed 501
England large city weden
. . s . Total short-haul 5,013
General guidance on statistical confidence level: Total 11,057

Sample Size 100 200 300 400 500 700 1,000
\EIINeIR=Tiel i +/- 8% +/- 6% +/- 5% +/- 4% +/- 4% +/- 4% +/- 3% T
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https://www.visitbritain.org/sites/default/files/vb-corporate/Documents-Library/documents/international_covid-19_sentiment_research_-_wave_1_2021.pdf
https://www.visitbritain.org/sites/default/files/vb-corporate/international_covid-19_sentiment_research_wave_2.pdf
https://www.visitbritain.org/sites/default/files/vb-corporate/international_covid-19_sentiment_research_wave_3_report_final.pdf

B Survey context and interpretation
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(*) UNWTO Recovery Tracker: https://www.unwto.org/unwto-tourism-recovery-tracker Eu'ﬁ?“’f”ﬁh rarruees : & Scotland | Alba dk

Understanding consumer sentiment towards international travel during the COVID-19 pandemic:

VisitBritain, Visit Wales, VisitScotland and London & Partners commissioned research to understand international consumer sentiment towards
international travel, in order to inform their destination planning during the challenging era of the COVID-19 pandemic.

The research aims at scoping the overall travel sentiment and attitudes, mapping causes of travel, measuring the competitive position of Britain’s
destinations in consumers’ minds and mapping drivers of a visit to Britain. Data must help stakeholders prioritize marketing efforts in 2022.

This report shows results of the fourth wave, which took place 10th — 23rd February 2022. It includes data trends vs wave 1 conducted from 4t
to 15" December 2020, wave 2 conducted from 24t March to 5" April 2021 and wave 3 conducted from 23rd August to 6th September 2021.

Interpreting the survey results in a changing travel context

Consumers’ sentiments are in essence subject to the context evolution and particularly the sanitary and geopolitical environment impacting travel
restrictions and effective choices of destinations available to consumers, which are changing almost every week. Travel intent should therefore be
interpreted more as travel “desire” and not actual booking behaviours. This is a study about people’s perception, travel intention and reassurances
needed for future, rather than what they can do now or at the time they were surveyed.

Based on the TCI-Travelsat Sentiment Tracker monitoring e-reputation of travel and destinations(*), the reputation of Britain in social conversations
was comparable to the level observed in Wave 3 (positive, but slightly below the European average). The war in Ukraine (24" Feb) started right
after the fieldwork ended with the completion of the very last interviews (23 Feb), therefore the unstable geopolitical environment in Europe had a
limited impact in answers collected. Data from the Russian market should obviously be taken as a pre-war state of opinion.

Please see the next slide to see this illustrated.
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https://www.unwto.org/unwto-tourism-recovery-tracker

Britain-related reputation context during fieldwork

UNWTO Recover Tracker — TCl/Travelsat Net Sentiment Index (UK)

The Net Sentiment Index measures the polarity of web social conversations in relation to the destinations (%positive - %negative posts and
articles linked to Britain)

Fieldwork Fieldwork = 2 Wave 4

100 Wave 1 Wave 2 Eountry Jan Feb YTD Region Jan Feb YTD

Europe 49 34 41
0
UK Variant
Covid crisis start
-100
Jan. 2020 July 2020 Jan. 2021 July 2021 Jan. 2022

United Kingdom 24 17 20

Source: Travelsat “sentiment” data measure the state and dynamic of destinations’ and travel brands’ e-reputation built

from global web social conversations “at large”, shared by medias, consumers, companies, citizens, brands, and officials. -

Sentiment is not predictive of travellers' planning alone, BUT a positive e-reputation is essential to generate favourability Eu —— %
Research

: '1
towards destinations and travel brands, particularly in a post-crisis management context. ;%?Sggtland | Alba él;‘i‘
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B Respondents’ financial situation (Trends)

Attitudes in relation to consumers’ spending power are quite stable, with the majority of respondents not really affected or even

better off than before.
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affected 37% ®.37%
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Better off than before 16% @-++-................. '-'T’S"’./; .....
Impacted negatively 7% 7% 6% 7%

Dec. 20 March 21 August 21 February 22

Q25. How would you qualify your spending power for the next 12 months in comparison with your
situation before the outbreak of coronavirus?

Trend calculated at constant perimeter (13 markets consolidated)
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B Respondents’ financial situation (Short-haul)

Spending power uncertainties remain visible in Southern European markets surveyed, while Nordic markets and the Netherlands
show more optimism about their financial situation.
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B Respondents’ financial situation (Long-haul)

In LH markets, Japan, Brazil and South Korea express higher financial uncertainties, while the majority of North Americans,
Chinese, GCC markets and Indians say they are not really affected or even better off than before.
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Bl Overall travel intentions: summary

While the choice of the destination remains open among most planners, the overall travel intentions continue increasing with more than half of
respondents definitely planning a trip abroad in the coming 12 months.

Beyond holiday motivations, visiting friends and relatives is still a significant purpose of travel for a third of respondents on average.

Half of SH intenders consider May to September for the next trip abroad. Travel planning spans over a larger window among LH travellers,
however, in several markets a trip by the end of summer is also considered.

The younger generation again shows the highest propensity to travel internationally across most SH and LH markets.

Opportunity to travel for those who are better off (or not impacted) financially remains high, but uncertainty in financial situation is not hugely
detrimental to travel intentions

The shift from health-centric to money-centric attitudes is accelerating with a greater focus on money-back cancellation guarantees, attractive
deals (ranked #2 in SH markets!) and insurance for COVID-19 travel. Expectations for a full and safe experience at destinations grow, with
stable sanitary and political environment and higher freedom of movement (removal of quarantine policies) remains key for LH markets in
particular.

As part of trip activators, the money “factor” is even more important for potential visitors to Britain. Respect for COVID-19 rules by other people,
access to healthcare, risks of contracting COVID-19, and change in quarantine requirements are frequent concerns among those wishing to go
to Britain.

Booking last-minute for adapting travel uncertainties is less dominant in attitudes as consumers gain confidence, confirming a shift towards pre-
pandemic attitudes related to travel.

Respondents express further interest in sustainable and responsible travel, while feeling more confident in visiting must-see sites.
A sentiment of “catching up” the lost time suggest possibilities of longer stay for a next trip in several markets.
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- Data trends

The overall travel intentions continue increasing with more than half of respondents definitely planning a trip abroad in the
coming 12 months. As booking rates are stable, the choice of destination remains open among most planners.

Travel consideration

Trip planning stage Purpose of leisure travel
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50% e ° = 5 | have booked
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80%
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39% e @ )
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32%
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Maybe = | have started To visi_t friendf or
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... 16% trip but not yet o. ® 34%
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O 13% For other leisure ", YT S
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- Travel consideration for an international leisure trip (SH)

Overall, 8 in 10 respondents would consider an international leisure trip in the next 12 months, confirming a steady desire to
travel despite pandemic prolonged uncertainties. While Norway show slightly less definite intentions (unlike other Nordic
markets), France, Italy, Spain and the Republic of Ireland show the most positive sentiment towards travelling abroad.
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- Travel consideration for an international leisure trip (LH)

In LH markets, Japan and (to a lesser extent) South Korea and Australia are the most hesitant markets. The US, India, Brazil
and Gulf countries express a strong willingness to travel.
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- Impact of age on propensity to travel to Europe (SH)

The younger generation shows again the highest propensity to travel internationally across most markets, excepted in Sweden
and Denmark where the sentiment towards international travel is equal or higher in older generations.

Leisure travel intention (% Definitely + Probably)

89%

86%
18-34 yrs 35-54 yrs 55 yrs+

(% Definitely + Irish . .
Probably) Denmark France Germany Republic Italy Neths. Norway Russia Spain Sweden

18 - 34 y.o. 88%

35-54y.0. 92% 88% 88% 91% 80%

55+ y.0.

Q5: How likely would you be to consider an international leisure trip for more than one night in the next 12 months?

£y ﬁ— i
. . 3 (ﬁ Isi 7% \
Q3: What is your age? nResearch LQND?N h(é ;%) Sglgtland | Alba l“

Base: Respondents who plan on taking a European leisure trip in the next 12 months (n = 6,411) e coupestie e o2 | S ety VisitBritair

mmeant



- Impact of age on propensity to travel to Europe (Long-haul)

Younger generations also tend to report higher intentions to travel in long-haul markets in overall, however, the age is not (or
less) determining in China and in GCC markets.

Leisure travel intention (% Definitely + Probably)

89% 86%

75%

1

18-34 yrs 35-54 yrs 55 yrs+
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(/°P?:ggtl)t|§|)y ¥ Australia Brazil Canada China India Japan Sl Al UAE

Arabia Korea
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- Impact of financial situation on propensity to travel (SH)

Opportunity to travel for those who are better off (or not impacted) financially remains high, but uncertainty in financial situation
is not hugely detrimental to travel intentions (82% of SH markets stating financial uncertainties still intend to travel). The
financial factor seems less important in France, Italy or Germany. Financial uncertainties act more as an obstacle in the
Netherlands and Nordic markets.

Leisure travel intention (% Definitely + Probably)
82%

91%

74% 73%

Better off than  Not really affected Uncertain Impacted
before negatively

(% Definitely + Irish : .
Probably) SH Denmark France Germany Republic Russia Spain Sweden
Not impacted 85% 87% 82% 90% 89% 91% 92% 87% 77% 85% 95% 86%
Uncertain 74% 82% 72% 90% 85% 81% 91% 72% 72% 81% 86% 76%
IPEEIEL 73% 80% N/A N/A N/A N/A N/A N/A N/A N/A N/A N/A

negatively

Q5: How likely would you be to consider an international leisure trip for more than one night in the next 12 months?
Q25: How would you qualify your spending power for the next 12 months in comparison with your situation before the
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- Impact of financial situation on propensity to travel (LH)

Financial uncertainties act more as an obstacle among markets showing more risk-averse attitudes to travel internationally
(Japan, South Korea, Australia).

Leisure travel intention (% Definitely + Probably)

919
e 82%

74% 73%

Better off than  Not really affected Uncertain Impacted
before negatively

(% Definitely + . . . . Saudi South
Probably) LH Australia Brazil Canada China India Japan Arabia Korea UAE USA
Not impacted 85% 83% 67% 94% 79% 86% 92% 49% 87% 71% 90% 84%
Uncertain 74% 68% 49% 91% 72% 79% 88% 35% 84% 50% 83% 71%
Impacted 73% 65% N/A N/A N/A N/A N/A N/A N/A N/A N/A N/A

negatively

Q5: How likely would you be to consider an international leisure trip for more than one night in the next 12 months?
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B Impact of vaccination on propensity to travel

Vaccination — particularly when including the booster vaccine — encourages international travel from long-haul markets. In
short-haul markets, even a partial vaccination acts as a driver of travel.

Leisure travel intention (% Definitely + Probably)
82%

B

Yes — | have been fully Yes — I have been No —1|haven'thadthe No — | will not be

78%

o
75% 73%

H B =

vaccinated with a  vaccinated but did not opportunity yet but will  taking a vaccine
booster vaccine receive a booster when | can
vaccine yet

Intention to travel internationally (% Definitely + Probably)

79%

Yes — | have been fully vaccinated with a booster vaccine 85%
Yes — | have been vaccinated but did not receive a booster vaccine yet 87% 72%
No — | haven't had the opportunity yet but will when | can 83% 68%

No — | will not be taking a vaccine 78% 62%

Q5: How likely would you be to consider an international leisure trip for more than one night in the next 12 months?
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- Trip planning stage per market (SH)

Europeans have not advanced much towards the booking stage as more than half remain in the early stages of planning - an
opportunity for Britain destinations to market hesitant planners. The Netherlands, Germany and the Republic of Ireland have
the highest levels of booking rate among markets surveyed (over 1 in 5 have booked travel or accommodation). Spaniards and

Italians — though showing a strong desire for travel - are less advanced in the trip definition process.
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B Trip planning stage per market (LH)

The US again has the highest levels of booking rate among markets surveyed, followed by Brazilians and Canadians. Except
for Brazil, where more than half of planners have decided where to go, the choice of destination is still very open across all LH

markets, notably in the UAE markets, South Korea and China.
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B Trip planning stage among Intenders to Europe

Among leisure travel intenders considering Britain, the consideration for a wider set of possible destinations remains high.
Potential visitors to London seem more decided than average intenders to Britain.

14% 1% 1% 12% 10% 12% 1% | have booked travel or
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- Travel horizon for next international leisure trip (SH)

Summer 2022 is on top of mind of most SH markets, with half of intenders considering May to September for a next trip abroad. A late
summer experience in September is a popular option too for Spaniards and Germans, while early trips in Spring are well considered by
the Irish. In short haul markets overall the consideration for May and June is at the same level, offering opportunities of last-minute
promotions for (late) Spring.
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Norway Russia
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- Travel horizon for next international leisure trip (Long-haul)

Travel planning spans over a larger window among LH travellers, however willingness to travel in the short term (by the end of
summer) is higher (>50%) in GCC markets, the US, Brazil, and China. South Korea also has plans for 2023 and beyond. (Post)
Ramadan is on the agenda of GCC markets in April/May.

Australia Brazil Canada China India Japan AS\;%?; ngetz

Feb-22 2% 2% 1% 1% 4% 1% 3% 0% 3% 1% 3% 4%

March-22 5% 5% 2% 6% 8% 4% 5% 0% 5% 2% 6% 7%

April-22 7% 6% 3% 7% 6% 8% 9% 2% 6% 3% 9% 8%

May-22 9% 8% 4% 6% 6% 16% 8% 2% 10% 4% 10% 8%

June-22 9% 8% 4% 12% 6% 10% 11% 2% 10% 3% 12% 8%

July-22 12% 10% 4% 17% 9% 11% 7% 3% 16% 6% 18% 12%

Aug-22 11% 9% 6% 3% 6% 11% 9% 7% 14% 10% 10% 11%

Sept-22 9% 7% 9% 6% 6% 7% 11% 2% 6% 6% 6% 7%

Oct-22 6% 8% 6% 7% 6% 14% 9% 5% 8% 9% 7% 7%

Nov-22 3% 4% 6% 8% 6% 3% 4% 2% 2% 4% 5% 3%

Dec-22 4% 5% 7% 8% 4% 3% 9% 4% 3% 6% 6% 4%

Jan-March 23 4% 5% 9% 8% 9% 3% 6% 7% 3% 10% 1% 4%

April-June 23 2% 3% 6% 4% 3% 1% 1% 5% 1% 6% 1% 3%

July-Sept 23 3% 3% 7% 2% 4% 1% 2% 5% 1% 9% 1% 3%

Oct-Dec 23 2% 2% 4% 2% 2% 1% 2% 1% 0% 6% 1% 2%

2024/beyond 2% 3% 4% 1% 3% 1% 1% 8% 1% 8% 1% 2%

Don't know 10% 11% 18% 2% 12% 8% 2% 44% 12% 10% 3% 8%
Q7: Wh i i i i : g"af{é - ) =N
: en do you plan to go on your next international leisure trip for more than one night? : Research LONDON }1&) ;%?Sggtland | Alba ﬁ

Base: Respondents who plan on taking an international leisure trip in the next 12 months (n = 10,954) o i e A Uywodaeth Sy VisitBritain



B Impact of age on travel horizon

Propensity to travel in the very short term remains higher among younger potential travellers. Older demographics show high
interest in holidaying after the summer peak season.

35% -
30% -
——\L —18-24 yrs
(o) _
25% —25-34 yrs
20% - 35-44 yrs
15 —45-54 yrs
° —55 yrs +
10% -
5% - :
0% I I I I I I - 1
April-June 22 July-Aug. 22 Sept.- Dec. Jan.-March April-dune 23 July-Sept. 23  Oct.-Dec. 23  2024/beyond

22 23
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B Impact of vaccination on travel horizon

The impact of vaccination on the travel horizon is now limited.

30% -
25% -
20% - :
° —At least partially
vaccinated
15% -
10% - _
—Not vaccinated
5% -
0% I I I I I I 1
April-dJune 22 July-Aug. 22  Sept.- Dec. Jan.-March  April-June 23  July-Sept. 23  Oct.-Dec. 23 2024/beyond
22 23
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B Purpose of leisure travel (SH)

While holiday motivations remain mainstream for Europeans, the need for reconnecting with friends and relatives remains
for a third of respondents on average with higher rates in the Republic of Ireland.

mFor Holiday  ®To visit friends or relatives  ®mFor other leisure purposes

90% 91% 91% 91%
83% 88% 84% 84% 84% 88% 85%

33%
279 32%
19%

g E £ g z 2 z = 3 £ 5
s 1 : : : 23 - 5 : & g
5 3 - 8 2 : z Z
* Russia is not included due to limited data comparability, however the VFR motivation reaches 22,4% in this market.
Q6: Considering your next international leisure trip, for what purpose(s) would you travel? (Multiple Answers) E“Research LONDON Ly% ;%?Sggtland | Alba’ ﬁ
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B Purpose of leisure travel (LH)

Willingness to visit relatives remains a core purpose of next travel among Gulf markets, but also in India, Australia and (to a

lesser extend) North America.

[v)
83% 80%

mFor Holiday mTo visit friends or relatives  ® For other leisure purposes

76%

93%
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- Data trends

Booking last-minute for adapting travel uncertainties is less dominant in attitudes as consumers gain confidence and are offered more flexible
cancellation guarantees. Trust in using public transport has jumped and crowd-averse attitudes decline, confirming a continued shift to pre-
pandemic attitudes. The overall consumer mind remains fueled by a sense of responsibility in relation to health and environment.

Travel attitudes (Completely+Somewhat agree)

| will look for less crowded places to visit, even if it
means “missing” must-see attractions. 73%

...
...
.
...
.....

| will favour local destinations in my
home country instead of traveling 59% e

| would be comfortable using public
transport within the destination 51%

| will favor destinations | have been before
rather than new places 50%

............

61%
°

G

....... ‘.‘710/0
° 68%
"o 66%
0,
....... .._81/5
. 058%
N ® 56%
-
....... .54%. gg%’
52%
51%

December 20 March 21

August 21 February 22

Trend calculated at constant perimeter (13 markets consolidated)

Travel attitudes (Completely+Somewhat agree)

| would be happy to take a pre-trip covid-19 test
should that be required before my next
international trip, 82%

‘e
‘e

t..7,9_°./9”
........ L) 780/0
I will think more about sustainability and the environmental .
impact when planning future holidays, 62%  .." "'64.6(/?' ........... ® 64%
.................. ®-63%
Booking through a travel agent is a safer option at the ~ &7 ™" ® 62%

moment for limiting uncertainties around trip planning, 62%

March 21 August 21 February 22
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nnnnnnnn Liywodraeth Cymru . R~
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- Activators for an international leisure trip (SH)

The shift from health-centric to money-centric attitudes is accelerating with greater focus on money-back cancellation guarantees, attractive deals
(ranked #2!) and insurance for COVID-19 travel. Expectations for a full and safe experience at destination grow, with stable sanitary and political
environments and higher freedom of movement (removal of quarantine policies).

Total SH Denmark France Germany X0, @ Italy Neths. Norway Russia Spain Sweden
Ireland

Money-back guarantee should | wish to cancel my trip 34% 41% 43% 40% 39% 42% 41% 37% 40% 41% 43% 48%
An attractive offer e.g. discounts on flights or accommodation 30% 33% 32% 29% 22% 37% 34% 24% 38% 43% 40% 34%
Removal of quarantine policies in destination country 30% 32% 37% 26% 34% 29% 26% 29% 37% 43% 31% 32%
A significant decrease in coronavirus cases at destination 29% 25% 21% 23% 26% 26% 32% 20% 23% 22% 29% 29%
Insurance for COVID-19 related travel changes/changes to regulations A 25% 28% 28% 16% 25% 28% 20% 23% 20% 27% 35%
Hygiene & safety protocols in place at destination 23% 19% 10% 16% 25% 27% 32% 17% 12% 12% 27% 7%
Stable political environment in destination country 23% 24% 20% 28% 30% 18% 25% 20% 22% 30% 28% 23%
Removal of quarantine policies in home country 23% 23% 14% 25% 26% 19% 21% 21% 30% 36% 22% 19%
A high proportion of the populatcl:%rlmjr?t?;ng vaccinated in the destination 20% 17% 17% 12% 16% 239, 19% 13% 20% 9% 16% 239,
Welcoming locals in destination country 19% 20% 19% 28% 21% 14% 17% 22% 29% 21% 18% 15%
Assurance that there will be a range of/enough things to do 17% 17% 16% 26% 25% 13% 15% 21% 8% 17% 23% 7%
Receiving a booster COVID-19 vaccination 16% 10% 7% 7% 16% 15% 8% 13% 6% 6% 12% 6%
Your Government’s advice on international travel 16% 16% 17% 8% 12% 21% 13% 19% 28% 7% 11% 20%
Voucher-back guarantee should | wish to cancel my trip 15% 16% 18% 11% 11% 18% 26% 19% 8% 10% 25% 10%
The introduction of a vaccine passport 14% 11% 8% 12% 9% 12% 16% 8% 12% 4% 11% 13%
Official national hygiene Iabzggiiggzr:modatlon and attractions in 12% 8% 6% 7% 9% 10% 9% 10% 6% 7% 7% 5%
Mandatory coronavirus testing at some point during the trip 11% 8% 4% 9% 10% 8% 13% 8% 5% 5% 9% 6%
Relaxation of visa requirements 7% 4% N/A N/A N/A N/A N/A N/A N/A 40% N/A N/A

ey —

. , . , , : _ U - ) ﬁ

Q20: What would make you more likely to travel internationally for leisure in the next 12 months? (Multiple Answers) Research LONDON }ﬁ{\é ;%Psggﬂand | Alba l‘\
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- Activators for an international leisure trip (LH)

LH markets still give priority to the pandemic control at destination (notably Asian markets), however, many markets are now determined by
money-centric issues (Australians, Brazilians, North Americans and Gulf countries). Political stability is an important activator for China and Japan,
while Visa requirements are key factors for Gulf markets.

Total LH Australia Brazil Canada China India  Japan fg‘é?; ngéz UAE  USA
Money-back guarantee should | wish to cancel my trip 34% 27% 40% 38% 47% 13% 25% 25% 17% 23% 23% 32%
An attractive offer e.g. discounts on flights or accommodation 30% 28% 24% 44% 27% 19% 26% 25% 35% 25% 32% 28%
Removal of quarantine policies in destination country 30% 28% 32% 16% 35% 24% 27% 36% 28% 29% 28% 27%
A significant decrease in coronavirus cases at destination 29% 31% 28% 39% 31% 24% 29% 53% 24% 42% 27% 28%
Insurance for COVID-19 related travel changes/changes to regulations [ES 24% 37% 34% 37% 21% 28% 15% 13% 24% 20% 22%
Hygiene & safety protocols in place at destination 23% 27% 25% 33% 25% 28% 42% 19% 16% 32% 25% 27%
Stable political environment in destination country 23% 22% 12% 25% 19% 28% 20% 27% 22% 18% 23% 22%
Removal of quarantine policies in home country 23% 22% 26% 12% 29% 19% 22% 38% 17% 23% 22% 20%
A high proportion of the populat(i;%r&:t?)i/ng vaccinated in the destination 20% 299, 299, 30% 29% 21% 239, 17% 15% 21% 18% 259
Welcoming locals in destination country 19% 18% 12% 21% 12% 20% 20% 17% 20% 17% 22% 18%
Assurance that there will be a range of/enough things to do 17% 16% 8% 21% 10% 18% 19% 18% 17% 16% 18% 16%
Receiving a booster COVID-19 vaccination 16% 22% 17% 25% 15% 24% 28% 20% 26% 22% 22% 18%
Your Government’s advice on international travel 16% 17% 22% 10% 18% 21% 25% 13% 14% 16% 14% 14%
Voucher-back guarantee should | wish to cancel my trip 15% 14% 13% 21% 14% 11% 13% 11% 16% 10% 17% 16%
The introduction of a vaccine passport 14% 16% 21% 25% 15% 12% 14% 19% 9% 18% 13% 18%
Official national hygiene Iabzlei:tiig;gr:modation and attractions in 12% 15% 10% 18% 7% 27% 219 15% 12% 14% 12% 10%
Mandatory coronavirus testing at some point during the trip 11% 14% 15% 12% 11% 15% 19% 12% 14% 11% 16% 15%
Relaxation of visa requirements 7% 10% N/A N/A N/A 14% 28% N/A 32% N/A 34% N/A
) . . , : , _ g’?f% - =N
Q20: What would make you more likely to travel internationally for leisure in the next 12 months? (Multiple Answers) Research LONDON }1&3 ;%nggﬂand | Alba ﬁ
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- Activators for a leisure trip to Britain (SH)

Money-centric factors and removal of quarantine policies are the most frequent activators mentioned by SH markets for a potential trip to Britain.
Deals have moved up from fourth to second consideration in the short-haul markets. Germans, French and Spaniards would also be sure about living
the full experience at destination.

Total SH Denmark France Germany ﬁ:lpa'n%f Italy Neths. Norway Russia Spain Sweden
An attractive offer e.g. discounts on flights or accommodation 28% 30% 27% 28% 19% 33% 34% 19% 33% 39% 38% 29%
Money-back guarantee should | wish to cancel my trip 27% 31% 30% 33% 30% 29% 40% 26% 30% 30% 33% 33%
A significant decrease in coronavirus cases at destination 24% 21% 17% 19% 20% 24% 30% 16% 20% 17% 24% 19%
Removal of quarantine policies in destination country 24% 24% 25% 23% 25% 21% 24% 22% 22% 27% 29% 23%
Hygiene & safety protocols in place at destination 20% 15% 8% 13% 14% 23% 30% 12% 11% 11% 22% 6%
Insurance for COVID-19 related travel changes/changes to regulations S 18% 22% 19% 15% 19% 21% 14% 17% 15% 21% 23%
Removal of quarantine policies in home country 18% 17% 9% 16% 18% 18% 20% 14% 16% 24% 21% 10%
A high proportion of the populat(i:%rl\”t])t?;ng vaccinated in the destination 18% 14% 1% 12% 13% 17% 20% 12% 17% 7% 16% 16%
Welcoming locals in destination country 17% 16% 12% 21% 15% 14% 16% 14% 21% 18% 18% 9%
Stable political environment in destination country 16% 13% 13% 12% 17% 10% 14% 8% 11% 16% 16% 13%
Assurance that there will be a range of/enough things to do 16% 14% 13% 18% 22% 10% 14% 14% 7% 16% 20% 8%
Your Government’s advice on international travel 14% 12% 13% 8% 9% 16% 11% 13% 20% 7% 12% 15%
Receiving a booster COVID-19 vaccination 14% 8% 5% 6% 11% 14% 7% 10% 6% 5% 9% 6%
Voucher-back guarantee should | wish to cancel my trip 14% 14% 16% 10% 10% 17% 22% 12% 9% 10% 26% 12%
Official national hygiene Iabzleisrliig;:igr:modation and attractions in 12% 8% 8% 8% 9% 1% 8% 8% 8% 7% 9% 4%
The introduction of a vaccine passport 11% 9% 7% 10% 6% 11% 14% 8% 6% 3% 9% 11%
Mandatory coronavirus testing at some point during the trip 10% 7% 5% 10% 11% 8% 9% 7% 5% 3% 7% 7%
Relaxation of visa requirements 7% 4% N/A N/A N/A N/A N/A N/A N/A 43% N/A N/A
Q20: What would make you more likely to travel to Britain (England, Scotland, Wales) for leisure in the next 12 months? (Multiple Answers) ﬁf’{é 3 =N
Base: All respondents (n = 11,057) Research LONDON }1"3 %}S?Stﬂand | Alba ﬁ
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- Activators for a leisure trip to Britain (LH)

LH markets express more focus on the pandemic-related factors (number of cases in Britain) yet scrutinize deals, particularly from Brazil and the Gulf
markets. The political stability and potential concerns around locals’ hospitality are often mentioned in China too.

Saudi South

Total LH Australia Brazil Canada China India Japan Arabia  Korea UAE USA
An attractive offer e.g. discounts on flights or accommodation 28% 26% 22% 40% 26% 18% 28% 21% 31% 22% 30% 27%
Money-back guarantee should | wish to cancel my trip 27% 24% 33% 32% 36% 14% 23% 23% 16% 21% 22% 25%
A significant decrease in coronavirus cases at destination 24% 27% 23% 32% 28% 26% 23% 42% 19% 34% 22% 26%
Removal of quarantine policies in destination country 24% 24% 26% 13% 28% 22% 29% 30% 19% 25% 23% 23%
Hygiene & safety protocols in place at destination 20% 24% 18% 28% 21% 28% 37% 19% 19% 26% 22% 23%
Insurance for COVID-19 related travel changes/changes to regulations S 21% 27% 27% 30% 21% 25% 15% 14% 22% 18% 18%
Removal of quarantine policies in home country 18% 19% 24% 11% 25% 17% 19% 31% 16% 20% 21% 17%
A high proportion of the populat(i:c:)rl::t?;ng vaccinated in the destination 18% 20% 219 279 239, 20% 249, 13% 15% 19% 18% 239
Welcoming locals in destination country 17% 19% 9% 26% 13% 26% 23% 14% 16% 17% 21% 17%
Stable political environment in destination country 16% 19% 8% 23% 12% 26% 19% 19% 19% 17% 20% 19%
Assurance that there will be a range of/enough things to do 16% 17% 8% 19% 10% 19% 22% 20% 16% 19% 22% 15%
Your Government’s advice on international travel 14% 15% 14% 9% 15% 20% 22% 9% 14% 17% 16% 14%
Receiving a booster COVID-19 vaccination 14% 19% 11% 26% 12% 22% 26% 17% 20% 20% 19% 17%
Voucher-back guarantee should | wish to cancel my trip 14% 14% 12% 22% 14% 12% 12% 12% 15% 10% 14% 15%
Official national hygiene Iabg:eisrli;lgf[:igrr:"lmodation and attractions in 12% 16% 10% 18% 8% 249, 239, 149, 11% 17% 15% 14%
The introduction of a vaccine passport 11% 13% 13% 17% 10% 12% 16% 16% 9% 16% 11% 13%
Mandatory coronavirus testing at some point during the trip 10% 13% 10% 13% 8% 16% 17% 9% 10% 11% 17% 13%
Relaxation of visa requirements 7% 9% N/A N/A N/A 13% 28% N/A 26% N/A 32% N/A
Q20: _What would make yc_)u more likely to travel to Britain (England, Scotland, Wales) for leisure in the next 12 months? (Multiple Answers) ﬁf’{é 3 =N
Base: All respondents (n = 11,057) Research LONDON ?%th")w %}S?Stﬂand | Alba ﬁ
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Concerns about next international leisure trip (Short-haul)

The access to healthcare at destination and lack of respect for COVID-19 rules by other people are still driving concerns among travellers, along
with uncertainties implied with planning (extra admin during the trip, changes in quarantine requirements, restricted experience at destination...).
The cost to reach the destination is also a significant concern for Spaniards, the Irish and French.

Rep. of

(% Very + Somewhat concerned) Total SH Denmark France Germany reland

Italy Neths. Norway Russia Spain  Sweden

Access to healthcare if | contract
COVID-19 abroad
Other people not following COVID-19
policies and procedures during the 73% 64% 59% 64% 46% 77% 67% 61% 57% 73% 76% 62%
journey and in destination
Contracting COVID-19 during my

73% 65% 57% 70% 44% 74% 72% 57% 53% 83% 84% 52%

) . 71% 61% 53%  64%  40%  71%  66%  59%  52%  71%  77%  50%
journey/trip
U i1 ?;erraert‘:'r”nehrs%“e"eme”ts on EFATA 61% 52%  67%  48%  71%  63%  56%  46%  78%  82%  51%
Slriceel rezt;'sttif]‘;t?;‘rﬁ’e“ences at 61% 50%  65%  46%  69%  66%  52%  46% | 89%  82%  45%
Extra admin involved with new o o o o o o o o o o o o
e S 69% 63% 51%  69%  34%  65%  60%  64%  59% | 84%  83%  58%
Affordability of robust travel insurance
(to cover COVID-19 related travel RS 56% 44%  61%  36%  69%  55%  51%  38%  82%  77%  44%
changes)
Costs of mandatory COVID-19 tests [RS8 58% 47%  62%  35%  70%  54%  55%  48%  83%  79%  44%
Accessibility of affordable air fares  [IREEEH 55% 41%  65%  39%  74%  52%  48%  42%  74%  80%  38%
ol att't“detéi‘g:tfs GEHREl | o0, 46% 37%  50% | 25% @ 57%  41%  43%  39%  70%  67%  32%
Q23: H d bout the following when thinking about t international trip? YL o : '(;7‘\
: How concerned are you about the following when thinking about your next international trip? 8 cescarcn LONDON ;%PSClstland | Alba 7\
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- Concerns about next international leisure trip (Long-haul)

LH markets are mostly concerned about COVID-19-related risks and access to healthcare.

(% Very + Somewhat concerned) Total LH Australia  Brazil Canada China India Japan E;lé?; Eg?‘;g UAE USA

73% 80% 81% 83% 78% 90% 91% 89% 63% 87% 68% 73%

Access to healthcare if | contract
COVID-19 abroad
Other people not following COVID-19
policies and procedures during the 73% 81% 79% 83% 77% 90% 88% 84% 70% 85% 72% 75%
journey and in destination
Contracting COVID-19 during my

) . 71% 79% 76%  82%  71% | 89%  89%  90% = 67%  88%  64%  71%
journey/trip
Cremge i1 ?;inzrt‘lﬂ':‘nehrs%“e'reme”ts on EFAA 78% 80%  76%  77% | 88%  88%  85%  64%  80%  67%  72%
SIriceel rezt;fttiff;t?:fe“e”ces at 76% 74%  76%  72% | 89%  86%  83%  58%  72%  63%  73%
Extra admin involved with new o o o o o o o o o o o o
G S 69% 74% 70%  73%  73% | 89%  86%  76%  56%  80%  59%  67%
Affordability of robust travel insurance
(to cover COVID-19 related travel RS 74% 84%  77%  73% | 88%  87%  72%  62%  68%  64%  64%
changes)
Costs of mandatory COVID-19 tests [RS8 72% 73%  66% = 76%  82%  83%  78%  60%  73%  60%  62%
Accessibility of affordable air fares 63% 70% 78% 73% 73% 82% 87% 64% 55% 49% 59% 67%
ezl att't“detéi‘g:‘tfs international - e 70% 53%  68%  58%  88%  86%  82%  53%  76%  59%  63%
Q23: H d bout the following when thinking about t international trip? YL o : '(;7‘\
: How concerned are you about the following when thinking about your next international trip? Research LONDON ;%PSClstland | Alba 7\

Base: All Respondents (n = 11,057)
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Bl Concerns among Britain Intenders

Respect for COVID-19 rules by other people, access to healthcare, risks of contracting COVID-19 and change in quarantine
requirements are the most frequent concerns among those wishing to go to Britain. Possible restrictions of the experience at
destination also rise concerns.

Europe Britain England pot. Scotland pot. Wales pot. London pot. City
Intenders Intenders visitors visitors visitors visitors Intenders

(% Very + Somewhat concerned)

Other people not following COVID-19
policies and procedures during the journey 71% 80% 75% 75% 77% 74% 76%
and in destination
Access to healthcare if | contract COVID-19

abroad 71% 79% 76% 76% 77% 75% 76%
Change in qual;eg?jlrnehrsguelrements on my 69% 77% 73% 73% 75% 799, 739%
CO”traCt'”Q}oi?n\é'y[/’t'r?s during my 69% 78% 73% 72% 74% 72% 74%
Extra admin |n(\j/8Ir\i/r<]a§t\;]vgr;rinpew policy/rules 68% 77% 71% 72% 73% 70% 71%
Limited / reztgscttiiiteizgr[])enences at 68% 77% 72% 739% 75% 79% 72%
Affordability of robust travel insurance (to o o o o o o o
cover COVID-19 related travel changes) s ke e o e Sk e
Costs of mandatory COVID-19 tests 63% 71% 67% 68% 71% 65% 67%
Accessibility of affordable air fares 61% 70% 66% 67% 69% 63% 65%
Locals' attitude towards international 56% 66% 62% 63% 68% 58% 62%

tourists

Q23: How concerned are you about the following when thinking about your next international trip?

. T ﬁi“ =
Base: Europe Int. (n = 6,411) — Britain Int. (n = 1,403) — England pot. visitors (n = 6,246) — Scotland pot. visitors (n = 3,984) — Cll Research LONDON ?Z*ﬁié %Sggtland | Alba ;‘\
Wales pot. visitors (n = 1,917) — London pot. visitors (n = 2,588) — Large City Int. (n = 5,398) e = Upwodeaeh cym N VisitBritain
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Attitudes to travel (SH)

The role of travel agents is still valued as a safe option across most markets. Search for less crowded places to visit is popular among Germans,
the Irish and Spaniards, while a preference to local destinations vs international tend to become less mainstream in opinions. Care about
sustainable travel is notably found among Spaniards and Italians. A short-notice booking pattern is still most pronounced in Spain and the
Netherlands whilst it has started to ease in other destinations and is less of a thing now for Norwegians and Swedes.

Irish

(% Very + Somewhat agree) Total SH Denmark France Germany Republic Italy Neths. Norway Russia Spain Sweden

' Woﬁgitbsehrae‘;?]{rgts‘;fofepr;e;;'gxtcﬁt\gr?";ti% :]Zslttrsigou'd 78% 73% 83%  73%  81%  75%  80%  63% 8%  62%  72%  60%

| would be comfortabltzg:l[inngaﬁgrt?hc transport within the 68% 64% 62% 70% 56% 69% 63% 61% 74% 60% 68% 58%

299 g MBI & TENE EEEmt (5 & e OPIEn & e | oo, 57% 60%  57%  60%  54%  56%  60%  54%  66%  60%  46%
moment for limiting uncertainties around trip planning

' will took for '?;?Sgﬁ‘gdrﬁﬂS‘i'_zgzsatt‘t’r;’ft:gnesve” it means R A 56%  54%  66%  68%  62%  61%  54%  51%  65%  49%

wil de'sgnrt‘g(tnv‘i’i‘tth'rgzrcfg‘rf?:'J;'ge‘;r‘ctg;?rifa“'tary 63% 53% 51%  44%  46% = 52%  58%  54%  54%  49%  62%  55%

envilrg\r/wlyng]r:?akl :?nop::cat‘t\)/\?#ér? L:)T;?\I:sgI;L)fcjrr;dhtgl?days 63% 54% 44% 59% 56% 53% 70% 52% 43% 46% 68% 52%

| will favor international 2332?§t|0ns closer to my home 60% 56% 49% 66% 61% 63% 59% 53% 55% 429 68% 44%

| will be intending to take fewer but longer holidays 56% 42% 39% 43% 39% 48% 44% 41% 39% 45% 52% 34%

| will leave booking until later/last minute 54% 51% 53% 53% 55% 51% 49% 58% 38% 50% 62% 40%

JrlliERe 'oca:)ffrzt\;gﬁ:g:ztg‘”g{lggﬂi country instead YTy 46% 38%  51%  42%  48%  43%  46%  46%  33%  66%  43%

| will favor destinations | have been before rather than 49% 43% 39% 429 46% 539% 309, 48% 47% 309 49% 429%

new places

Q22: Some people have expressed various opinions about the coronavirus outbreak and their travel plans and preferences.
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B Attitudes to travel (LH)

LH markets continue to express more contrasted attitudes including higher preference for domestic tourism in Australia, the US
and South Korea, a higher sensitivity to sustainability in Asia (except for Japan) and the Gulf markets and willingness to take a
longer vacation in the Gulf markets, Japan, China and India.

(% Very + Somewhat agree) Total LH Australia Brazil Canada China India Japan Sauc_jl S UAE USA
Arabia Korea

| would be happy to take a pre-trip COVID-19 test should 0 o o o o o o o o o o o
that be required before my next international trip 78% 83% 79% 87% 2% 85% 88% 80% 86% 81% S0 83%
I mrete] o Comfortab'zgzli“ngaﬁgs“c transport within the - JRFYEH 70% 61%  63%  62%  78%  82% 8%  70%  59%  72%  69%

Booking through a travel agent is a safer option at the o o o o o o o o o o o .
moment for limiting uncertainties around trip planning 65% 72% 62% 72% 60% 82% 86% 65% e 66% 5% 68%
' willlook for '?;?S‘;g‘é".drﬁﬂS‘i'_zgzsattct’r;’ft;té even it means RECTAEN (VA 65%  59%  59%  80%  85%  58%  77%  70%  T1%  T1%
Il de':gnrt'g(tnv‘i’ii;'rc‘;‘fnrir;?g‘;ri‘:'J;'ge‘i”;g;?rilsa”'tary 63% 71% 72%  62%  69%  77%  82%  84%  72%  69%  63%  65%

| will think more about sustainability and the o o o o o o o o o o o o
environmental impact when planning future holidays 63% 70% 52% 69% 51% 82% 87% 64% 4% 4% 4% 63%
| will favor international gglsjtrll?r?tlons closer to my home 60% 63% 579% 47% 509, 799, 80% 50% 759, 58% 69% 60%
| will be intending to take fewer but longer holidays 56% 68% 54% 52% 53% 80% 85% 80% 77% 59% 75% 61%
| will leave booking until later/last minute 54% 57% 53% 37% 54% 71% 65% 65% 59% 53% 57% 51%
JrllliEey '°°a(')?terzt\'/re‘ﬁ::g”;t'gr;’;3t’£§$ country instead YTy 61% 66% | 44%  54%  67%  69%  47%  62%  66%  58%  65%
| will favor destinations | have been before rather than 49% 549 519% 43% 45% 63% 70% 43% 599% 429% 56% 55%

new places

Q22: Some people have expressed various opinions about the coronavirus outbreak and their travel plans and preferences.
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B Attitudes to travel among Britain intenders

Acceptance of a pre-trip COVID-19 test, if required, is still widely positive across all of those wishing to travel to British
destinations (notably to London). Over 7 in 10 Britain intenders will think more about sustainability for their future holidays. A
similar share would delay their trip until the sanitary context with Omicron is under control.

Europe Britain England Scotland Wales pot. London City

o
$tt CRMPIED Y & SEmERNES ECIEE) Intenders Intenders pot. visitorspot. visitors visitors pot. visitors Intenders

| would be happy to take a pre-trip COVID-19 test should that

. . ) : 79% 84% 81% 81% 81% 81% 81%
be required before my next international trip
| would be comfortablz;;inngaﬁg:hc transport within the 69% 78% 739% 71% 749% 739% 739
| will look for I?;?Scsli'g\év'driiSp?[ice;eesattct)r;/::sili’gnesven if it means 65% 799 67% 68% 71% 62% 66%
Booking throgg.h.a travel ag.en't is a safer optlon at .the moment 64% 71% 69% 68% 72% 65% 68%
for limiting uncertainties around trip planning
| will delay my n\(;-/)if[thlrg(r—:;qrir;ar\(t)lﬁri]:IJrr]lgelinCt(ljlr’:Rzlsan|tary context 60% 70% 65% 64% 68% 61% 64%
| will favor international destinations closer to my home country G 65% 63% 61% 64% 57% 62%
| will leave booking until later/last minute 54% 60% 56% 57% 60% 52% 55%
| will be intending to take fewer but longer holidays 54% 65% 62% 58% 66% 57% 61%
| will favour local dﬁiﬁgﬁgg}ig%gﬁ;ﬂu? country instead of 529% 58% 56% 55% 60% 49% 55%
| will favor destinations | have been before rather than new 48% 55% 529 47% 549% 45% 51%

places

Q22: Some people have expressed various opinions about the coronavirus outbreak and their travel plans and

preferences. To what extent do you agree with the following statements? T ="
Base: Europe Int. (n = 6,411) — Britain Int. (n = 1,403) — England pot. visitors (n = 6,246) — Scotland pot. visitors (n (\[i;j H . ., LONDON }ﬁ)ﬂé %’)Swmﬂ d | Alba’ Elj‘i‘
= 3,984) — Wales pot. visitors (n = 1,917) — London pot. visitors (n = 2,588) — Large City Int. (n = 5,398) e s s OCOLAT LYol
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B Destination planning: summary

» Europe consolidates its pole position, considered by 3 in 4 SH planners and nearly 1 in 2 LH planners.

+ Britain has gained 1.5 points of intention in 6 months and has improved its competitive position, matching France and Spain. The competitive gap vs
Italy and Germany is also higher today.

« The COVID-19 safety image has continued to improve significantly for all British destinations.

+ Reflecting a general pattern for travel overall, age is confirmed to be a driver of visiting Britain, though it appears more obvious for SH markets and for
England and London. Interest in Wales and Scotland is more evenly spread across age groups.

* In SH markets, England remains the top nation on the list for a potential visit to Britain, but Scotland and Wales are still well considered in several
markets. For LH prospects, a possible trip to Britain would include England first but not exclusively, showing open attitudes to visiting multiple
destinations across Britain, beyond iconic places.

« Beyond an obvious interest for capital cities, other lesser-known destinations generate attractiveness both in SH and LH markets, confirming a
potential appetite for visiting secondary cities in all Britain destinations.

« Flight remains a confident transport option for 9 in 10 potential visitors to Britain on average, while ferry and tunnel are still equally considered in the
closest markets. The Train/Eurostar is also a confident option for closer markets. LH markets feel comfortable using all types of transportation means
to get to Britain including car rental and Eurostar/Train as part of a possible trip involving multiple countries.

* The increased level of trust for public and collective transportation means is favorable for exploring rural and urban environments and planning
multiple destinations within Britain. LH markets have no obstacle in using / combining various types of transportation at destination, including public
transport or taxi services.

« Coming back to pre-pandemic attitudes, travellers consider a large variety of channels to plan their next trip. Online travel agents/tour operators and
travel comparison websites are popular, while official destination websites, transport and accommodation providers play a significant role in the
booking process across many markets.
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- Data trends

Europe consolidates its pole position on top of regions envisaged among trip planners. Britain has gained 1.5 points of
intention in 6 months and has improved its competitive position, matching France and Spain. The competitive gap vs Italy and

Germany is also higher.

Destinations envisaged

62% 63% 63%
................ ceecnrerencntntetsasesitiece@reronencnsassssntititsasatatas
Europe 61% @-eeeerrtt
ASia 22% g -eeeereereneeiiennn.. &.22%
North America 19% ao....... P o 19% o 19%

. . (] 0‘ ...................... ;18/0 ..................... {48%%0
Australia/Oceania 14.A> 18%
wslalaiOceanategy L S11% 11%

Caribbean 11% 10% 10°A) ..................... o 100/0
Middle East 6% g ::::cioiiiiisiio ST % e B . 8%
Africa 6% > hs 5%(: t 5°/Z 5=A>
December 20 March 21 August 21 February 22

Trend calculated at constant perimeter (13 markets consolidated)

European destinations envisaged (TOP 5)

France 15.5% @ :-teteceeecececeaeninnnn. .155%
152 14.9%
T gmmn e e “14.8%
14.7% . e .14 70/0
K S, [ 0, 0
.8.143%, 14.5%
Italy 13.4% .-:‘_,,.:'.-_',..v ....-,.:.-_:,_.. 13]40_/;' 13.3%
Spaln 133% :‘..' '..'..." 13.3% ................. )
pe
Britain 12.9% 13.1%
Germany 127%
----- ..
"-..'12.3%
10.4%
2 10.3% .
DT HPPRRTEIE
December 20 March 21 August 21 February 22
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- Data trends per market (gap of %)

Britain has gained very significant consideration shares in China and is more considered in the US, Spain, Norway, Germany
and France. Britain has lost some individuals wishing to travel from India, Sweden and the Irish Republic compared to 6 months

ago.
Destination Australia Canada China  France Germany India Rel:)iﬁglic Italy Neths. Sweden
Britain 1.5% 0.2% 2.8% 0.1% 0.7% 10.3% 1.2% 2.0% -5.2% -3.8% -0.4% -0.6% 2.7% 3.0% -2.1% 2.2%
Austria -0.4% 0.1% -0.9% 1.0% -0.4% 0.5% -0.8% 0.2% -5.2% -2.0% -1.4% 0.4% 1.6% -0.6% 3.0% -1.4%
Belgium 0.2% 0.8% -0.5% -0.2% 1.2% 0.7% 0.8% 0.4% -3.6% -2.2% 0.0% 1.6% 1.8% 2.6% 1.8% -1.0%
Croatia -0.2% 0.4% -0.8% -0.4% -0.8% 0.7% -2.6% 2.3% -3.0% -2.2% 3.0% 1.4% -1.8% 1.0% 2.2% -1.5%
Denmark -0.2% 0.1% -0.4% -0.2% -1.6% 0.6% -1.8% -0.9% -1.2% 1.0% -2.2% 3.0% 1.9% 0.2% -0.7% -0.4%
Finland -0.5% 0.3% -1.4% 0.2% -0.8% -2.4% -1.2% 0.2% -3.8% 0.6% 0.4% 1.8% 0.0% -0.4% 1.0% -0.4%
France 0.5% -0.3% 1.4% -2.2% 1.3% 6.6% -5.0% 1.2% 0.0% -2.2% 2.1% -3.1% 3.0% 1.3%

Germany 0.1% -0.1% 0.4% 1.5% -1.5% 4.8% -0.6% -4.6% -2.8% -1.4% 2.8% 2.1% -1.8% 21% -1.2%
Greece -0.1% 1.0% -1.4% -0.2% -1.7% -1.6% -2.8% 1.5% -2.8% 0.8% 0.8% 3.2% 3.3% 0.8% 0.5% -1.0%
Italy -0.1% -0.4% 0.2% -0.1% 3.1% 1.3% -0.8% 2.2% -4.6% -2.8% 0.9% -5.5% 1.7% 0.0%

Netherlands 0.6% 1.2% -0.1% 0.4% -1.0% 0.8% -1.0% 0.9% -0.4% -1.0% 26% 1.2% 0.2% 2.0% -0.8%
Portugal -0.2% 0.1% -0.4% -0.4% -1.1% 0.3% -2.0% 0.1% -0.8% 0.2% 2.0% 20% -0.2% 1.0% -0.7%
Spain 1.5% 21% 0.9% 1.7% 3.8% 1.5% -1.4% 1.6% -2.6% -2.2% 8.1% -2.6% 3.4% 0.2%
Sweden 0.3% 0.3% 0.2% 0.8% -1.0% 0.6% 0.0% 0.0% -0.4% 0.6% 0.6% 1.4% -0.5% 4% 0.5%
Switzerland -0.4% -0.1% -0.7% -2.4% -0.5% 1.5% -0.4% 0.6% -4.6% 0.0% -2.2% 0.4% 0.0% -0.6% 1.8% -0.1%
Turkey 0.4% 0.6% 0.1% 0.4% 0.0% -0.1% 1.4% 1.4% -1.0% -0.8% 0.4% 0.2% 2.2% -2.2% 2.6% 0.8%
Q10. To which destination(s) in Europe in particular? (Multiple Answers - among leisure trip intenders) . = % - 2K
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- Data trends

The COVID-19 perception of safety has continued improving widely for all British destinations, with nearly % of respondents now
rating the destination as COVID-19 safe.

Perception of Wales

Perception of England Perception of Scotland .
COVID-19 sanitary safety COVID-19 sanitary safety COVID-19 sanitary safety
) .9
............ 74% e T2%
........ %% @ BT% L ®7B4%
A * 5% 5T
....... #7559, Safe 54% & sate 49% o
Safe 45% _ .
Unsafe $... Unsafe
43% e 34% o..
0-.35% Unsafe . T
......... 0 "9..299
"0..29% 3Mh T 0.26% A%
..................... . [
...... 22% -...,..‘.21.% Don’t know * 23A) 17%
Don’t know e 18% 7% @i °
Don’t know 15% L AR OTP PR @ nnnnn.. R SO
I o g S, ° 15% 13% 12%
......................... o 13% 12% o
10% 9% 8% 10%
Dec.20 March21  Aug. 21 Feb. 22 Dec.20 March21  Aug. 21 Feb. 22 Dec.20 March21  Aug. 21 Feb. 22
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- Trends: August 2021 vs February 2022 (gap of %)

The COVID-19 perception of safety of Britain has improved further compared to the average destinations and sees its reputation
massively improved in Sweden and Norway. The increase in safety image is more significant in SH markets.

W4/W3 Evolution (+/-)

(EI SEIf) < Australia Canada China  France Germany India e @l Sweden USA
Safe %) Ireland
England 9.1% 14.3% 3.0% 1.4% 10.0% 1.2% 8.8% 6.8% 3.0% 16.2% 124% 164%  25.0% 102% 19.1% 4.9%
Scotland 7.0% 10.5% 3.0% 0.0% 9.0% 1.3% 5.0% 5.5% -1.4%  12.6% 8.6% 10.6% = 19.4% 6.8% 15.9% 5.4%
Wales 7.6% 11.4% 3.2% 2.6% 12.0% 2.5% 6.6% 8.6% 40% 148% 106% 13.6% 17.8% 5.6% 13.9% 3.2%
Benchmark A& 7.4% 2.7% 3.5% 12.4% 6.1% 8.2% 8.1% 1.7% 164% 111% 122% 18.5% 7.2% 16.5% 5.3%

ey ——
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- Regional destinations for a next international leisure trip (SH)

Europe remains by far the most attractive region for 3 in 4 travellers from SH European markets. Asia and the Middle East are

gaining further interest for Europeans. Europe enjoys very high levels of consideration for Nordic markets. France continues to
also look outside Europe in North America and Asia.

Total SH Denmark France Germany ﬁ:gn?jf Italy Neths. Norway Russia Spain  Sweden
Europe 59% 74% 82% 66% 76% 77% 78% 75% 81% 56% 73% 80%
Asia 22% 12% 7% 12% 10% 8% 12% 12% 9% 27% 8% 1%
North America 18% 10% 7% 14% 9% 16% 13% 16% 9% 3% 12% 7%
Australia/Oceania 11% 4% 3% 4% 4% 3% 4% 6% 3% 4% 3% 3%
Middle East 9% 5% 4% 5% 6% 4% 10% 7% 3% 10% 3% 3%
puinenial A 7% 2% 9% 5% 5% 0% 7% 4% 5%  15% 4%
Africa 6% 6% 4% 10% 7% 2% 6% 8% 3% 14% 4% 2%
| don't know yet 5% 5% 4% 6% 4% 3% 3% 4% 5% 8% 4% 6%
Base: Respondents who plan on (aking an ntemational Isisure tip in the next 12 months (n = 10,954) ue0...... oeon Mé 3 sttana | s @
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- Regional destinations for a next international leisure trip (LH)

Europe still enjoys high levels of consideration for long-haul travellers too, with interest rates exceeding 50% in Brazil, China,
and the US. The regional competition vs Europe is higher in Japan, South Korea, Australia and Saudi Arabia.

Total LH Australia  Brazil Canada
Europe 59% 45% 32% 62% 45%
Asia 22% 31% 32% 6% 17%
North America 18% 23% 16% 36% 30%
Australia/Oceania 11% 17% 25% 7% 7%
Middle East 9% 13% 4% 4% 3%
Africa 6% 7% 3% 3% 4%
| don't know yet 5% 6% 10% 2% 5%

Q9: Where do you plan to travel on your next international leisure trip? (Multiple Answers)
Base: Respondents who plan on taking an international leisure trip in the next 12 months (n = 10,954)

China

58%

44%

23%

25%

15%

6%

7%

7%

India

40%

36%

30%

28%

24%

10%

6%

2%

NETET
40%
49%
27%
25%

5%
5%
2%

12%

Saudi
Arabia

27%

22%

7%

4%

33%

2%

26%

11%

Research LONDON ;%PSVMl‘land |Alba

South

Korea a2
36% 41%
60% 40%
24% 11%
29% 10%
4% 28%

6% 4%
2% 12%
4% 3%

&&&&&&&&&
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USA

53%

12%

26%

12%

7%

19%

4%

6%
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- Top European destinations for travelers in SH markets

Britain has increased its competitive ranking in France, Spain and Germany. A drop of intentions or rank is measured in
Sweden and the Netherlands. Britain was not considered much in Russia before conflict with Ukraine started.

Denmark

26%
23%
18%

Spain
Germany
Italy
Greece
France
Britain
Sweden
Turkey
Portugal
Croatia

1.9 dest. mentioned on average

The Netherlands

Germany 22%
Spain 21%
Greece 17%
Belgium 15%
France 15%
Italy 15%
Britain 13% Y
Croatia
Austria

Portugal

2.5 dest. mentioned on average

Italy

Spain
Portugal
Greece
Britain
Croatia
Germany
Belgium
Netherlands
Switzerland

France

19%

29%

27%

2.3 dest. mentioned on average

Spain
Denmark
Britain
Greece
Italy
Sweden
Germany
France
Croatia
Austria

Norway

33%

2.2 dest. mentioned on average

Q10: To which destination(s) in Europe in particular? (Multiple Answers)
Base: Respondents who plan on taking a European leisure trip in the next 12 months (n=6,411)

Germany
Spain 24%
Italy 23%
Austria 18%
Greece 17%
Croatia
France
Britain 9% M
Netherlands
Denmark
Portugal

2.1 dest. mentioned on average

Russia

Turkey

Italy

Cyprus

Greece

Spain

Czech Republic
Montenegro
Germany
France

Finland

30%
23%

2.6 dest. mentioned on average

Republic of Ireland

Spain
Britain
France
Portugal
Italy

Greece
Germany
Croatia
Netherlands
Denmark

33%

1.9 dest. mentioned on average

France

Italy

Britain
Germany
Portugal
Greece
Belgium
Netherlands
Austria
Croatia

Spain

27%
25%
20%

2.3 dest. mentioned on average
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Spain
France
Britain
Greece
Portugal
Germany
Croatia
Netherlands
Austria
Norway

Italy

36%

2.8 dest. mentioned on average

Spain
Greece
Italy
Germany
France
Britain
Croatia
Denmark
Cyprus
Turkey

Sweden

40%

2.5 dest. mentioned on average
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- Top European destinations for travelers in LH markets

The competitive position of Britain is steady in all LH markets and has reverted back to 3" place in the US, in the Gulf markets
and in South Korea. Britain remains the favourite destination envisaged in China and Australia.

Australia

Britain 38%

Italy 31%
France
Germany
Greece
Spain
Switzerland
Sweden
Netherlands
Austria

3.1 dest. mentioned on average

Japan

France 49%

Italy 39%
Germany
Britain
Spain
Switzerland
Netherlands
Austria
Finland
Belgium

4.7 dest. mentioned on average

Portugal
France

Italy

Spain
Germany
Britain
Switzerland
Greece
Austria
Belgium

3.4 dest. mentioned on average

Saudi Arabia

Turkey
Britain
France

Italy
Switzerland
Austria
Germany
Spain
Belgium
Greece

2.9 dest. mentioned on average

20%
20%
16%

46% France
41% Italy
31% Britain
30% Spain
Germany
Greece
Portugal
Belgium
Switzerland
Netherlands

2.4 dest. mentioned on average

Canada China India
35% Britain 60% France 41%
29% France Switzerland 39%
Germany Germany 35%
Denmark Britain 32%
Austria Italy 31%
Italy Austria
Switzerland Spain
Belgium Denmark
Finland Greece
Sweden Russia

3.7 dest. mentioned on average 4.6 dest. mentioned on average

South Korea UAE USA
36% France 36% Turkey 25% France 35%
26% A Spain 33% Britain 23% A Italy 31%

26% Switzerland 33% France 21% Britain 22% M\
Britain 31% A Italy 19% Germany
Germany 23% Germany 18% Spain
Greece 23% Switzerland 18% Greece
Italy 22% Spain Switzerland
Czech Republic 20% Austria Austria
Austria 19% Cyprus Denmark
Denmark 15% Belgium Portugal

Q10: To which destination(s) in Europe in particular? (Multiple Answers)

Base: Respondents who plan on taking a European leisure trip in the next 12 months (n=6,411)

4.7 dest. mentioned on average

2.9 dest. mentioned on average
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- Other European destinations considered by Britain intenders

Britain intenders have a broad competitive set in mind, including various European gataways, with France dominating the list of
alternatives envisaged from LH and SH markets. Germany, Italy and Switzerland are more present in mind in LH markets while
Southern European destinations (Spain, Greece) remain popular in SH markets.

Long Haul Markets
Short Haul Markets France 25% g France 43%
Bt bbenilers o Spain 21% Britain Intenders | Germany 31%
ang 2506 Italy 20% 119 435 Italy 25%
Germany 19% Switzerland 22%
Greece 19% Denmark 19%
Austria 15% Spain 19%
Denmark 15% Austria 18%
Portugal 14% Belgium 14%
Netherlands 13% Greece 14%
Belgium 12% Netherlands 14%
Croatia 12% Finland 13%
Sweden 12% Portugal 13%
Norway 11% . Sweden 13%
Finland 10% Norway 12%
Czech Republic 9% Turkey 11%
&, = —‘
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Base: Respondents who plan on taking a leisure trip in Britain in 2021 (n = 1,403) . - Uoash cynry

avel Competitive Intelligence o Welsh Govemment VisitBritain



- Impact of age and gender on propensity to consider Britain

Reflecting a general pattern for travel overall, age is confirmed to be a driver of visiting Britain, though it appears more obvious
for SH markets and for England and London. Interest in Wales and Scotland is more evenly spread across age groups.

Incidence % among:

m18-34 m35-54 m55+
Intention to visit Britain (%) 67%

57%

Gender Age

43%
Male Female Less than 35 From 35to 54 55 and over

39%
(o)
36% 239 -
13%  13% 14% 13% 11% ° .
19% 18% 22/°18%
16%  14% 15% 15% 15% II

England potential Scotland potential Wales potential London potential
visitors visitors visitors visitors

Q10. To which destination(s) in Europe in particular?

Base: Britain Int. (n = 1,403) — England pot. visitors (n = 6,246) — Scotland pot. visitors (n = 3,984) — Wales pot. visitors G“R h LONDON 95 ‘}Z—, ) Seetand | Alb Z;j‘i‘
(n = 1,917) — London pot. visitors (n = 2,588) esearch " emmms cotian a
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- Impact of financial situation on propensity to consider Britain

The financial situation is a determinant of travel to England more so than to European destinations, with opportunity confirmed

for marketing to affluent travellers who are better off than before. The gap is more visible for potential visitors to England than
Scotland or Wales.

68%
61%

59%

54% 54% 56%

50%

37% 36% 37%36%

)
22% 25% 24% 30, 590y

17% 16% 17%

17%
12% 12% 11%

Europe Intenders Britain Intenders England potential Scotland potential Wales potential visitors  London potential City Intenders
visitors visitors visitors
Incidence % among: m Better off than before ~ m Not really affected Uncertain  mImpacted negatively

Q25: How would you qualify your spending power for the next 12 months in comparison with your situation before
the outbreak of coronavirus?

L - - S =3¢
Base: Europe Int. (n = 6,411) — Britain Int. (n = 1,403) — England pot. visitors (n = 6,246) — Scotland pot. visitors - - . ﬁ
(n = 3,984) — Wales pot. visitors (n = 1,917) — London pot. visitors (n = 2,588) — Large City Int. (n = 5,398) uweseargh e h‘é & Stand | Aiba @A
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- Impact of previous visit on propensity to consider Britain

Propensity to consider Britain increases with past experiences of the destinations.

75%

57% 54%

42% 41%

Europe Intenders Britain Intenders England potential Scotland potential Wales potential visitors  London potential City Intenders
visitors visitors visitors

Incidence % among: mYes, several times mYes, once No

Q27. Have you visited Britain (England, Scotland, Wales) for a leisure trip for more than one night in the past five year?

< o b S =3¢
Base: Europe Int. (n = 6,411) — Britain Int. (n = 1,403) — England pot. visitors (n = 6,246) — Scotland pot. visitors (n = - - . ﬁ
3,984) — Wales pot. visitors (n = 1,917) — London pot. visitors (n = 2,588) — Large City Int. (n = 5,398) Gu“"“a"“ bl h‘é & Stdtand | Aiba” @A
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Reasons for not considering a trip in Britain (open end)

The sanitary safety is no longer in the TOP3 reasons for not choosing Britain, however COVID-related risks are still frequently mentioned in LH
markets. Other barriers spontaneously mentioned include usual references to the destinations (climate, distance from LH markets, costs, Brexit
context) or a basic preference for other destinations. The image of a pricy destination would encourage further promotional actions.

Total Short Haul Long Haul

Prefer to travel elsewhere 18% Prefer to travel elsewhere 20% Prefer to travel elsewhere 16%

No interest / Not attracted 17% No interest / Not attracted 19% Covid-related risks 15%

Weather / Temperature 1% Weather / Temperature 17% No interest / Not attracted 14%

Too expensive / Prices too high 1% Too expensive / Prices too high Too far / Flight too long 12%
Covid-related risks Brexit / Not part of the EU Too expensive / Prices too high 12%
Already been Already been Already been
Too far / Flight too long Don't want to go there Weather / Temperature
Don't want to go there Do not want to go there Not in my plans/Not a priority
Brexit / Not part of the EU Visa procedures / Don't have a passport Don't want to go there
Not in my plans/Not a priority Covid-related risks Maybe in the future / Not for the moment
Do not want to go there Not in my plans/Not a priority Will first visit family / Friends elsewhere
Visa procedures / Don't have a passport Maybe in the future / Not for the moment Don't speak English
Maybe in the future / Not for the moment Change / Different currency Visa orocedures / Don't have 8 passport
Will first visit family / Friends elsewhere Will first visit family / Friends elsewhere P a passp
Don't speak English Unstability _ English cuisine
Change / Different currency Feeling of hostility from britain Prefer to travel in my home country / region
Feeling of hostility from britain Left hand traffic Not enough Covid-related restrictions
English cuisine Covid-related restrictions Covid-related restrictions
Unstability English cuisine Unstability
Covid-related restrictions Not enough Covid-related restrictions Feeling of hostility from britain
Not enough Covid-related restrictions Don't speak English Change / Different currency
Left hand traffic Too far / Flight too long Brexit / Not part of the EU
Prefer to travel in my home country / region Prefer to travel in my home country / region Left hand traffic
Q11b. Why wouldn’t you consider a trip to Britain (England, Scotland, Wales) in the short term? (Open Question) ..n % % Vst - %
Base: Respondents who responded “I wouldn't consider a trip to Britain” at Q11a. (n = 1367) ! Resea“h e Loty & Scotland | Alba -



Destinations in Britain considered for a leisure trip (SH)

In SH markets, England remains the top nation on the list for a potential visit to Britain, but Scotland and Wales are still well considered, particularly among French,
Germans, ltalians and Spaniards. London is considered by nearly 1 in 2 potential SH visitors to England and special affinities exist with markets such as South-
Eastern cities considered by Italians, East, South-Eastern and North-Western destinations from Spain

Rep. of
Ireland
England 45%

Scotland 36% 37% 28% 44% 40% 31% 53% 38% 32% 34% 43% 27%

SH Denmark France Germany Italy Neths. Norway Russia  Spain  Sweden

Wales 18% 13% 7% 14%  14%  12%  20%  14%  10%  14%  13% 8%
| wouldn't consider a [P 15% 21%  13%  18%  14% 4% 14%  13%  20% 7% 21%

trip to Britain
| don't know yet 8% 8% 11% 5% 10% 4% 3% 11% 7% 9% 7% 12%

Total SH Denmark France Germany ﬁgfa'nodf Italy Neths. Norway Russia Spain Sweden
London 41% 47% 45% 46% 58% 38% 52% 37% 47% 54% 46% 52%
North West (e.g. Manchester, Liverpool, Lake District) 33% 28% 20% 23% 34% 24% 31% 23% 33% 36% 34% 21%
East of England (e.g. Cambridge, Norfolk Broads, Norwich) {057 21% 14% 22% 18% 17% 28% 20% 16% 23% 31% 22%
South East (e.g. Brighton, Oxford, Kent, Windsor) 29% 28% 24% 30% 28% 20% 40% 22% 25% 27% 32% 26%
East Midlands (e.g. Leicester, Derby, Peak District) 20% 15% 1% 15% 8% 14% 21% 17% 13% 18% 17% 1%
South West (e.g. Bristol, Bath, Devon, Cornwall) 20% 18% 12% 17% 26% 12% 27% 15% 14% 20% 20% 17%
West Midlands (e.g. Bg‘;\'/g%?;r)“ Stratford Upon Avon,  RptYSEEEEPEA 0%  12%  12% 1%  19%  13%  11%  15%  16%  10%
Yorkshire & the Humber (e.g. Leeds, York, Yorkshire Dales) IV 12% 7% 13% 13% 10% 15% 15% 9% 15% 12% 10%
North East (e.g. Newcastle, Durham) 14% 10% 6% 11% 12% 4% 13% 13% 8% 9% 10% 10%
| don't know yet 10% 9% 13% 14% 6% 7% 5% 13% 12% 9% 5% 1%

Q11a: If you were to go to Britain in the next 12 months, which destination would you go to? (Multiple Answers)
Base: Respondents who plan on taking an international leisure trip in the next 12 months (n = 10,954)

;"(ﬁ =
Q12: Which destination(s) in England? (Multiple Answers) N , LONDON %’Ké }’;—,)szs:%l d | Alba ?;"i\
Base: Respondents who have chosen England in Q11a (n = 6,246) e ki W ocotan a VisitBritain



Destinations in Britain considered for a leisure trip (LH)

For LH prospects, a possible trip to Britain would include England first but not exclusively, showing an open attitude to visiting multiple
destinations across Britain, beyond iconic places. Regarding England, the affinity of China with the Cambridge region is confirmed, while
North-West England would attract Gulf markets, Brazil, India and most Asian markets (notably South Korea).

LH pustille Sl Caneck Gt e desen el SEHR USA
Arabia Korea

England 57% 62% 59% 79% 57% 64% 74% 53% 52% 57% 59% 65%

Scotland 36% 36% 33% 34% 36% 47% 44% 37% 16% 34% 30% 37%

Wales 18% 22% 22% 18% 16% 33% 25% 20% 16% 13% 21% 22%

( wouldh t sonsidera SEEpR 11% 17% 4% 16% 5% 4% 23%  15%  18% 8% 8%

rip to Britain

| don't know yet 8% 9% 10% 3% 8% 9% 2% 1% 18% 10% 8% 8%

Total LH Australia Brazil Canada China India Japan Sauc.h SO UAE USA
Arabia  Korea

London 41% 37% 38% 46% 47% 41% 32% 45% 24% 32% 34% 34%
North West (e.g. Manchester, Liverpool, Lake District) 33% 36% 35% 45% 28% 32% 42% 39% 38% 44% 45% 28%
East of England (e.g. Cambridge, Norfolk Broads, Norwich) Jee&ZS 36% 30% 37% 19% 54% 41% 43% 26% 37% 32% 28%
South East (e.g. Brighton, Oxford, Kent, Windsor) 29% 31% 35% 35% 31% 37% 33% 38% 18% 28% 27% 24%
East Midlands (e.g. Leicester, Derby, Peak District) 20% 23% 23% 18% 14% 34% 33% 23% 18% 23% 26% 16%
South West (e.g. Bristol, Bath, Devon, Cornwall) 20% 21% 34% 15% 24% 29% 26% 17% 10% 11% 18% 18%
West Midlands (e.g. ng\'/g?:;r)“ Stratford Upon Avon,  RUpeR 21% 23% | 14%  14% @ 28%  28%  28% = 16% = 22%  22%  15%
Yorkshire & the Humber (e.g. Leeds, York, Yorkshire Dales) BRI 18% 24% 13% 16% 24% 27% 18% 11% 15% 19% 13%
North East (e.g. Newcastle, Durham) 14% 17% 16% 12% 15% 24% 19% 11% 16% 16% 25% 14%
| don't know yet 10% 11% 14% 8% 14% 8% 5% 11% 19% 6% 9% 17%

Q11a: If you were to go to Britain in the next 12 months, which destination would you go to? (Multiple Answers)
Base: Respondents who plan on taking an international leisure trip in the next 12 months (n = 10,954)

;"(ﬁ =
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- Cities in Britain considered for a leisure trip (SH)

Beyond an obvious interest for capital cities, other lesser-known destinations generate attractiveness, confirming a
potential demand for visiting must-see and secondary places in Britain.

Irish

Denmark France Germany Republic . Norway Russia Spain Sweden

London 77% 80% 79% 85% 80% 65% 90% 68% 79% 88% 83% 81%
Liverpool 41% 38% 24% 38% 44% 28% 42% 40% 34% 53% 51% 32%
Manchester 41% 36% 24% 35% 43% 30% 38% 37% 35% 46% 46% 32%
T Oxford 34% 28% 18% 29% 30% 14% 35% 29% 22% 44% 43% 20%
% Cambridge 33% 26% 14% 28% 32% 13% 31% 28% 16% 46% 43% 15%
T Birmingham 21% 19% 11% 26% 19% 1% 19% 21% 12% 25% 27% 17%
York 17% 15% 11% 9% 17% 10% 18% 23% 16% 17% 18% 13%
Brighton 16% 17% 16% 19% 20% 9% 18% 19% 16% 16% 22% 20%
Bristol 14% 13% 7% 1% 16% 9% 17% 16% 9% 21% 21% 10%
Bath 11% 10% 9% 7% 8% 9% 10% 15% 12% 8% 10% 10%
None of these 2% 2% 4% 1% 1% 7% 1% 3% 3% 0% 1% 1%
T Edinburgh 80% 81% 80% 77% 81% 81% 81% 72% 81% 87% 89% 85%
% Glasgow 62% 56% 43% 68% 61% 45% 58% 67% 50% 57% 53% 52%
)3l None of these 3% 4% 8% 2% 5% 3% 2% 7% 9% 2% 1% 4%
w Cardiff 76% 78% 79% 85% 72% 70% 87% 83% 65% 76% 84% 61%
% Swansea 60% 50% 50% 34% 58% 41% 41% 66% 53% 58% 46% 66%
=l None of these 7% 8% 12% 4% 14% 15% 4% 6% 18% 7% 2% 10%

Q12b. More specifically, which cities in England would you be interested in visiting? (Multiple Answers)
Base: Respondents who have chosen England in Q11a (n = 6,246)

Q12c: More specifically, which cities in Scotland would you be interested in visiting? (Multiple Answers)

e —
Base: Respondents who have chosen Scotland in Q11a (n = 3,984) s i y ﬁ
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Cities in Britain considered for a leisure trip (LH)

The level of curiosity for visiting other places outside British must-see capital cities is also clear in LH markets. Oxford and Cambridge in
China and India, for example, have a strong power of seduction. Glasgow also generates interest in many markets.

Saudi South

Total LH Australia  Brazil Canada China India Japan Arabia Korea UAE USA
London 77% 75% 75% 87% 80% 69% 80% 87% 67% 71% 72% 72%
Liverpool 41% 43% 38% 61% 41% 37% 44% 42% 51% 40% 42% 38%
Manchester 41% 43% 41% 57% 36% 33% 52% 45% 43% 53% 53% 35%
° Oxford 34% 37% 32% 44% 33% 48% 48% 38% 28% 36% 35% 27%
‘—g., Cambridge 33% 38% 33% 37% 33% 50% 51% 40% 28% 39% 38% 28%
D Birmingham 21% 22% 24% 17% 18% 24% 35% 32% 16% 23% 30% 13%
York 17% 18% 27% 19% 23% 17% 23% 11% 7% 12% 16% 19%
Brighton 16% 14% 25% 18% 16% 14% 15% 9% 7% 14% 12% 13%
Bristol 14% 14% 19% 12% 14% 15% 23% 7% 7% 11% 12% 13%
Bath 11% 12% 27% 6% 15% 15% 9% 8% 5% 6% 10% 13%
None of these 2% 1% 3% 0% 2% 0% 0% 4% 0% 1% 0% 1%
2 Edinburgh 80% 79% 88% 79% 77% 86% 74% 79% 64% 83% 63% 77%
% Glasgow 62% 66% 66% 69% 71% 66% 69% 62% 62% 54% 64% 69%
A None of these 3% 3% 3% 2% 2% 2% 1% 7% 5% 3% 4% 3%
" Cardiff 76% 75% 77% 77% 86% 74% 84% 71% 72% 78% 68% 74%
% Swansea 60% 65% 66% 69% 58% 77% 66% 49% 55% 66% 56% 60%
= None of these 7% 6% 8% 5% 4% 2% 2% 19% 4% 3% 5% 9%

Q12b. More specifically, which cities in England would you be interested in visiting? (Multiple Answers)
Base: Respondents who have chosen England in Q11a (n = 6,246)

Q12c: More specifically, which cities in Scotland would you be interested in visiting? (Multiple Answers)

e —
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- Comfort levels with transport to get to Britain (SH)

Flight remains a confident transport option for 9 in 10 potential visitors to Britain on average, while ferry and tunnel are still
equally considered in the closest markets. Train/Eurostar is seen as a comfortable option particularly in France, the
Netherlands but also in Italy and Spain.

o Very + Quite comfortable ota enmar rance ermany ! taly eths. orway ussia pain weden
(% Very + Qui fortable)  Total SH Denmark  F G ﬁ:&n‘j Ital Neths. N Russia  Spain  Swed
Plane — via nonstop flight 91% 92% 91% 91% 86% 94% 93% 87% 92% 99% 96% 92%
Plane — via connecting flight 79% 75% 68% 75% 68% 76% 86% 82% 64% 69% 81% 78%
Own/rented vehicle — via Ferry 51% 48% 36% 54% 59% 66% 59% 60% 34% 26% 43% 38%
Ownfrented V?ﬂ'ﬁ:}‘zl‘ via Channe! Iyt 46% 40% 56% 60% 53% 49% 59% 31% 31% 43% 39%
On foot — via Eurostar/Train 49% 43% 29% 62% 46% 50% 52% 58% 26% 13% 53% 36%
Coach — via Channel Tunnel 47% 39% 34% 54% 40% 42% 46% 47% 25% 33% 38% 32%
Coach — via Ferry 46% 39% 34% 55% 39% 47% 48% 46% 25% 26% 36% 31%
On foot — via Ferry 45% 41% 27% 58% 44% 63% 47% 50% 29% 13% 38% 33%

Q13: If you were to travel to Britain in the next 12 months, how comfortable would you feel using the following to get to

ey ="
13 ; T = e
Britain? (Multiple Answers) Research LONDON Mié ;%)Sggtland | Alba El;‘i‘

Base: Respondents choosing either England, Scotland or Wales in Q11a (n=8,671) e e e RS Wt Gom e VisitBritain



- Comfort levels with transport to get to Britain (LH)

LH markets would feel comfortable using all types of transportation means to get to Britain including car rental (except for the
Japanese) and Eurostar/Train as part of a possible trip involving multiple countries.

Saudi South

(% Very + Quite comfortable) Total LH Australia  Brazil Canada China India Japan Arabia Korea UAE USA
Plane — via nonstop flight 91% 90% 77% 94% 92% 91% 90% 95% 97% 91% 89% 89%
Plane — via connecting flight 79% 82% 78% 83% 77% 75% 92% 70% 84% 81% 83% 88%
Own/rented vehicle — via Ferry 51% 54% 53% 48% 52% 63% 57% 29% 50% 48% 58% 58%
Own/rented V?Z'rf:‘il‘ via Channel SuyeR 55% 58% 52% 52% 64% 57% 30% 52% 50% 58% 59%
On foot — via Eurostar/Train 49% 54% 53% 45% 55% 61% 54% 48% 48% 43% 55% 59%
Coach — via Channel Tunnel 47% 53% 53% 42% 53% 62% 60% 26% 47% 41% 60% 59%
Coach — via Ferry 46% 51% 51% 37% 50% 62% 61% 25% 46% 36% 55% 59%

On foot — via Ferry 45% 48% 50% 31% 51% 61% 48% 31% 39% 29% 49% 56%

Q13: If you were to travel to Britain in the next 12 months, how comfortable would you feel using the following to get to

ey ="
13 ; T = e
Britain? (Multiple Answers) Research LONDON Mié ;%)Sggtland | Alba El;‘i‘

Base: Respondents choosing either England, Scotland or Wales in Q11a (n=8,671) e e e RS Wt Gom e VisitBritain



- Perception of transport modes within Britain (SH)

The increased level of trust in public and collective transportation means is favorable for exploring rural and urban
environments and planning multiple destinations within Britain, be that travelling on their own or via transportation means at
their disposal. The preference for using their own car is still high in Ireland, the Netherlands, France and Germany. The
positive sentiment in considering trains for journeys within Britain resonates well with the search for sustainable transports.

Rep. of

% of Consideration SH Denmark France Germany reland

Italy Neths. Norway  Russia Spain Sweden

Public transport - Train 52% 51% 38% 51% 45% 37% 61%

Public transport -

Tube/subway 44% 44% 41% 49% 36% 40% 55% 39% 46% 41% 36% 56%
Rented car/vehicle 38% 37% 39% 42% 36% 34% 44% 30% 31% 41% 33% 36%
Public transport - Bus 37% 41% 42% 46% 32% 39% 52% 32% 40% 48% 30% 52%
Domestic flight 36% 30% 22% 31% 18% 46% 37% 23% 27% 25% 40% 27%
Taxi 30% 30% 20% 26% 17% 38% 42% 22% 37% 33% 16% 47%
Own car vehicle 29% 33% 28% 38% 41% 49% 27% 46% 27% 19% 26% 27%
Uber/other sharing app 24% 16% 8% 21% 10% 17% 23% 15% 13% 16% 13% 27%
Private coach/minibus 21% 17% 15% 16% 14% 21% 25% 19% 13% 23% 11% 1%
Q14. Thinking about travelling within Britain, which of the following would you be comfortable with? (Multiple Answers) (Wll........, LONDON }ﬂ{\é ;%Psggtland | Alba’ ﬁ

Base: Respondents selecting England, Scotland or Wales in Q11a (n = 8,671)
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- Perception of transport modes within Britain (LH)

Among LH markets, there are still no particularly “new” or unusual obstacles in using / combining various types of
transportation at destination, including public transport or taxi services.

Saudi South

% of Consideration Australia  Brazil Canada China India NETE .
Arabia Korea

Public transport - Train

Public transport -
Tube/subway

Rented car/vehicle
Public transport - Bus
Domestic flight
Taxi

Own car vehicle

Uber/other sharing app

Private coach/minibus

8? e = S
Q14. Thinking about travelling within Britain, which of the following would you be comfortable with? (Multiple Answers) ;f}j | ., LONDON % % SV ond | Alba ﬁ
Base: Respondents selecting England, Scotland or Wales in Q11a (n = 8,671) hd Wl Research - =5 st & ocotian LYol



- Planned booking channels for an international trip (SH)

Coming back to pre-pandemic attitudes, travellers consider a large variety of channels to plan their next trip. Online travel
agents/tour operators and travel comparison websites are popular channels reassuring some consumers in the still uncertain
travel scenario for some. Official destination websites, transport and accommodation providers play a significant role in the
booking process across most markets.

Rep. of
Ireland

Norway Russia Spain Sweden

Denmark France Germany

Through a travel agent/tour
operator online

A travel comparison website

Direct with airline/train/ferry operator

Direct from the official website of the
destination

Direct with accommodation provider

Through a travel agent/tour operator
at a storefront

Through friends and family in the in
the destination country

e m—e
Q19: How would you envisage booking your trip? (Multiple Answers) , X Visic . ﬁ
Base: Respondents who plan on taking an international leisure trip in the next 12 months (n = 10,954) 2 Wl Research LONDON Lwﬁf ;%?Scotland | Alba l‘
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- Planned booking channels for an international trip (LH)

The role of expert intermediaries is higher in LH markets (online and at a storefront in China and India). Direct booking with airlines and
accommodation providers remain key in North America, while the large share of VFR travel intentions gives friends and relatives a significant role,
notably for visitors from India, China and the Gulf markets. Brazil, Japan and South Korea rely a lot on comparison websites. In Australia, a wide
array of channels are considered addressing needs of both independent travellers and consumers looking for intermediaries.

Saudi South
Arabia Korea

LH Australia Brazil Canada China India Japan

Through a travel agent/tour

(0]
operator online 43%

28% 48%

A travel comparison website 36% 36% 28% 61% 33% 30% 47% 55% 27% 46% 25% 28%
Directwith ;‘;r';z trainfferry  REPA 32% 34%  43%  33%  25%  37%  30%  33%  23%  37%  34%
Slee frotr;‘;zz;’tfﬂ‘;ﬁg‘r’:’ebs'te of EPYIA 31% 24% 3%  26%  42%  41%  18%  31%  21%  29%  30%
BlEe W'”;rf)‘f/‘i:g;m"dat'on 27% 26% 35%  26%  30% 19%  30%  24%  14%  33% = 24%  30%
Through a travel agent/tour o o o & 8 g 0 0 0 0 0 0
P g e 25% 29% 28%  36%  26%  32%  34%  34%  25%  29%  23%  23%
Through friends and family in the [EPHI 17% 13%  15%  12%  21%  31% 7% 19%  12% = 23%  16%

in the destination country

e —
Q19: How would you envisage booking your trip? (Multiple Answers) ~ e Visi . ﬁ
Base: Respondents who plan on taking an international leisure trip in the next 12 months (n = 10,954) ﬁ\‘—’? H RES_earch e hié ;%PSCOtﬂand | Alba N
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B Planned booking channels for a trip to Britain

Options for using or combining diverse booking channels during the booking process prevail (including personal contacts in the UK). Therefore,
destinations are encouraged to continue providing consistent promotional and informative content throughout all channels, particularly as travellers
still have concerns around changing constraints and possible high level of administrative requirements. The role of official websites remains a key

element of the journey planning in this respect.

A travel comparison website
Through a travel agent/tour operator online
Direct with airline/train/ferry operator
Direct from the official website of the destination

Direct with accommodation provider

Through a travel agent/tour operator at a
storefront

Through friends and family in the destination
country

Q19: How would you envisage booking your trip? (Multiple Answers)
Base: Respondents who plan on taking a leisure trip in Britain in 2021 (n = 1,403)

Total

45%

43%

40%

38%

33%

28%

19%

SH

42%

33%

45%

29%

36%

20%

15%

LH
46%
49%
37%
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31%
32%

21%
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B Planned booking channels for a trip to Britain by age

Travel comparison websites and official destinations’ websites are again the most popular options among young people
intending to travel to Britain, while the older generation are more likely to book directly through transport operators. The online
TOs/OTAs channel is confirmed to be a top choice among younger generations in LH markets.

SH markets LH markets

Direct with airline/train/ferry operator Through a travel agent/tour operator online

A travel comparison website A travel comparison website

Direct from the official website of the

Direct with accommodation provider et

Through a travel agent/tour operator online Direct with airline/train/ferry operator

Direct from the official website of the
destination

Through a travel agent/tour operator at a
storefront

Through a travel agent/tour operator at a

Direct with accommodation provider
storefront

Through friends and family in the in the
destination country

Through friends and family in the in the
destination country

ey ——
~1 ., N NS
Q19: How would you envisage booking your trip? (Multiple Answers) O | Research LONDON J‘f’&é ;%Psggtland | Alba él;‘i‘
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Bl COVID-19 safety perception (1)

In North America and Australia, British destinations consolidate on a safer image compared to other large competitive
destinations in Europe, such as France, Italy or Spain. England now matches the level of positivity of other British destinations

in North America.

Australia Canada
Switzerland 18%  18% ,r__S_ctgaf}_g_ N °/ = ‘V 5A) )
(scotiand [ 6% 22% JNCTeRl 7% i 1e%
SN o e T 7o Yo% 15%
[ engand IIDECCDDDR 0% 31% IERGEE 0% 5% 1%k
Germany Germany 66% 15%  19%
France France 66% 14% 20%
Italy 46% Spain 63% 15%  22%
Spain Italy 62% 14% 25%

m Safe mDon't know mUnsafe

Q21: If you were to travel internationally within the next 12 months, how safe would you consider the following destinations
to be, in the context of the coronavirus?
Base: All respondents (n = 11,057)

USA
[ engand 9%11%8
[ scotiand T,
(" waes D 12%11%
Ireland 12%12%
Germany 11%14%

France 11%15%

Italy 11% 16%

Spain 13% 18%
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Bl COVID-19 safety perception (2)

In Asian markets, the image of Britain with COVID-19 is consistent and competitive, only Switzerland and Germany tend to
generate (slightly) better perceptions. In Japan, perceptions are still showing mixed feeling, however, the share of respondents
rating Britain as unsafe in the context of the pandemic is not dominant anymore.

China Japan South Korea

Switzerland 10%16% Switzerland 39% 31% 30% Switzerland 61% 12% 27%

————————————————————————— (™" Wales 51% 15%  34%
r 0 0 () () (0
! Scotland 9% 19% __ _Weles NN e J
________________________________ o) 0 0 |
e ™ (" Scotland 31% 39% 1___ 500 Rl N
1 [5) o/ IELELE— . . . o o o o o
v \ivile_s_ | 0% Germany 47% 13%  40%
e Germany 30% 26% e
| England AR TA fm====- | Wales 46% 18%  36% ;
e ,  England C_ _h_I; - _bl_ """""""""
—————————————————————————— ech Re ic 9 159 479
Germany 10% 22% o ‘ Publ R k
ay SRSl 36% 1%  53%
France 10% 24% France Spain 13% 530,
Italy 63% 10% 27% Spain Italy 11% 57%
m Safe mDon't know mUnsafe
Q21: If you were to travel internationally within the next 12 months, how safe would you consider the following destinations /= =
to be, in the context of the coronavirus? nResearch LONDOR % & Sisiiand | Alba E;"i\

Base: All respondents (n = 11,057) Tavel Competitive ntetligence o2 Wt Gom e VisitBritain



Bl COVID-19 safety perception (3)

The COVID-19 safety image of Britain is positive in Saudi Arabia and the UAE. Switzerland benefits from the best image in this
region of the world, however, British destinations are seen as safe in absolute value by the majority of respondents.

Switzerland

Germany

Netherlands

Turkey
Ireland
Italy

France

Saudi Arabia
73% 16% 12% Switzerland
| England
16% 15% | Scotland
20% 1% L:::Vzlaze:s
21% 12% Germany
Ireland
17% 17% Netherlands
12% 22% Spain
22% 13% Turkey
18% | 22% Italy
16%  26% France

m Safe mDon't know mUnsafe

Q21: If you were to travel internationally within the next 12 months, how safe would you consider the following destinations

to be, in the context of the coronavirus?

Base: All respondents (n = 11,057)
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Bl  COVID-19 safety perception (4)

Britain’s image in Brazil and India in relation to the COVID-19 safety is positive and competitive vs other large European
destinations usually visited from those markets. Switzerland is again receiving the best rating in this aspect.

Brazil India
Switzerland Switzerland 94% 399
LE_”_Q'_‘E”_? ____________________ | England 89% 3089
I Scotland r_:::::- '\
Portugal 3%2% 1_ Scotland 88% R /R
Spain 2%44% Germany 86% 4%40%
Germany 2%44%
el France 84% 4%12%
I Wales
kR e el r-—=--—-- 5 T
Ireland 59%42% 1__ Wales B850 o
France 2746% Spain 81% 7%12%
Italy 2%17%
Italy 79% 5% 16%

Netherlands 7% 19%

m Safe mDon't know mUnsafe

Q21: If you were to travel internationally within the next 12 months, how safe would you consider the following destinations = 'i
to be, in the context of the coronavirus? T LONDON Zﬁié % Visit ﬁ
Base: All respondents (n = 11,057) .nkesea"h nnnnnnn pvmsoeh o  Scotland | Alba
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Bl COVID-19 safety perception (5)

A perception gap between England and the other destinations in Britain still exists in Germany and the Netherlands. The image of
British destinations has improved further in those markets and remains in a good average compared to the competition.

France Germany The Netherlands
Switzerland 77% 5%18% Switzerland 69% 8% 23% Germany 86% 7 Y8 %
Spain 74% 50/ 219%, Austria 67% 7% 27% Belgium 9%9%
Italy 72% 5% 23% Ireland 65% 9% a20% [ "Scotland _ L L]
Ireland 6% 22% ;- _Sc_;oSTIFSE M (" wales_ NN/ NNNNNELS
Portugal NPT . --o - e e - - Ireland 12%8%
el 0% 7% 2% I Tk Portugal 10%11%
r ________________________________ 1 (0] (o)
‘=E=ngla=n;j_===================:;I Portugal 10% 29% AUStr!a O
E_ _Wales TS/ SN—L WV ! France 7% 33% ,—— Spain 7o E
Germany Netherlands 8% 32% I _England
Netherlands [~ "England France 77% 10%13%
Austria "7 Greece 56% 0% 33% Italy 75% 10%15%
Greece 63% 7% 30% Poland 44% 10% 46% Greece 73% 12% 15%

m Safe mDon't know mUnsafe

Q21: If you were to travel internationally within the next 12 months, how safe would you consider the following destinations

=
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Bl COVID-19 safety perception (6)

Perceptions in the Republic of Ireland, Italy and Spain are still positive but other destinations such as Switzerland, Austria,
Germany and Ireland are also seen as safer than England today.

Rep. of Ireland Italy Spain

I__Scotland TSN J' Switzerland 83% 7% 0% Switzerland 83% 794 0%
[ Wales BBEEENEEEEEEETITA Germany 6%14% Ireland 81% 79%42%
" Portugal 7R Zrw ¢ Scotand NNNMNNCVMMBNNEDIE] ¢ _Scotind NN ANNNATET |
Germany 8940% .- _lreland  EESSSVEV NN Portugé' 79% 6%15%
Spain 594 29% RACICE  78%  10%2% I Austria 8%15%
Austria 8%14% Germany 6%18%
France 78% 9%13%
Portugal 8% 16% Netherlands 7%16%
ltaly e &€& Netherlands 11%15% E o VV;IES __________________ :
Netherlands iZ (a2 [~ Engend NEBNMEEENTZEEA | Fronce EEEEEASEERGIVEA
- Autne I Spain B0 21% [ _England_ | INNEYRNN-TPPVE |
I England SN 5% 9% I, France 7% 22% Italy 6% 22%
Greece 72% 12% 17% Greece 64 % 10% 26% Greece 9% 23%

m Safe mDon't know mUnsafe

Q21: If you were to travel internationally within the next 12 months, how safe would you consider the following destinations

ey ——
. : i ﬁr ‘
to be, in the context of the coronavirus? nkesearch LONDON ,Z‘ﬂié ‘2’.%) Sl nd | Alba. 7T\

Base: All respondents (n = 11,057) Tavel Competitive ntetligence o2 jrmssom ¥ VisitBritain



Bl COVID-19 safety perception (7)

The image of British destinations (notably England) has widely improved in Norway and Sweden, even if neighboring Nordic

countries generate the best levels of trust today.

Denmark 9% 13% Norway
_ Sweden 9% 15% . Denmark
| Scotland RN 16% 14% | _Scotland.
r ™ Wales Germany _
_Germany_ 13% _19% 1 England
' England 13% . 21% Ireland
" freland 19% _16% France
Netherlands
France 13% . 23% ; - _V\_la_le; """""""
Spain 13% 24% B I?’o_rtag_al_
Austria 17%  22% Austria
Italy 15% __25% Italy 50% 14%
Portugal 19%  21% Greece 48% 14%
Greece 18%  24% Poland 38% 17%

m Safe mDon't know mUnsafe

Q21: If you were to travel internationally within the next 12 months, how safe would you consider the following destinations
to be, in the context of the coronavirus?

Base: All respondents (n = 11,057) ellgence o
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Bl COVID-19 safety perception (8)

In Russia, the gap between England and the other British destinations is more marked, while perceptions in Denmark match
the Nordic trend.

Denmark Russia
Norway 73% 1% 16% Finland 67% 17% 16%
Sweden 69% 12%_19% Switzerland 67% 16% | 17%
Germany 1% 21% Austria 16% 23%
- Seain_ 2% 26% el S0 7% 24% B
Scofland_ N s, 0% 25% B
=l 57% 14% 28% I
f:v_v§|§s ---------------------- Greece
JRETEE0. 18% | 25% | _ Germany  SSEEY SR IS -
Italy 12%  33% '_ _ England
France 13% . 32% Spain
Portugal 17% | 28% Italy
Greece 52% 15% 33% France

m Safe mDon't know mUnsafe

Q21: If you were to travel internationally within the next 12 months, how safe would you consider the following destinations % = 'i
to be, in the context of the coronavirus? TIC LONDON . B, ovisit . El?‘i
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Travel
Preferences
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B Travel preferences: summary

« The “return to normal” in destination experience is tangible though the increase of interest expressed for all types of activities,
including events (cultural, sportive...) and visits to popular / iconic attractions in and outside large cities.

* Visiting large cities and coastal areas are still top of mind in SH markets, while roaming around is also very well considered.
Given the strong position of Britain in the mind of LH markets looking for roaming around, opportunities of promoting multiple
Britain destinations / tours are confirmed.

« The progressive return to many pre-pandemic behaviours now makes travellers envisage all types of activities including those
considered at risk COVID-wise in a recent past (large shows, events, immersive socialising activities, highly frequented
attractions, dining and nightlife...). Dining out has returned to being a dominant activity envisaged, growing strongly in interest.

« An even greater range of experiences is mentioned by most LH markets who still consider visiting iconic tourist attractions in
priority.

« Potential visitors to Britain express higher interest than average in engaging in lively cultural and sportive events during their
journey.

« While travel confidence grows, fewer travellers look for being hosted by friends and families and like the idea of connecting
again to locals via Bed & Breakfast, while hotel chains remain a preferred choice overall.

« Britain intenders would look for a large variety of options including hotel chains and boutique properties, but also B&Bs, historic
houses and private rentals. London intenders are again particularly drawn to (boutique) hotels. Potential visitors to Scotland
and Wales confirm high levels of interest for lodging in historic houses/castles.

« Couples (with or without children) still dominate in travel cells envisaged, however solo and travel with friends generate further
interest in many markets. Tour groups continue to be low in consideration across markets.

I]Ff?.s.'.%.’“.h gy }ﬂé & Stotland | Alba’ N
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- Data trends

The “return to normal” in destination experience is tangible though the increase in interest expressed for all types of activities,
including events (cultural, sportive...) and visits to popular / iconic attractions in and outside large cities.

Main types of destinations envisaged Interest level in activities (W4/W3 Evol. - gap of %)

Attending sport events 2.0%
............... Visiting cultural attractions 1.5%
Large city 45% @ Visiting famous/iconic tourist attractions 1.4%
Attending cultural events
Dining in restaurants/bars/cafes/pubs
389 Experiencing destination’s nightlife
Experiencing local lifestyle
| will roam around, visiting Playing sports
many types of places 33% Guided tours/day-excursions
Exploring history and heritage

HOieennnnnnnnnn, @ 28% .
Small/mid-sized 0. 25% ® 26% Shopping

ool
.....
......

Gity/town 25% o O @ 25% " .. ® 25% Cu|inary activities

_._,._,-;::;: ..... Ll 7/L /A @ 24% Outdoor activities (hiking, cycling, etc)

Mountains or hills 21% T Learning new skills

Countryside or village 20% ' Spa/wellness activities

Outdoor nature activities
Self-driving tours -0.5%

40%
37%

December 20  March 21 August 21 February 22

e 75
Trend calculated at constant perimeter (13 markets consolidated) uResearch LONDON pet Q%) Scotland | Alba’ ;A‘
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- Main destination types for an international leisure trip (SH)

Visiting large cities and coastal areas are still top of mind in SH markets, while roaming around is also popular, notably among
ltalians. Germans continue to express the highest interest in coastal experiences, Italians and Spaniards are massively
considering city breaks.

Rep. of
Ireland

SH Denmark France Germany Italy Neths. Norway Russia Spain Sweden

60%

Large city 41% 43% 30% 47% 63% 38% 52% 35%

| will roam around, visiting

many types of places 41% 34% 31% 36% 30% 24% 53% 36% 33% 52% 23% 24%
Coastline 37% 37% 34% 33% 52% 37% 32% 32% 43% 48% 22% 37%
Small/mid-sized city/town 29% 26% 22% 24% 23% 21% 32% 25% 27% 24% 33% 26%
Countryside or village 26% 20% 20% 20% 19% 23% 20% 25% 22% 12% 14% 20%
Mountains or hills 26% 20% 23% 14% 22% 18% 24% 31% 1% 24% 22% 13%

I’'m not sure 6% 6% 8% 7% 6% 5% 3% 6% 7% 2% 5% 7%

Q15: Which of the following best describes the main types of destination where you are likely to stay during your next -
international leisure trip? (Multiple Answers) Q:;j
Base: Respondents who plan on taking an international leisure trip in the next 12 months (n = 10,954) -

M{) & Scdtland | Alba ﬁ
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- Main destination types for an international leisure trip (LH)

Beyond a large and growing demand for visiting large cities across LH markets (less obvious though for Saudi Arabia and
Australians), a desire to roam around is steady, notably in Brazil, South Korea, Japan and Gulf markets. Given the strong
position of Britain in mind of long-haul markets, opportunities of promoting multiple British destinations / tours is confirmed.

Saudi South
Arabia Korea

Australia Brazil Canada China India Japan

39% 52% 47%

Large city 63%

| will roam around, visiting

many types of places 41% 46% 43% 60% 42% 49% 45% 46% 43% 50% 47% 41%
Coastline 37% 37% 34% 24% 32% 48% 43% 32% 40% 35% 34% 34%
Small/mid-sized city/town 29% 32% 25% 40% 26% 38% 29% 45% 22% 29% 33% 27%
Countryside or village 26% 32% 33% 27% 27% 36% 40% 21% 37% 19% 41% 30%
Mountains or hills 26% 30% 27% 35% 20% 30% 55% 18% 33% 15% 44% 30%

I’'m not sure 6% 5% 11% 2% 10% 6% 2% 7% 4% 2% 1% 7%

Q15: Which of the following best describes the main types of destination where you are likely to stay during your next

- T ﬁ" ¢
international leisure trip? (Multiple Answers) :‘:_:;f N ieccarch LONDON %’Ké %Psggtland | Alba ;‘\

Base: Respondents who plan on taking an international leisure trip in the next 12 months (n = 10,954) o i e A Upwodeaeh cym VisitBritain



- Main destination types for a leisure trip in Britain

Britain intenders express further interest in visiting lively urban environment as well as roaming around for visiting many types
of places (particularly among potential visitors to Wales and Scotland).

Europe Intenders Britain Intenders  England pot. visitors Scotland pot. visitors Wales pot. visitors London pot. visitors

Large city

| will roam around, visiting
many types of places

Coastline
Small/mid-sized city/town
Countryside or village
Mountains or hills

I'm not sure

Q15: Which of the following best describes the main types of destination where you are likely to stay during your next
international leisure trip? (Multiple Answers)

ey ——

Ny (frT =

Base: Europe Int. (n = 6,411) — Britain Int. (n = 1,403) — England pot. visitors (n = 6,246) — Scotland pot. visitors (n = 3,984) C LONDON }ﬁ{ké %, oVisit . Elj‘i\
— Wales pot. visitors (n = 1,917) — London pot. visitors (n = 2,588) =4 LB Research ™ pune: en oV Scotland | Alba
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- Data trends

While a back to pre-pandemic attitude is established, fewer travellers look for being hosted by friends and families and

like the idea of connecting to locals again via Bed & Breakfast

Travel party

With your 71% 71%
SpOUSE/partner @---w-sswwweeeesser @ @il ® 70%
70%
With children (under 18) 28%
[ T 260/0 ............... @ 269 @® 28%
With friends 21% @ r 23%............... @ 23% - eeueennnn. ! 22%
' ....................... L TR TR R T EET T .v..‘l.\\ﬂ';.uu ............... 1 9%
0
Alone 18% 19%
As part of a tour group 3% 3% 3% 3%
December 20  March 21 August 21 February 22

Trend calculated at constant perimeter (13 markets consolidated)

Accommodation (W4/W3 Evol. - gap of %)

Bed and breakfast
Hostel/university/school

Cruise

Self catered property

Campsite

Boutique hotel

Caravan/motorhome

Private rental

Friend’s/family house as a paying guest
Holiday village/centre (e.g. Center Parcs)
Hotel chain

Historic house/castle

Own second home/timeshare

Friend’s/family house as a free guest

u Research

Travel Competitive Intelligence (_:

0.9%
0.9%
0.7%
0.4%

-1.0%
-1.1%

-1.7%
-1.8%

—
ﬁ
nnnnnnnn Liywodraeth Cymru
Is|

h Govemment VisitBritain

LONDON h‘é & Stiand | Alba

Wel



- Travel party for an international leisure trip (SH)

Couples (with or without children) still dominate while tour groups remain very low in consideration across markets. Travelling
with friends or solo is more envisaged in Nordic markets. Sweden and Norway seem quite enthusiastic in planning several
trips with diverse travel companions.

Rep. of
Ireland

Denmark France Germany

Neths. Norway Russia Spain Sweden

With your
spouse/partner

72% 66% 68% 76%

70% 67% 70%

With children (under

8) 29% 26% 19% 31% 22% 31% 21% 29% 28% 23% 26% 30%
With friends 22% 26% 22% 16% 23% 17% 27% 24% 39% 23% 28% 37%
Wi”r‘nae?r‘]‘k')teffsm”y 20% 21% 24% 18% 14% 16% 15% 21% 32% 17% 22% 33%
Alone 19% 20% 18% 11% 19% 21% 14% 27% 27% 13% 18% 30%
As p"‘g: of : tour 3% 4% 4% 1% 1% 1% 2% 4% 5% 8% 4% 7%
Q18: Would you envisage traveling... (Multiple Answers) - 00 :..c.rh LONDON % ;%Psggﬂand |Alba” %

Base: Respondents who plan on taking an international leisure trip in the next 12 months (n = 10,954) ki o o || RS Uywodaeth Sy VisitBritain



- Travel party for an international leisure trip (LH)

Family trips are particularly considered in Gulf markets and Brazil while many trips with spouse/partners would be planned
from the US. Travelling with other adult family members is popular in India and Brazil, while trips with friends are also high in
the minds of Japanese and South Koreans. Tour groups continue to be low in consideration across markets. A higher
proportion of solo travellers can be found in Japan, Canada and Brazil.

LH Australia  Brazil  Canada  China India Japan  Soud el UAE USA
Arabia Korea

With your

0,
spouse/partner 76%

65%

With children (under

18) 29% 31% 24% 43% 18% 26% 38% 20% 37% 23% 44% 35%
With friends 22% 19% 15% 25% 17% 16% 25% 30% 15% 26% 19% 15%
W'”r‘naef#:eff‘sm"y 20% 19% 15% 28% 15% 17% 29% 21% 20% 20% 19% 15%
Alone 19% 18% 16% 23% 23% 18% 18% 25% 17% 17% 15% 15%
As part of a tour
group 3% 3% 2% 4% 2% 3% 4% 7% 2% 4% 2% 3%
Q18: Would you envisage traveling... (Multiple Answers) % &, Qs - %
. . Research LONDON N SCOtland | Alba

Base: Respondents who plan on taking an international leisure trip in the next 12 months (n = 10,954)
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B Travel party for a leisure trip in Britain

All markets consolidated, those wishing to visit Britain consider a larger than average travel cell including children, friends
and other adult travel companions. Again, Wales records a stronger interest amongst families, while potential visitors to
London would also recruit among visitors travelling with friends.

England pot. Scotland pot.
visitors visitors

London pot.

Europe Intenders Britain Intenders .
visitors

Wales pot. visitors City Intenders

With your spouse/partner

With children
(under 18)

With friends

With adult family members

Alone

As part of a tour group

Q18: Would you envisage traveling... (Multiple Answers)

s =3
Base: Europe Int. (n = 6,411) — Britain Int. (n = 1,403) — England pot. visitors (n = 6,246) — Scotland pot. visitors (n C LONDON %’\é L vt - m
= 3,984) — Wales pot. visitors (n = 1,917) — London pot. visitors (n = 2,588) — Large City Int. (n = 5,398) d WLl Research & Scdtland | Al @A
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Accommodation types for an international leisure trip (SH)

Hotel chains remain a preferred choice, while self-catered accommodation is again a popular option along with Bed and Breakfast. The demand
is structuring again around expectations for a large diversity of choices for accommodation where hotels of all sizes and categories, private
rentals and specialty lodging all have a market to address, providing that they can offer the full and safe experience that is expected.

Total SH Denmark France Germany Relgiglic Italy Neths. Norway Russia Spain  Sweden
Hotel chain 62% 65% 71% 45% 65% 66% 64% 60% 74% 65% 62% 78%
Bed and breakfast 35% 41% 44% 31% 38% 43% 59% 42% 41% 47% 15% 46%
Boutique hotel 32% 28% 19% 34% 30% 43% 26% 23% 18% 13% 44% 24%
ST ﬁfarg: F:ﬁggtyag:[‘ttr‘:‘;:t‘)’use’ 31% 37% 36%  19%  49%  44%  36%  44%  37%  34%  27%  44%
Pr"’gtfur;”;j'rﬁsn“gcr‘FT‘iZ ng”b’ 26% 29% 21% 32% 30% 32% 37% 25% 25% 23% 37% 25%
Historic house/castle 25% 25% 31% 12% 24% 21% 23% 28% 30% 16% 27% 33%
Friend’s/family house as a free guest 25% 26% 23% 16% 28% 35% 23% 28% 24% 11% 32% 36%
Holiday village/centre (e.g. Center Parcs) W2 22% 24% 16% 24% 25% 26% 33% 23% 19% 13% 20%
Cruise 19% 17% 16% 9% 19% 16% 17% 17% 31% 10% 14% 24%
Friend’'s/family house as a paying guest 16% 17% 10% 11% 22% 21% 19% 22% 11% 7% 19% 25%
Hostel/university/school 14% 12% 13% 7% 7% 10% 11% 11% 7% 13% 19% 19%
Campsite 13% 14% 17% 12% 15% 13% 10% 23% 15% 11% 11% 14%
Own second home/timeshare 12% 12% 28% 3% 14% 10% 13% 13% 8% 7% 3% 25%
Caravan/motorhome 11% 13% 17% 6% 16% 11% 8% 19% 14% 5% 15% 15%
Q17: F tint ti | lei tri Id b mfortable staying in Multiple An r % %5, oVisit . Z 'i
: For your next international leisure trip, would you be comfortable staying in a ... (Multiple Answers) Research LONDON & Stiand | Alba Elj‘i

Base: Respondents who plan on taking an international leisure trip in the next 12 months (n = 10,954)
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- Accommodation types for an international leisure trip (LH)

Long-haul markets confirm higher interest in boutique hotels even of hotel chains dominate in intentions. Brazil confirms its
affinity with self catered properties and private rentals. Despite uncertainties for the sector, cruises remain widely envisaged in
the US market. China and India show high interest in holiday villages and boutique hotels.

Total LH Australia Brazil Canada China  India  Japan f;‘é?; Eg;ﬁg UAE USA
Hotel chain 62% 59% 61% 77% 68% 40% 53% 86% 46% 67% 44% 62%
Bed and breakfast 35% 31% 47% 16% 39% 27% 33% 13% 19% 40% 31% 37%
Boutique hotel 32% 36% 44% 37% 37% 45% 32% 32% 23% 38% 26% 36%
ee zziteggg fﬁ;’gyagz?tﬁir:‘t‘)’use’ 31% 26% 38%  43%  26%  30%  27%  16%  23%  18%  23%  22%
P”Vgtfug”stj:ﬁsn“;h;‘izlﬁ;;b”b’ 26% 25% 28%  47%  31%  19%  35% = 10%  10% = 17%  21%  29%
Historic house/castle 25% 25% 33% 30% 25% 33% 24% 19% 14% 15% 19% 29%
Friend’s/family house as a free guest 25% 24% 31% 32% 28% 13% 38% 12% 19% 14% 30% 26%
Holiday village/centre (e.g. Center Parcs) vz 22% 22% 19% 15% 41% 37% 6% 16% 1% 21% 16%
Cruise 19% 21% 23% 23% 20% 9% 29% 21% 27% 8% 22% 27%
Friend’'s/family house as a paying guest 16% 16% 20% 23% 13% 11% 30% 5% 15% 8% 24% 15%
Hostel/university/school 14% 15% 9% 18% 12% 17% 20% 7% 21% 12% 22% 12%
Campsite 13% 12% 13% 13% 9% 13% 15% 5% 14% 7% 18% 11%
Own second home/timeshare 12% 12% 11% 14% 9% 15% 15% 6% 9% 7% 14% 1%
Caravan/motorhome 11% 10% 14% 13% 7% 13% 16% 5% 9% 5% 13% 7%

7 =

Q17: For your next international leisure trip, would you be comfortable staying in a ... (Multiple Answers) Research LONDON }ﬁ{ké ;%)Sggtland | Alba ﬁ

Base: Respondents who plan on taking an international leisure trip in the next 12 months (n =10,954) o e s oA Uyeraeth cymru VisitBritain



- Accommodation types for a leisure trip in Britain

Those wishing to visit Britain consider a large range of accommodation experiences, including hotel chains and boutique
properties, but also B&Bs, historic houses and private rentals. London intenders are again particularly drawn to (boutique)
hotels. Potential visitors to Scotland and Wales confirm high levels of interest in lodging in historic houses/castles.

Europe Intenders Britain Intenders Englla.nd pot. Scotlla_nd et Wa_lgs pot. Lonfjgn ek City Intenders
visitors visitors visitors visitors
Hotel chain 64% 63% 63% 64% 61% 71% 68%
Bed & breakfast 38% 39% 37% 44% 44% 39% 37%
Self catered property (rented house, 35% 38% 31% 38% 38% 34% 31%

cottage, chalet, apartment)
Boutique hotel 33% 45% 36% 40% 43% 40% 39%
Private rental such as Airbnb,

Couchsurfing, FlipKey 29% 35% 30% 34% 35% 35% 30%

Historic house/castle 28% 35% 27% 36% 38% 29% 27%
Friend's/family house as a free guest 25% 29% 26% 26% 28% 27% 26%
Holiday village/centre (e.g. Center Parcs) 24% 31% 24% 29% 32% 25% 24%
Cruise 19% 22% 21% 23% 27% 20% 21%

Friend's/family house as a paying guest 17% 20% 18% 19% 22% 18% 18%
Campsite 14% 17% 13% 18% 20% 12% 12%
Hostel/university/school 14% 20% 16% 18% 22% 15% 16%

Own second home/timeshare 13% 15% 13% 16% 18% 13% 13%
Caravan/motorhome 13% 16% 12% 16% 18% 11% 11%

Q17: For your next international leisure trip, would you be comfortable staying in a ... (Multiple Answers)

e —
U ﬁr y
Base: Europe Int. (n = 6,411) — Britain Int. (n = 1,403) — England pot. visitors (n = 6,246) — Scotland pot. visitors (n = Research LONDON M’\é ;%Psggtland | Alba l“

3,984) — Wales pot. visitors (n = 1,917) — London pot. visitors (n = 2,588) — Large City Int. (n =5,398) e st Wt iy VisitBritair



B Level of interest in activities (SH)

The progressive return to many pre-pandemic behaviours now make travellers envisage all types of activities including those considered at risk
COVID-wise in a recent past (large shows, events, immersive socialising activities, highly frequented attractions, dining and nightlife...). Outdoor
activities remain popular for Germans, French, Italians and Dutch, while a strong appetite for culture is seen in France, Italy and Spain.

(% very interested) Total SH Denmark France Germany ﬁggn%f Italy Neths. Norway Russia Spain  Sweden
Dining in restaurants/bars, cafes or pubs 52% 51% 50% 55% 50% 55% 52% 54% 55% 29% 49% 60%
Visiting famous/iconic tourist attractions 50% 44% 38% 52% 41% 48% 58% 43% 34% 49% 47% 31%
Exploring history and heritage 49% 44% 33% 53% 42% 42% 58% 44% 35% 42% 60% 34%
Outdoor nature activities 47% 42% 38% 57% 44% 47% 50% 45% 29% 40% 44% 30%
Visiting cultural attractions 46% 40% 34% 48% 34% 40% 57% 41% 30% 42% 47% 31%
Experiencing local lifestyle, socialising with locals EENEZ 38% 34% 49% 35% 36% 42% 42% 32% 37% 46% 31%
Shopping 39% 32% 29% 40% 31% 37% 35% 36% 30% 19% 29% 30%
Outdoor activ. (hiking, cycling..) 38% 35% 22% 43% 43% 34% 43% 51% 21% 32% 35% 21%
Guided tours/day-excursions 36% 33% 21% 41% 26% 28% 43% 43% 19% 44% 42% 20%
Self-driving tours 33% 31% 28% 55% 31% 26% 31% 48% 21% 22% 24% 29%
Attending cultural events 31% 25% 20% 26% 24% 32% 27% 23% 21% 24% 30% 19%
Culinary activities 31% 26% 21% 30% 29% 25% 29% 26% 24% 23% 29% 21%
Spal/wellness activities 29% 25% 17% 30% 28% 31% 29% 26% 17% 21% 30% 21%
Experiencing destination’s nightlife 28% 22% 15% 23% 22% 28% 32% 21% 18% 15% 27% 18%
Attending sport events 26% 20% 14% 24% 19% 27% 18% 21% 21% 15% 23% 15%
Learning new skills 25% 18% 10% 27% 18% 17% 28% 19% 11% 16% 28% 7%
Playing sports 22% 15% 11% 17% 17% 18% 15% 22% 18% 8% 16% 9%

Q16: Thinking about your level of confidence related to sanitary safety, how interested would you be in the following

V,»{gj —e
activities during your next international trip ? Research LONDON %’\é ;%) Sglgtlan d | Alba Z;"i\

Base: Respondents who plan on taking an international leisure trip in the next 12 months (n =10,954) o i e A Upaodracth cymry
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B Level of interest in activities (LH)

An even greater range of experiences are mentioned by most long-haul markets who still consider visiting iconic tourist attractions in priority.
Shopping is still high on the bucket list in Brazil, India and Gulf markets. Gulf markets would envisage outdoor activities and Brazilians show affinities
with nightlife. Asian markets will enjoy cultural, iconic attractions. Dining out has returned to being a dominant activity envisaged, growing strongly in

interest.

(% very interested) Total LH Australia Brazil Canada China India Japan Eau@i SO UAE USA

rabia Korea
Dining in restaurants/bars, cafes or pubs 52% 53% 39% 67% 50% 41% 62% 51% 61% 47% 61% 58%
Visiting famous/iconic tourist attractions 50% 55% 45% 69% 49% 47% 67% 44% 66% 50% 59% 56%
Exploring history and heritage 49% 53% 44% 66% 51% 49% 66% 48% 56% 42% 55% 55%
Outdoor nature activities 47% 51% 37% 62% 46% 47% 67% 33% 66% 42% 61% 51%
Visiting cultural attractions 46% 50% 35% 61% 43% 50% 60% 47% 54% 45% 54% 53%
Experiencing local lifestyle, socialising with locals EENEA 43% 36% 49% 41% 44% 62% 22% 47% 32% 51% 46%
Shopping 39% 45% 27% 56% 30% 43% 65% 43% 57% 33% 54% 43%
Outdoor activ. (hiking, cycling..) 38% 40% 28% 46% 36% 41% 58% 20% 57% 23% 48% 42%
Guided tours/day-excursions 36% 39% 29% 48% 34% 35% 55% 28% 44% 23% 45% 44%
Self-driving tours 33% 34% 27% 45% 29% 39% 47% 9% 41% 21% 41% 32%
Attending cultural events 31% 37% 23% 40% 30% 41% 53% 25% 40% 30% 42% 39%
Culinary activities 31% 36% 23% 42% 24% 41% 50% 23% 32% 31% 42% 39%
Spa/wellness activities 29% 32% 21% 34% 19% 41% 47% 18% 37% 22% 38% 34%
Experiencing destination’s nightlife 28% 34% 22% 53% 25% 40% 53% 15% N/A 19% N/A 35%
Attending sport events 26% 32% 21% 35% 19% 35% 46% 17% 41% 23% 42% 33%
Learning new skills 25% 31% 16% 39% 17% 36% 49% 13% 42% 16% 41% 31%
Playing sports 22% 29% 15% 24% 16% 36% 46% 17% 37% 19% 38% 29%

Q16: Thinking about your level of confidence related to sanitary safety, how interested would you be in the following

;;'(fj =
activities during your next international trip ? Research LONDON %’\é ;%) SYstnd | Alba Z;"i\

Base: Respondents who plan on taking an international leisure trip in the next 12 months (n =10,954) o i e A Upwodeaeh cym
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- Level of interest in activities in Britain

Britain intenders confirm expectations around visiting iconic, cultural and natural attractions/activities during their next trip.
They also express higher interest than average in engaging in lively cultural and sportive events during their journey.

Europe Intenders Britain Intenders En?/iI:iTgrgot. Sc?/tilsli?:rspot. W\ilseitsofs(,)t. LOCiiingOt. City Intenders
Dining in restaurants/bars, cafes or pubs 54% 57% 56% 54% 56% 58% 57%
Visiting famous/iconic tourist attractions 50% 58% 56% 55% 56% 59% 55%
Exploring history and heritage 50% 59% 53% 57% 59% 55% 54%
Visiting cultural attractions 47% 58% 52% 52% 54% 52% 52%
Outdoor nature activities 47% 51% 50% 53% 56% 48% 48%
Experiencing local lifestyle, socialising with locals 42% 49% 45% 46% 51% 44% 45%
Shopping 38% 46% 45% 39% 45% 44% 46%
Outdoor activ. (hiking, cycling..) 37% 41% 41% 43% 46% 38% 38%
Guided tours/day-excursions 36% 40% 41% 41% 44% 38% 40%
Self-driving tours 34% 38% 35% 38% 42% 32% 34%
Attending cultural events 32% 42% 37% 35% 41% 35% 37%
Culinary activities 31% 39% 36% 36% 41% 34% 35%
Spa/wellness activities 28% 34% 33% 31% 37% 31% 32%
Experiencing destination’s nightlife 28% 36% 35% 31% 36% 33% 34%
Attending sport events 26% 36% 33% 28% 35% 28% 30%
Learning new skills 24% 31% 30% 28% 34% 26% 28%
Playing sports 22% 32% 28% 24% 32% 23% 26%

Q16: Thinking about your level of confidence related to sanitary safety, how interested would you be in the following activities

during your next international trip ? ﬁg{é ="
Base: Europe Int. (n = 6,411) — Britain Int. (n = 1,403) — England pot. visitors (n = 6,246) — Scotland pot. visitors (n = 3,984) — Research LONDON }1&3 ;%?Sggtland | Alba Zl"i\
Wales pot. visitors (n = 1,917) — London pot. visitors (n = 2,588) — Large City Int. (n =5,398) e e s TR e oy
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B Key Takeaways - Overall travel sentiment

1.

10.

11.

Desire to travel internationally has increased further, reaching the highest level recorded since 2020. More than 5 in 10 respondents
certainly intend to travel internationally in the coming 12 months, while the vaccination and spending power continue to fuel confidence in travel.

If travel plans are getting more concrete, destination choice remains still very open in consumers’ minds.
The 2022 summer season is the next not-to-be-missed window for an international trip for nearly 4 in 10 travellers.

The vaccination continues to be a trigger for travel notably for LH markets but the gap of intention between vaccinated and non-vaccinated
consumers is lower while a vaccine boost accelerates travel plans.

The younger generation still shows the highest propensity to travel internationally across most markets.

The money-centric factor (money-back guarantee, deals..) equally matters vs health/COVID-19 factors in the decisions to take an international
trip. This “money factor” is an important trigger of travel intentions to Britain as affordability is a common obstacle to visit.

Travellers’ intentions show established expectations for living the full destination experience, including growing interest in events and
social activities.

While attitudes towards a more responsible and sustainable travel remain, travel-related attitudes confirm the shift to a careful back to pre-
pandemic expectations including high record level of trust in public transports and less last-minute booking dictated by the changing context.

While socialising is expected as an integral part of the experience at the next destination, 6 in 10 travellers express concerns about locals’
attitudes towards international tourists.

Respect for COVID-19 rules by other people, access to healthcare, risks of contracting COVID-19 and change in quarantine requirements are
the most frequent concerns among those wishing to go to Britain.

Consumers need reassurance that the experiences are available and not restricted.

: '1
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B Key Takeaways - perceptions of destinations/Britain

1. Europe confirms and even reinforces its status as the favourite region in most markets.
Britain has gained 1.5 points of intention in 6 months, rivaling France and Spain in travel intentions.

The positive trend is notably fuelled by a continuous improvement of its COVID-19 sanitary image.

> W N

Providing pre-COVID-19 volumes of visits, intention levels and competitive positions and evolutions, the COVID-19 image, the
competitive position of Britain is summarised as follows:

o 4 markets in a highly favourable competitive position: China, Australia, UAE and the Saudi Arabia

o 6 markets in favourable competitive positions: Italy, Spain, Norway, South Korea, Japan and the Republic of Ireland
o 8 markets in average competitive positions: France, the US, Canada, India, Germany, Brazil, Denmark and Sweden
o 2 markets in a challenging competitive position: the Netherlands, Russia

5. Among the 13 markets surveyed in August 2021:
o 4 markets have improved their competitive positions: the US, France, German and Spain
o 6 markets have kept a favourable competitive position: Italy, the Republic of Ireland, Norway, China, India and Australia
o 1 market remain competitive but has lost its place in the ranking: Sweden
o 2 markets have become or remain challenged: the Netherlands and Russia

Visit - \
nResearch Lo&ﬂEEE’N % &‘?)Sclgtland | Alba l‘
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B Key Takeaways - Potential targets

Confirmed prioritised motivations and experiences to promote Britain

“‘Under sanitary control” festive, sportive and nightlife events

Deals and promotions including / in partnership with transport companies to alleviate the perception around “pricy Britain”
Foodies and hybrid experiences including culinary activities

Shoulder or summer season - Last-minute deals on thematic trips (Golf, Spas, Fine dining, Active/ Outdoor packages...)
City break deals (London, Edinburgh...) — Friendship reconnection in a lively urban environment / “socialising bubbles”
Couples / Young parents / Family / Friends’ trips for reconnecting (London and large cities)

Secondary destinations explorers / Crowd-escapers / Responsible travel experiences

Cross-UK “no borders” touring families / Van / Motorhome trips offering Slow / Micro adventure

Sensorial trip experiences (Art in gardens, Suspended bridges, Big Wheels, panoramic views etc).

Affluent visitors targeting the “lucky ones” whose spending power has risen through the crisis

Lovers of stays in historic houses for long week-ends / mid-weeks

'Workation’ deals in remote destinations for digital nomads

.. and other niche / passion-based tourism known for being very efficient in boosting the reputation of destinations in COVID-19 times:
Film locations

Wineries/Breweries/\Whiskey producer tours

Fine Arts lovers offered exclusive museum visit at night

UK Football and other Sport Clubs Fan tours

Memorial sites... =3
nResearch LO&!:IREEQN Ké :() Sglgtland |Alba ﬁ
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B Key Takeaways - Channels

Confirmed planning, booking and influencing channels

-—

© © N o a bk~ w0 N
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Access to Travel Insurance deals for protecting the trip in case of cancellation / last minute changes in COVID-related policies.
Transport operators are expected to offer the most flexible cancellation policies possible. This also applies to Travel Packages.
OTAs/TOs still well considered across all SH markets and among younger generations too.

Intermediaries overall are seen as trusted channels in times of uncertainty and should offer flexible cancellation policies.
Official destination websites as trusted sources on where to live the “full experience”.

Promoting best-rated performers in terms of value for money (hotels, attractions).

Offering guidance and info-mediation in relation to travel Insurance in COVID time.

Providing timely information on when to visit attractions so as to mitigate concerns on flow management/crowding issues.

“Experiential Packages” including guided / self-guided excursions for roaming travellers in search of maximising the full experience.

. SoMe and digital marketing can generate fast ROl as Millennials plan to travel sooner than other generations.
. Promotions on Travel comparison websites which have a massive influence in short-haul markets.
. Promoting multi-modal transport flexibility while travellers now have trust in flights, trains, ferries and public transport.

. Providing clear itineraries and road maps (on destination apps) for roaming travellers using their own/rented cars.
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Bl Short-Haul Markets Summary

Travel intentions

Intending to travel abroad for Journey purpose

leisure*
85% Holiday | 81
72% Visit friends or
relatives - 31%
Other leisure
purposes i 24%
Wave 2 Wave 4

Planning stage Among leisure trip intenders:

4% <

15%

Trip booked
consider
Europe 1 0%
m Destination consider
chosen Britain

= Trip planned Among Britain intenders:

51% consider England
37% consider Scotland

24% consider London
13% consider Wales

E Intend to
travel

Wave 2 Wave 4

*(% definitely & probably) in the next 12 months

Travel preferences

Top activities

Dining out [N 51%
History and heritage I 44%
Iconic tourist attractions [N 44%
Outdoor nature activities [N 42%
Visiting cultural attractions [ 40%

Top Travel Companions

With your spouse/partner
With children (under 18)
With friends

With adult family members
Alone

As part of a tour group

I 69%
H 26%

HE 26%

l 21%

Hl 20%

1 4%

Top Accommodation

Hotel chain
Bed and breakfast
Self catered property

N 65%
B 41%
B 37%
Bl 29%

B 28%

Private rental
Boutique hotel

Ge0..

avel Competitive Intellige:

Wave 1: 2"d-16t Dec 2020

Wave 2: 24" Mar — 6" Apr 2021
Wave 3: 23 Aug — 6™ Sept 2021
Wave 4: 10t-23 Feb 2022

All data is from Wave 4, unless stated

Destination types

i‘?ﬁ-ﬁ 37% 46%
22z~ Coastline Large city
26%
f— 1§ 0,
EEE<>  Small/mid- @ 9 Wi::’l‘t;‘; m
A0 sized o) .°
city/town Q around
20% ~ 20%
& Mountains //- Country/
or hills -_ village

Top modes of transport within Britain

Public transport - Train | EGTNGEGEGZ02%
Public transport - Tube/subway | NG 44%
Public transport - Bus | IEGNGzGz<zNG 41%

Top modes of transport to Britain
Plane — via nonstop flight |GGG ©°
Plane — via connecting flight NG 75%
Own/rented vehicle — via Ferry I 48%
/9‘
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Bl Short-Haul Markets Summary

Top travel drivers

...for any international trip

Money-back guarantee should |
wish to cancel my trip
An attractive offer e.g. discounts
on flights or accommodation
Removal of quarantine policies
in destination country
Decrease in coronavirus cases
at destination
Insurance for COVID-19 related
travel/regulations changes

Travel Concerns — for travel to Britain*

Access to healthcare if | contract COVID-19 abroad
Other people not following COVID-19 policies/procedures
Extra admin involved with new policy/rules during the trip
Change in quarantine requirements on my return home
Limited / restricted experiences at destination
Contracting COVID-19 during my journey/trip

Costs of mandatory COVID-19 tests

Affordability of robust travel insurance

Accessibility of affordable air fares

Locals’ attitude towards international tourists

*% very & somewhat concerned
**% completely & somewhat agree

...for a trip to Britain

Money-back guarantee should |
wish to cancel my trip

An attractive offer e.g. discounts
on flights or accommodation
Removal of quarantine policies

in destination country
Decrease in coronavirus cases
at destination

Insurance for COVID-19 related
travel/regulations changes

I G5 %0
I G4 %
I G 3%
I, G 1%
I G 1%
I G 1%
I 58 %
I 56 %
I 55 %
I 46%

Wave 1: 2nd-16t" Dec 2020
Wave 2: 24" Mar — 6" Apr 2021

Wave 3: 23 Aug — 6™ Sept 2021

Wave 4: 10th-231d Feb 2022

All data is from Wave 4, unless stated

Travel attitudes™**

| would be happy to take a pre-trip
covid-19 test should that be required

| would be comfortable using public
transport within the destination

| will look for less crowded places,
even if | miss attractions

Booking through a travel agent is a
safer option at the moment

| will favor international destinations
closer to my home country

I will think more about sustainability
when planning future holidays

| will delay my next international trip
until Omicron is under control

| will leave booking until later/last
minute

| will favour local destinations instead
of traveling internationally

| will favor destinations | have been
before rather than new places

| will be intending to take fewer but
longer holidays

ue0..... owon Y0 & stiana | v @D

54%

51%

46%

43%

42%

53% ¢

56% 3% 36%

36%

41%

b 42%

: 47%

: 50%

46%

m Agree No opinion mDisagree
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B Long-Haul Markets Summary

Travel intentions

Intending to travel abroad for

leisure*

73%

76%

N

Wave 2

Wave 4

Planning stage

9%

Wave 2

Wave 4

*(% definitely & probably) in the next 12 months

Trip booked

m Destination
chosen

® Trip planned

E Intend to
travel

Journey purpose

Holiday | N 80%

Visit friends or
relatives - 35%

Other leisure o
purposes | JREI

Among leisure trip intenders:

45% ‘/

consider

Europe 1 5%
consider
Britain

Among Britain intenders:

62% consider England
36% consider Scotland

23% consider London
22% consider Wales

Travel preferences

Top activities

Iconic tourist attractions
History and heritage

N 55%
N 53%

Dining out [N 53%

Outdoor nature activities
Visiting cultural attractions

I 51%
N 50%

Top Travel Companions

With your spouse/partner
With children (under 18)
With friends

With adult family members
Alone

As part of a tour group

I 6O°%
N 31%

Hl 19%

Hl 19%

Il 18%

1 3%

Wave 1: 2"d-16th Dec 2020

Wave 2: 24" Mar — 6" Apr 2021
Wave 3: 23 Aug — 6™ Sept 2021
Wave 4: 10t-23 Feb 2022

All data is from Wave 4, unless stated

Destination types

@ 46%

O ~~~~~ o Will roam
0) .-

around

= 32%

/ Country/
@0  village

30%
& Mountains

or hills

52%
Large city

37%
==~ Coastline

= 32%

888X Small/mid-

2o 7y sized
city/town

Top modes of transport within Britain

Public transport - Train

Public transport - Tube/subway

Top Accommodation

Hotel chain

Boutique hotel

Bed and breakfast
Self catered property
Historic house/castle

N 59%
B 36%
B 31%
B 26%

Bl 25%

T
n“ﬁfﬁé:ﬁh e %(é & Stotand | Alba’

avel Competitive Intel

Domestic flight

Rented car/vehicle
Public transport - Bus
Taxi

Uber/other sharing app
Own car vehicle
Private coach/minibus

nnnnnnnn Llywodraeth Cymru
Welsh Govemnmant

I 44 %
I 43%
I 40%
I 38%
I 34%
I 31%
I 30%
I 26%
N 24%
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Wave 1: 2nd-16t" Dec 2020
Wave 2: 24" Mar — 6" Apr 2021

W, 3: 23 Aug — 6t Sept 2021
B Long-Haul Markets Summary e 20 a2

Top travel drivers

...for any international trip

Decrease in coronavirus cases
at destination
An attractive offer e.g. discounts
on flights or accommodation

Removal of quarantine policies
in destination country

Hygiene & safety protocols in
place at destination

Money-back guarantee should |
wish to cancel my trip

Travel Concerns — for travel to Britain*

Other people not following COVID-19 policies/procedures
Access to healthcare if | contract COVID-19 abroad
Contracting COVID-19 during my journey/trip

Change in quarantine requirements on my return home
Limited / restricted experiences at destination
Affordability of robust travel insurance

Extra admin involved with new policy/rules during the trip
Costs of mandatory COVID-19 tests

Locals’ attitude towards international tourists
Accessibility of affordable air fares

*% very & somewhat concerned
**% completely & somewhat agree

All data is from Wave 4, unless stated

Travel attitudes™*
...for a trip to Britain I would be happy to take a pre-trip 0
P covid-19 test should that be required 83% 04%
Decrease in coronavirus cases Booking through a travel agent is a o o
at destination safer option at the moment 72% 9

An attractive offer e.g. discounts

on flights or accommodation
Hygiene & safety protocols in
place at destination | will look for less crowded places,

Removal of quarantine policies even if | miss attractions

7 CESHE e Uil | would be comfortable using public

Money-back guarantee should | transport within the destination
wish to cancel my trip

| will delay my next international trip

o
until Omicron is under control 71%

[«)
N
g
(=]
(=)

70% o

)
N
>~

70%

| will think more about sustainability

0,
when planning future holidays 70%

N

w
o

o

| will be intending to take fewer but
longer holidays

o

N
3
S~

N

68%

5%

I S 1 | will favour international destinations
A closer to my home country = A
I 70 | will favour local destinations instead 5 : o
I 5 of traveling internationally 2 R
(o]
I 76 % ' willleave booking untlllater/last
I 74 %
. 7/ | will favour destinations | have been q A
799 L before rather than new places 54% w 40%
I 727
I 70 % mAgree  Noopinion mDisagree
I 70%
ey ——
* ff% 3 ﬁr 3
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Wave 1: 2nd-16t" Dec 2020
Wave 2: 24" Mar — 6" Apr 2021

— W 3: 23 Aug — 6t Sept 2021
B Australia Market Summary Wave 23719 Sen

All data is from Wave 4, unless stated

Travel intentions Travel preferences
. Destination types
Intending to travel abroad for
g o trave’ Journey purpose Top activities
leisure 439
. (0]
Holiday | A 76 Iconic tourist attractions NN 45% Q ° )
N } ' -\, Will roam Large city
. Visit friends or B 23 History and heritage [N 44% Q " around
62%  62%  63% g9 relatives Dining out NN 39% 339
Other leisure 3ot 0 o
i B - N pUrpOSes 8% Outdoor nature activities NG 37% Pyl Cos;itf')ne /@\/ Country/
AT i —
Wave 1 Wave 2 Wave 3 Wave 4 Experiencing local lifestyle [N 36% — -':'-' village
25%
. . .. i 27% o ;
Planning stage Among leisure trip intenders: Top Travel Companions & Mount./;ins F/==\.' Smgll/m|d-
With your spouse/partner I 66% or hills citSI;[(ca)(\jvn
32(y </ With children (under 18) I 24% 4
Trip booked (0] Alone Il 16%
consider With friends Bl 15% op s -
Europe 2% With adult family members Ml 15% Top modes of transport within Britain
thestination consider As part of a tour group | 2% Rented car/vehicle I 49%
chosen Britain Public transport - Train I 48%
_ Top Accommodation Domestic flight N 48%
m Trip planned itain . °
Among Britain intenders: _ . Public transport - Tube/subway I 41%
o . Hotel chain NS 61% Public transport - Bus I 37%
m Intend to 59% consider England Bed and breakfast [N 47% Own car vehicle I 35%
travel 33% consider Scotland Boutique hotel I 44% Taxi I 32%
239, der Lond Self catered property [l 38% Private coach/minibus N 28%
Wave Wave Wave Wave 0 consider London Historic house/castle [ 33% Uber/other sharing app NI 25%

1 2 3 4 22% consider Wales

Iz =
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B Australia Market Summary e 20 g2

Top travel drivers

...for any international trip

Money-back guarantee should |
wish to cancel my trip

Insurance for COVID-19 related
travel/regulations changes

Removal of quarantine policies

Wave 1: 2"d-16% Dec 2020
Wave 2: 24" Mar — 6t Apr 2021
Wave 3: 239 Aug — 6t Sept 2021

All data is from Wave 4, unless stated

Travel attitudes™**

...for a trip to Britain | would be happy to take a pre-trip

0,
covid-19 test should that be required 79%

Money-back guarantee should | I will delay my next international trip
wish to cancel my trip until Omicron is under control

Insurance for COVID-19 related . L .
travel/regulations changes | will favour local destinations instead

X
X

RN

O
(=}

o

72%

66%

N

o
(=]

o

Removal of quarantine policies

of traveling internationally

in destination country in destination country | will look for less crowded places,
Decrease in coronavirus cases Removal of quarantine policies even if | miss attractions

Removal of quarantine policies
in home country

65% y 25%

_ _ Booking through a travel agent is a
Decrease in coronavirus cases safer option at the moment

at destination

62%

| would be comfortable using public

o
transport within the destination 61%

30%

| will favour international destinations

Travel Concerns — for travel to Britain* closer to my home country 57% 28%

Affordability of robust travel insurance I 54 % I will be intending to take fewer but
Access to healthcare if | contract COVID-19 abroad I 5 1% longer holidays
Change in quarantine requirements on my return home IEEEEEEEEEGEGEGEGEGEGGEGEEEGEGEGGEEEGEGG—G_G—— 30% | will leave booking until later/last
Other people not following COVID-19 policies/procedures [N 70% minute

Accessibility of affordable air fares I NG 73%
Contracting COVID-19 during my journey/trip [ N /6%

Limited / restricted experiences at destination NN 4%

Costs of mandatory COVID-19 tests I 3%

54% 29%

N
<
X

53% 0 7%

I will think more about sustainability

(o)
when planning future holidays 52%

33%

II

| will favour destinations | have been

o
before rather than new places 51%

w
()}

%

Extra admin involved with new policy/rules during the trip I EEEEEEEG—T 7 (% mAgree  Noopinion mDisagree
Locals’ attitude towards international tourists [ INNININININININGGGNGNGNGGNGNGNGNGE 539
ey ——
* (f,{é [~
*0 Visi ™ ‘
**/o very & somewhat concerned GnResearch LONDON wﬁﬁm ;%) Scotland | Alba @
% completely & somewhat agree ravel Compettve Inteligence &g Vil Govemmern VisitBritain



B Brazil Market Summary

Travel intentions

Intending to travel abroad for Journey purpose

leisure*
- 91% Holiday [N &5%
0
Other leisure
purposes - 38%
Visit friends or
relatives - 35%
Wave 2 Wave 4

Planning stage Among leisure trip intenders:

62% <

10%  14%

Trip booked
consider
Europe 1 1 %
m Destination consider
chosen Britain

= Trip planned Among Britain intenders:

79% consider England
36% consider London

34% consider Scotland
18% consider Wales

E Intend to
travel

Wave 2 Wave 4

*(% definitely & probably) in the next 12 months

Wave 1: 2"d-16t Dec 2020

Wave 2: 24" Mar — 6" Apr 2021
Wave 3: 23 Aug — 6™ Sept 2021
Wave 4: 10t-23 Feb 2022

All data is from Wave 4, unless stated

Travel preferences

Destination types
Top activities

609 5
Iconic tourist at?tre.:\ctions . 69% Q Will rc{f’e\m La?gze/(c):ity
Dining out NN 67% around

History and heritage NN 66% & 279
” . fany 2% Rz °
Outdoor nature activities [ 62% ;

? o2~ Country/
=~~~ (Coastline . — :
Visiting cultural attractions [ 61% — ez village
40%
Top Travel Companions 35% E='/\ Small/mid-
Mountains  |g88!88! :
_ ég ?\ o sized
I 760 i M i
With your spouse/partner 76% or hills city/town

With children (under 18) I 43%
With adult family members I 28%
With friends I 25%
Alone I 23%
As part of a tour group 1 4%

Top modes of transport within Britain

Rented car/vehicle NG 56%
Uber/other sharing app NI 52%
Public transport - Tube/subway I 51%

Top Accommodation
_ . Domestic flight I 50%
Hotel chain [N 77 % Public transport - Train I 50%

Private rental [N 47% Taxi I 37%
Self catered property [ 43% Public transport - Bus I 35%

Boutique hotel [ 37% Own car vehicle M 26%
Friend’s/family house.. I 32% Fiile sosdifnlnbs || 20

rﬁ, = 71
Gllaem LOMOAN e & Stdliand | Alba a

Uywodraelh cymru . P
avel Campe lsh Govermment VisitBritain



Wave 1: 2"d-16% Dec 2020
Wave 2: 24" Mar — 6t Apr 2021

= Wave 3: 23 Aug — 6% Sept 2021
B Brazil Market Summary e 20 g2 ®

All data is from Wave 4, unless stated

Top travel drivers Travel attitudes™*
...for any international tri ...for a trip to Britain | would be happy to take a pre-trip _
:/ i P covid-19 test should that be required 87% 1%

An attractive offer e.g. discounts An attractive offer e.g. discounts Booking through a travel agent is a ) ‘ o
on flights or accommodation on flights or accommodation safer option at the moment 72% 2

Decrease in coronavirus cases Decrease in coronavirus cases

at destination at destination | will think more about sustainability
when planning future holidays 69% o 27%

Money-back guarantee should | Money-back guarantee should |
wish to cancel my trip wish to cancel my trip | would be comfortable using public 63% 2
Insurance for COVID-19 related Hygiene & safety protocols in transport within the destination ° ° °
travel/regulations changes DR € CEEn | will delay my next international tri
AT & EEELY [FelEEale T High proportion of destination until O¥nic¥on is under control ° 62% 2
place at destination population being vaccinated .
0 v miss atractons 59% 2

L I will be intending to take fewer but )
Travel Concerns — for travel to Britain* longer holidays

Other people not following COVID-19 policies/procedures I S 3 | will favour international destinations 47% 9
Access to healthcare if | contract COVID-19 abroad I 53 % CIELITHD 17 T2 CELRY
Contracting COVID-19 during my journey/trip  IEEEEG— S 7; | will favour local destinations instead - [EEEYPYREEP
. . of traveling internationally ° 0 0
Affordability of robust travel insurance I 77 %
Change in quarantine requirements on my return home NN /6% I will favour destinations | have been
9 L ) ) y o ° before rather than new places 43% 20 55%
Limited / restricted experiences at destination |IIIIINGEEEEEEEEEEEEEEEE /6%
Extra admin involved with new policy/rules during the trip I 73% I will leave bookln? until later/last
minute
Accessibility of affordable air fares I 3%
Locals’ attitude towards international tourists RGN G5 % mAgree  Noopinion mDisagree
Costs of mandatory COVID-19 tests I N GG
ey ——
*0 Isi " \
**/g very & somewhat concerned GnResearch L?mEEQN w;‘%;j%wm ;%Psgottland | Alba ) l‘ .
% completely & somewhat agree Tavet CompetitveInteligence o2 Wekh Govaroant VisitBritain



B Canada Market Summary

Travel intentions

Intending to travel abroad for
leisure*

77%

67 ’ = .% l

Wave 1 Wave 2 Wave 3 Wave 4

Planning stage

10% 12%

Trip booked

m Destination
chosen
® Trip planned

E Intend to
travel

Wave Wave Wave Wave
1 2 3 4

Journey purpose
Holiday | &7
Visit friends or
relatives I 7

Other leisure o
purposes Bl 20%

Among leisure trip intenders:

45% ‘/

consider

Europe 1 1 %
consider
Britain

Among Britain intenders:

57% consider England
36% consider Scotland

27% consider London
16% consider Wales

*(% definitely & probably) in the next 12 months

Travel preferences

Top activities

History and heritage NN 51%

Dining out [N 50%
Iconic tourist attractions [N 49%
Outdoor nature activities [N 46%
Visiting cultural attractions [ 43%

Top Travel Companions

With your spouse/partner I 65%
Alone M 23%
With children (under 18) I 18%
With friends Il 17%
With adult family members Wl 15%
As part of a tour group | 2%

Top Accommodation

Hotel chain [N 68%
Bed and breakfast [l 39%
Boutique hotel [ 37%
Private rental [ 31%
Friend’s/family house.. Il 28%

avel Competiti;

Wave 1: 2"d-16t Dec 2020

Wave 2: 24th Mar — 6t Apr 2021 *
Wave 3: 23 Aug — 6™ Sept 2021

Wave 4: 10t-23 Feb 2022

All data is from Wave 4, unless stated

Destination types

D G 32% 46%
Q Will roam Large city
’ around
26%
= “oc
EEECN Small/mid- A 32%
1gaaAR 5 sized == Coastline
city/town
20% Y 27%
& Mountains C Country/
orhills  28l0=  village

Top modes of transport within Britain

Public transport - Train N 54%
Rented car/vehicle I 51%
Public transport - Tube/subway I 49%
Domestic flight NI 47%
Public transport - Bus I 41%
Taxi I 39%
Private coach/minibus I 30%
Uber/other sharing app M 26%
Own car vehicle I 24%

NI P
nResearch LONDON h(é C%)Sggtland |Alba ﬁ

Uywodraelh cymru

Jsh Govemment VisitBritain



Wave 1: 2"d-16th Dec 2020
Wave 2: 24t Mar — 6th Apr 2021 ‘ *’
Wave 3: 23 Aug — 6™ Sept 2021

- Canada Market Summary Wave 3255 A Sep

All data is from Wave 4, unless stated

Top travel drivers Travel attitudes™*
...for any international tri ...for a trip to Britain | would be happy to take a pre-trip _
:/ i P covid-19 test should that be required 72% o 23%

Money-back guarantee should | 0 Money-back guarantee should | | will delay my next international trip
wish to cancel my trip 47% wish to cancel my trip e S ————— 69% 4
Insurance for COVID-19 related Insurance for COVID-19 related

travel/regulations changes travel/regulations changes I would be comfortable using public
2 2 g 2 transport within the destination 62% b 32%

Removal of quarantine policies Removal of quarantine policies
in destination country in destination country Booking through a travel agent is a
Decrease in coronavirus cases Decrease in coronavirus cases safer option at the moment
at destination at destination
High proportion of destination
population being vaccinated

60% b 30%

_ _ | will look for less crowded places,
An attractive offer e.g. discounts even if | miss attractions

on flights or accommodation

59% >

w
>~

%

| will leave booking until later/last

minute 54% :

o 42%

| will favour local destinations instead

- - o, (o)
Travel Concerns — for travel to Britain* of traveling internationally
Access to healthcare if | contract COVID-19 abroad NGNS /8% | will be intending to take fewer but
. . o longer holidays ° °
Other people not following COVID-19 policies/procedures I 7%
Change in quarantine requirements on my return home GGG 7% | will favour international destinations
closer to my home country ° ‘ 0
Costs of mandatory COVID-19 tests I N /6%
Extra admin involved with new policy/rules during the trip R 7 37 I will think more about sustainability
o y g . ° when planning future holidays 51% 35%
Accessibility of affordable air fares I IIIIIININIGIGEGEGEGEGEGEGNGNGNNNNNENNNN 7 3%
Affordability of robust travel insurance [IIIIIINGGEGEGEEEEEEEEEEEENEENEEENENENEGEGEGEGEGE 3% I will favour destinations | have been
o _ Y _ o ° before rather than new places 45% 47%
Limited / restricted experiences at destination NN /2%
Contracting COVID-19 during my journey/trip I 7 1%, mAgree  Noopinion mDisagree
Locals’ attitude towards international tourists [ ENNININIGITGTGNGGGGNGNGNGNGNGNGNGNGNGNGNGN 553%
ey ——
. * (f,{é 3 [~
*:/o very & somewhat concerned G"Resea,ch LONDON U:%"f)[ ;%p Scotland | Alba (l;‘i‘
% Comp|ete|y & somewhat agree Travel Competitive Intelligence ace Wakh Govamment VisitBritain



Wave 1: 2nd-16t" Dec 2020
Wave 2: 24" Mar — 6" Apr 2021

— Wave 3: 231 Aug — 6" Sept 2021
B China Market Summary Wave s 257 g o s

All data is from Wave 4, unless stated

] Destination types
Intending to .travel abroad for Journey purpose Top activities
leisure o
_ 0 0
8oy,  84%  85% Holiday | NN 58 Visiting cultural attractions [N 50% _@. Co4383t/l(i)ne T La?7e/(c):it
9% Other leisure B e History and heritage [N 49% == HH ge city
purposes ST Iconic tourist attractions [ 47% °
Visit friends or o ? EI/\ 38% Q 49%
relatives - 21% Outdoor nature activities [ 47% ::: Small/mid- .. Will roam
Wave 1 Wave 2 Wave 3 Wave 4 Experiencing local lifestyle [l 44% ( i sized around
city/town
: . .. i 30% - 36%
Planning stage Among leisure trip intenders: Top Travel Companions & S, //— Country/
RN
With your spouse/partner I 71% or hills -_ village
8(y </ With children (under 18) I 26%
Trip booked Y Alone Il 18%
consider With adult family members Il 17% or: -
Europe 35% With friends B 16% Top modes of transport within Britain
m Destination consider As part of a tour group 1 3% Own car vehicle I 35%
chosen Britain Public transport - Tube/subway I 33%
. o Top Accommodation Domestic flight I 36
u Trip planned Among Britain intenders: Public transport - Train [N 31%
o Boutique hotel [INEGEG 45% Public transport - Bus NN 9%
m Intend to 64% consider England Holiday village/centre | INEEE— 41% Rented car/vehicle N 29%
travel 47% consider Scotland Hotel chain [INNEGEE 40% Taxi I 23%

i istori 0 Uber/other sharing app I 26
33% consider Wales Historic house/castle |GG 33% A

Wave Wave Wave Wave o Self catered property I 30% Private coach/minibus NN 22%
1 2 3 4 27% consider London

S S
nResearch LO!:‘REEQN h(é ;%)Sggtland | Alba ﬁ

Uywodraelh cymru

*(% definitely & probably) in the next 12 months i Govarment VisitBritain



B China Market Summary

Top travel drivers

...for any international trip

Hygiene & safety protocols in

...for a trip to Britain

Hygiene & safety protocols in

Wave 1: 2nd-16t" Dec 2020
Wave 2: 24" Mar — 6" Apr 2021

Wave 3: 23 Aug — 6™ Sept 2021

Wave 4: 10th-231d Feb 2022

All data is from Wave 4, unless stated

Travel attitudes™**

| would be happy to take a pre-trip
covid-19 test should that be required

I will think more about sustainability

85%

I
E

place at destination place at destination when planning future holidays 82% 1%
Stable political environment in Decrease in coronavirus cases . :
destination country at destination Booking through a travel agent is a 82% 3%,2%
i : . . . i L safer option at the moment
Official natlonall hyglene label in Welcoming locals in destination
destination country | will look for less crowded places, 80% 8% 4
Receiving a booster COVID-19 Stable political environment in even if | miss attractions ° |
vaccination CESTTETm EeUmly | will be intending to take fewer but
Decrease in coronavirus cases Official national hygiene label in longer holidays 1 3%
at destination destination
| would be comfortable using public o
transport within the destination 78% 0%:16%
s | will delay my next international trip 16°
Travel Concerns — for travel to Britain until Omicron is under control ° e
Other people not following COVID-19 policies/procedures I ©0% | will favour international destinations
closer to my home country ° i 0

Access to healthcare if | contract COVID-19 abroad I 00%
Extra admin involved with new policy/rules during the trip I 50%
Contracting COVID-19 during my journey/trip I 39%
Limited / restricted experiences at destination [ IIIIIIIIINGGEGEEEEEEEEEE S0Y%
Change in quarantine requirements on my return home NN 553%
Affordability of robust travel insurance I 58%
Locals’ attitude towards international tourists [ RN 53
Costs of mandatory COVID-19 tests I S? % = Agree No opinion  m Disagree

Accessibility of affordable air fares I 352
GnResearch L?mEEQN & Scotland | Aiba

*% very & somewhat concerned
**% completely & somewhat agree avel Competitv ntlligence o8 Wt Gom e VisitBritain

| will leave booking until later/last

minute 71%

N
%
>~

| will favour local destinations instead

(o)
of traveling internationally 67%

5%

| will favour destinations | have been

o
before rather than new places 63%

29%

Ii

A

N
By



B Denmark Market Summary

Travel intentions

Intending to travel abroad for

leisure*

72%

79%

I N B

Wave 2

Wave 4

Planning stage

12% 189

Wave 2 Wave 4

Trip booked

m Destination
chosen

m Trip planned

E Intend to
travel

Journey purpose

Holiday | R 54
Visit friends or
relatives - 24%

Other leisure o
purposes 4%

Among leisure trip intenders:

82% <

consider
Europe 80/0 consider
Britain

Among Britain intenders:

46% consider England
28% consider Scotland

21% consider London
7% consider Wales

*(% definitely & probably) in the next 12 months

Travel preferences

Top activities

Dining out [N 50%
Iconic tourist attractions [ 38%
Outdoor nature activities [ 38%
Visiting cultural attractions [ 34%
Experiencing local lifestyle [N 34%

Top Travel Companions

With your spouse/partner I 59%

With adult family members I 24%
With friends I 22%
With children (under 18) HE 19%
Alone HH 18%

As part of a tour group 1 4%

Top Accommodation

Hotel chain |G 71%

Bed and breakfast [ 44%
Self catered property [ 36%
Historic house/castle [l 31%

Own second.. Il 28%

Wave 1: 2"d-16t Dec 2020

Wave 2: 24" Mar — 6" Apr 2021
Wave 3: 23 Aug — 6™ Sept 2021
Wave 4: 10t-23 Feb 2022

All data is from Wave 4, unless stated

AR
4

Destination types

* 34% 41%
Z>=> Coastline Large city
22 31%
=,
E‘Q. Small/mid- Q _____ Wil ro(;m
S Sized €~ “around
city/town
23% = 20%
& Mountains C Country/
or hills Nl=:  village

Top modes of transport within Britain

Public transport - Train | IEGNGNzG 52%
Public transport - Bus | I 42%

Public transport - Tube/subway | 41%

Top modes of transport to Britain

Plane — via nonstop flight _ 91%

Plane — via connecting flight _ 68%

Own/rented vehicle — via A
Channel Tunnel - 40%

iz =
Gnﬂesea“h g %(é & Scdtland | Alba ?75

Uywodraelh cymru

Jsh Govemment VisitBritain



Wave 1: 2nd-16t" Dec 2020
Wave 2: 24" Mar — 6" Apr 2021

W 3: 23 Aug — 6t Sept 2021
B Denmark Market Summary Wave 23719 Sen

All data is from Wave 4, unless stated

4h

Top travel drivers Travel attitudes™**

...for any international trip ...for a trip to Britain 7o) L0 TR0 1195 El [PIC
covid-19 test should that be required

83%

w

Money-back guarantee should | Money-back guarantee should | | would be comfortable using public
wish to cancel my trip wish to cancel my trip transport within the destination
Removal of quarantine policies An attractive offer e.g. discounts

62% 30%
in destination country on flights or accommodation Booking through a travel agent is a 60%
. . ) . safer option at the moment
An attr.actlve offer e.g. dlscgunts Removal of quarantine policies
on flights or accommodation in destination country | will look for less crowded places,
Insurance for COVID-19 related Insurance for COVID-19 related even if | miss attractions

travel/regulations changes travel/regulations changes
Decrease in coronavirus cases
at destination

56%

w

a N

X (o))
(=]
o~

: _ | will leave booking until later/last
Decrease in coronavirus cases minute

at destination

53% 38%

| will delay my next international trip

0,
until Omicron is under control 51%

40%

| will favour international destinations

- - o (o)
Travel Concerns — for travel to Britain* closer to my home country 49% 41%
Other people not following COVID-19 policies/procedures NN 59% | will think more about sustajnability 44% 43%
Access to healthcare if | contract COVID-19 abroad NN 57 % when planning future holidays
Contracting COVID-19 during my journey/trip R 53 I will be intending to take fewer but 39% 449
. . . longer holidays ° 0
Change in quarantine requirements on my return home NN 52%
Extra admin involved with new policy/rules during the trip I 51 | will favour destinations | have been
o . P y 9 o P ° before rather than new places 39% 53%
Limited / restricted experiences at destination I 50%
Costs of mandatory COVID-19 tests I /7 | will favour local destinations instead
B Y _ ° of traveling internationally 38% 53%
Affordability of robust travel insurance I 44 %
Accessibility of affordable air fares GGG 2 1% = Agree No opinion  mDisagree
Locals’ attitude towards international tourists [N 37°%
ey ——
EY (f,{é PN\
*% very & somewhat concerned G"Resea,ch LONDON pet ;%) Scotland | Alba’ (l;‘i‘
**0/ Comp|ete|y & somewhat agree Travel Competitive Intelligence ace S Wt Gom e VisitBritain

X



Wave 1: 2nd-16t" Dec 2020
Wave 2: 24" Mar — 6" Apr 2021

W 3: 23 Aug — 6t Sept 2021
B France Market Summary Wave 23719 Sen

All data is from Wave 4, unless stated

Travel intentions

Travel preferences
) Destination types
Intending to travel abroad for
g o trave’ Journey purpose Top activities
leisure
o . o,
79% 80% 87% 0% Holicay | 0 - Outdoor nature activities  [INEGGE 57 % % 33% Laf3:/(c):it
Visit friends or B 30 Dining out N 55% =~ Coastline ge city
relatives ° . . —
Other leisure - 20% seliditlgionrs | &9k =N 24%. Q 36%
purposes ° HlStory and heritage _ 53% .=:5-= Sma”/mld' ''''' X Will roam
Wave 1 Wave 2 Wave 3 Wave 4 Iconic tourist attractions [ 52% QDB_Q_IJQ 'tSI;[ed Q ’ around
city/town
: . - i 149 = 20%
Planning stage Among leisure trip intenders: Top Travel Companions & Mount./;ins //'— Country/
With your spouse/partner I 72% or hills e village
66‘7 </ With children (under 18) I 31%
: o With adult family members Hl 18%
Trip booked y 0 . o
cof e With friends B 16% Top modes of transport within Britain
Europe 8 /0 consider Alone H 11% Public transport - Train | EGzNGzGzG 51%
" (IZ:)heség?tlon Britain As part of a tour group | 1% Public transport - Tube/subway | I 49%
. ) o e AasarieR e Public transport - Bus | 46%
m Trip planne Among Britain intenders:
49% dor Enaland Hotel chain NN 45% Top modes of transport to Britain
consider Englan '
.{pat\e;gld to o 0 9 Boutique hotel NN 347% Plane — via nonstop flight | IENEGINGEGEGE © 1%
. 1 0,
44% consider Scotland i Prljvzte ri:tal I 32; Plane — via connecting flight | INEGTGTGNGNGEG 75%
ed and breakfast |GG 31% . .
230 consider London On foot — via Eurostar/Train | N N 62
Wave Wave Wave Wave f) Self catered property [l 19% °
1 2 3 4 14% consider Wales

S S
nResearch LO!:‘REEQN h(é ;%)Sggtland | Alba ﬁ

*(% definitely & probably) in the next 12 months Wk Gt VisitBritain



Wave 1: 2nd-16t" Dec 2020
Wave 2: 24" Mar — 6" Apr 2021 ' '
w 3: 23 Aug — 6™ Sept 2021

B France Market Summary Wave 23719 Sen

All data is from Wave 4, unless stated

Top travel drivers Travel attitudes™*
...for any international tri ...for a trip to Britain | would be happy to take a pre-trip _
:/ i P covid-19 test should that be required 73% 0 22%

Money-back guarantee should | Money-back guarantee should | | would be comfortable using public o o
wish to cancel my trip wish to cancel my trip transport within the destination 70% 4

An attractive offer e.g. discounts An attractive offer e.g. discounts

on flights or accommodation on flights or accommodation I will falvour internahtional destinations
Stable political environment in closer o my home country

itica Removal of quarantine policies
destination country in destination country I will think more about sustainability
Insurance for COVID-19 related Welcoming locals in destination when planning future holidays ° i ©
travel/regulations changes country Booking th hat | £
: ) o ooking through a travel agent is a -
Welcomlng Iocalst in destination Insurance for COV'D-19 related safer option at the moment
e travel/regulations changes
| will look for less crowded places,
even if | miss attractions 54% ° 41%

I will leave booking until later/last
Travel Concerns — for travel to Britain* wieste Orﬂir',ﬁ?eun' arerias

Access to healthcare if | contract COVID-19 abroad I 7 0% | will favour local destinations instead
o . . . . o of traveling internationally ° o °
Extra admin involved with new policy/rules during the trip I 60%
Change in quarantine requirements on my return home GGG 7% I will delay my next international trip
. . . L until Omicron is under control o i 0
Limited / restricted experiences at destination [IIINININGGEEEEEEEEEEEEEEEEEEEEEEEEEEENENEGEGEGEGEGNE 5%
Accessibility of affordable air fares G 5, ' il be intending to take fewer but
onger holidays
Other people not following COVID-19 policies/procedures I 64 % g e
Contracting COVID-19 during my journey/trip - G 6/ | will favour destinations | have been
9 amyl yrnp ° before rather than new places 42% ° 93%
Costs of mandatory COVID-19 tests I G2 %
Affordability of robust travel insurance I G 1% mAgree  Noopinion mDisagree
Locals’ attitude towards international tourists | I NN 50%
ey ——
By (f’{é o
*% very & somewhat concerned G"Resea,ch LONDON j‘f") ;%) Stotland | Alba (l?‘i‘
**% completely & somewhat agree vt Compettv eligence <8 Wl Govemren VisitBritain



Wave 1: 2nd-16t" Dec 2020
Wave 2: 24" Mar — 6" Apr 2021 ‘
w 3: 23 Aug — 6™ Sept 2021

B Germany Market Summary oo 3297 g oo

All data is from Wave 4, unless stated

Travel intentions Travel preferences
. Destination types
Intending to travel abroad for
. Journey purpose iviti
leisure* Yy purp Top activities
0 . 0 o
N ey I 5" Diningout = 50% ) Loy B S
Visit friends or Outd t tiviti 0 iii —=-= Coastline
65% 67% relatives B 2% u ooro natdure ac ltvntes [ 440A)
Other leisure W o Ouisiperseivits . 43% 220, ® 30%
purposes 0 HIStOf'y and herltage _ 42% & Mountains 5y ? Will roam
Wave 1 Wave 2 Wave 3 Wave 4 Iconic tourist attractions I 41% or hills Q around
on Travel : =y o OO = 19%
Planning stage Among leisure trip intenders: P IEE] (SEMIEE o ===..=..' Smgll/rgld- * o/~ Country/
( a Size - .
With your spouse/partner I 70% : oo celfiikz village
6(y 4/ With friends I 23%
; (1] With children (under 18) I 22%
Trip booked o e . e
'P cofisider o Alone EEE 19% Top modes of transport within Britain
Europe 7 /0 consider With adult family members Ml 14% Own car vehicle |G 21%
-CDr]e:;g\r?tlon Britain As part of a tour group | 1% Public transport - Train | I 38%
Public transport - Tube/subway [ 36%
m Trip planned Amonda Britain intenders: Top Accommodation
g Top modes of transport to Britain
0 . Hotel chain |1 65%
m Intend to 45% consider Scotland Self catered property N 49% Plane — via nonstop flight NN 86%
travel 0 .
40% consider England Bed and breakfast [l 38% Plane — via connecting flight | INENIGINGzGEG 6%
0 - Boutique hotel [l 30% . ,
Wave Wave Wave Wave 26% consider London Pri qt tal 0° Own/rented vehicle — via . 0%
1 2 3 4 14% consider Wales gzl | ]Sk Channel Tunnel

Iz =
Gllmh LONDON %(é & Stdtand | Alba g‘ﬁ

Uywodraelh cymru

*(% definitely & probably) in the next 12 months Travel Competitiv Inteli i Covermrant VisitBritain



Wave 1: 2nd-16t" Dec 2020
Wave 2: 24" Mar — 6" Apr 2021 ‘
w 3: 23 Aug — 6™ Sept 2021

B Germany Market Summary oo 3297 g oo

All data is from Wave 4, unless stated

Top travel drivers Travel attitudes™*
...for any international tri ...for a trip to Britain I would be happy to take a pre-trip _ o
y P 4 covid-19 test should that be required 81% 6%

Money-back guarantee should | Money-back guarantee should | | will look for less crowded places,
[ i wish to cancel my tri i i i 66% 4% 30%
wish to cancel my trip y uip even if | miss attractions

Removal of quarantine policies Removal of quarantine policies

in destination country in destination country | will fg;g:: igticﬁéogglfoisgir;;tions

Stable political environment in Assurance that there will be a
destination country range of/enough things to do Booking through a travel agent is a
Removal of quarantine policies Decrease in coronavirus cases safer option at the moment ° i °
in home coun.try Al st e | would be comfortable using public
Decrease in coronavirus cases An attractive offer e.g. discounts transport within the destination
at destination on flights or accommodation
| will think more about sustainabilit
when planning future holidays /

L | will leave booking until later/last 1
Travel Concerns — for travel to Britain* e

Change in quarantine requirements on my return home NN 43% | will delay my next international trip
Limited / restricted experiences at destination I 46% until Omicron is under control
Other people not following COVID-19 policies/procedures NN /6% | will favour destinations | have been
. before rather than new places o : 0
Access to healthcare if | contract COVID-19 abroad I 44 %
Contracting COVID-19 during my journey/triip I 2 0/ | will favour local destinations instead
9 o gmyl . y ° of traveling internationally 42% i 52%
Accessibility of affordable air fares I 39%
Affordability of robust travel insurance IIIIIIIEEEEEGEGNGNGNGNGNGNGN 36 % | will be inltendinght?.(’;ake fewer but
onger holidays
Costs of mandatory COVID-19 tests I NN 359 ° g
Extra admin involved with new policy/rules during the trip GGG 3/, m Agree No opinion mDisagree
Locals’ attitude towards international tourists I 25%
ey ——
. * (f,{é 3 [~
*:/o very & somewhat concerned G"Resea,ch LONDON U:%"f)[ ;%p Scotland | Alba (l;‘i‘
% Completely & somewhat agree Travel Competitive Intelligence ace Welsh Govermpent VisitBritain



Wave 1: 2"d-16t Dec 2020

Wave 2: 24" Mar — 6" Apr 2021 @
Wave 3: 23 Aug — 6™ Sept 2021

Wave 4: 10t-23 Feb 2022

All data is from Wave 4, unless stated

India Market Summary

Travel intentions Travel preferences

Destination types

55%
60%, & Mountains
Large city

Intending to travel abroad for
leisure*
92%  90% 4% 91%

Journey purpose

Holiday | 77%

Top activities

Iconic tourist attractions [N 67%

Visit friends or Outdoor nature activities [N 67 % or hills
relatives _ 48% . . ’
: History and heritage [N 66% R 45%
Other leisure _ 489 %, 439, Q 0) \1/:
purposes ° Shopping I 65% v o o Will roam
. . 2=~ Coastline O).~ around
Wave 1 Wave 2 Wave 3 Wave 4 Experiencing local lifestyle [ 62% —_—
A 40%
= —
Planning stage Among leisure trip intenders: UeTp TTERD) CEREN e EEC Smallmid- (= Countory/
lqo =n . [~/ _ .
With your spouse/partner I 68% sized -'f" village

With children (under 18) I 38% city/town

With adult family members I 29%

4% <

Trip booked

consider With friends I 259
Europe 1 3% Alone m 18§/o/0 Top modes of transport within Britain
thestination consider As part of a tour group 1 4% Domestic flight NN 51%
chosen Britain Public transport - Train I 45%

Rented car/vehicle I 42%
Public transport - Tube/subway I 41%
Hotel chain [N 53% Uber/other sharing app I 39%
Friend’s/family house (free guest) Il 38% Public transport - Bus I 36%
Holiday village/centre [ 37 % Taxi I 33%
Private rental [l 35% Private coach/minibus I 30%

Bed and breakfast [l 33% Own car vehicle I 24%

. L Top A dati
= Trip planned Among Britain intenders: op Accommodation

74% consider England
44°% consider Scotland

25% consider Wales
23% consider London

E Intend to
travel

Wave Wave Wave Wave
1 2 3 4

nResearc.h LCZNDON h(é ;%)Sggtland |Alba l“

nnnnnnnn Llywodraeth Cymru
Wels

h Govemment VisitBritain

avel Competitive Intel

*(% definitely & probably) in the next 12 months



Wave 1: 2nd-16t" Dec 2020
Wave 2: 24" Mar — 6" Apr 2021 @

— Wave 3: 231 Aug — 6" Sept 2021
India Market Summary Wave 4 109254 Feb 2022 -

All data is from Wave 4, unless stated

Top travel drivers Travel attitudes™*
...for any international trip ...for a trip to Britain | would be happy to take a pre-trip m
covid-19 test should that be required °
Hygiene & safety protocols in Hygiene & safety prot_ocols in I will think more about sustainability . |
place at destination place at destination when planning future holidays 87% 2%1%

Decrease in coronavirus cases Removal of quarantine policies

at destination in destination country BOOki'}g throtygh at:LaveI ageni is a 86% 2
Receiving a booster COVID-19 sater option at the momen

Relaxation of visa requirements

vaccination i ; ;
. . | will be mItendmght(?.Ctiake fewer but 85% 3800,
Relaxation of visa requirements An attractive offer e.g. discounts onger noliaays
Gl e s e Ny | will look for less crowded places
Receiving a booster COVID-19 () o4 70
travel/regulations changes 2 even if | miss attractions

vaccination
| will delay my next international trip
until Omicron is under control 82% 2§/46%
L | would be comfortable using public _
Travel Concerns — for travel to Britain* transport within the destination 82% 2{46%

Access to healthcare if | contract COVID-19 abroad I © 1% I will favour international destinations o @
closer to my home count 80% 371 8%
Contracting COVID-19 during my journey/trip I 59 % y Y
Other people not following COVID-19 policies/procedures I 33% I will favour destinations | have been
before rather than new places ° 0 0

Change in quarantine requirements on my return home I 33%

Affordability of robust travel insurance N 57 % | will favour local destinations instead ) A o
of traveling internationally 69% b 26%
Accessibility of affordable air fares I 87 %

Extra admin involved with new policy/rules during the trip I 56% I will leave bor(:\:(ri\TJ?eunt” laterflast
Limited / restricted experiences at destination | NIIINININGEGEEEEE 56%
Locals’ attitude towards international tourists | N NNNIGIGIGGGGGGNGNGNGNGNGNGNGNGEG 6% m Agree No opinion ®Disagree
Costs of mandatory COVID-19 tests I S3% o
*% very & somewhat concerned GnResearch LONDON % ;%)Sggtland | Alba ﬁ
**% completely & somewhat agree avel Competitve ntlligence o8 Wt Gom e VisitBritain



Travel intentions

Intending to travel abroad for
leisure*

82% 87%

} % = I l

Wave 1 Wave 2 Wave 3 Wave 4

Journey purpose
Holiday | NEEE 84
Visit friends or
relatives - 1%

Other leisure o
purposes 8%

Planning stage Among leisure trip intenders:

7%«

18% 239,

Trip booked i
consider
Europe 1 3%
m Destination consider
chosen Britain

m Trip planned Among Britain intenders:

m Intend to 57% consider England

travel 31% consider Scotland

22% consider London
12% consider Wales

Wave Wave Wave Wave
1 2 3 4

*(% definitely & probably) in the next 12 months

Irish Republic Market Summary

Travel preferences

Top activities

Dining out [N 55%
Iconic tourist attractions [ 48%
Outdoor nature activities I 47%
History and heritage I 42%
Visiting cultural attractions [ 40%

Top Travel Companions

With your spouse/partner I 67 %
With children (under 18) I 31%
Alone I 21%
With friends Il 17%
With adult family members Hl 16%
As part of a tour group | 1%

Top Accommodation

Hotel chain [ 66%
Self catered property M 44%
Boutique hotel [l 43%
Bed and breakfast Il 43%
Friend’s/family house (free guest) Il 35%

fE
Gllmh LONDON i & Stotand | Alba’

Wave 1: 2"d-16t Dec 2020

Wave 2: 24" Mar — 6" Apr 2021
Wave 3: 23 Aug — 6™ Sept 2021
Wave 4: 10t-23 Feb 2022

All data is from Wave 4, unless stated

Destination types

e 0
B 37% ) 47 /o.t
z2>= Coastline cliefo Gy

21%

24% =

[aool "\ .
Q """"" W|” roam .=Eﬂu= Sma”/mld'

©. " around sized
city/town

@ 18% B oy

Mountains &2 Lountry.

Top modes of transport within Britain

Public transport - Train | N EGT<NGEGzG 51%
Own car vehicle |G 49%
Domestic flight [ 46%

Top modes of transport to Britain

Plane — via nonstop flight

—
ﬁ
uuuuuuuu Uywodrae(h cymru

Jsh Govemment VisitBritain

I, O£ %
Plane — via connecting flight [ NNNNEEEEE 76%
Own/rented vehicle — via Ferry | I 66%



Wave 1: 2nd-16t" Dec 2020
Wave 2: 24" Mar — 6" Apr 2021

— — w 3: 23 Aug — 6™ Sept 2021
Irish Republic Market Summary Wave 4 109254 Feb 2022

All data is from Wave 4, unless stated

Top travel drivers Travel attitudes™*
...for any international tri ...for a trip to Britain | would be happy to take a pre-trip _
:/ i P covid-19 test should that be required 75% 022%

Money-back guarantee should | An attractive offer e.g. discounts | would be comfortable using public
i ' on flights or accommodation ithi inati 69% 5% 27%
wish to cancel my trip g transport within the destination
An attractive offer e.g. discounts Money-back guarantee should | )
on flights or accommodation wish to cancel my trip I will look for less crowded places,
) - ) ) even if | miss attractions
Rem_oval of_que_xrantlne policies Decrease in coronavirus cases
in destination country at destination | will favour international destinations
Hygiene & safety protocols in Hygiene & safety protocols in closer to my home country
place at destination place at destination
Decrease in coronavirus cases
at destination

63% 28%
Booking through a travel agent is a

Removal of quarantine pO|iCieS safer option at the moment
in destination country

54% 35%

I will think more about sustainability

o
when planning future holidays 53%

35%

| will favour destinations | have been

- - 0, o
Travel Concerns — for travel to Britain* before rather than new places
Other people not following COVID-19 policies/procedures I 7 7% | will delay my next international trip
Access to healthcare if | contract COVID-19 abroad I 4% UL (ORI () U il
Accessibility of affordable air fares NG 7/ I will leave booking until later/last -
. . . . 0 minute 51% 450 45%
Contracting COVID-19 during my journey/trip I 7 1%
Change in quarantine requirements on my return home IIIIIIEEEEEEEEEEEEEEEEEEEEEENENGEGEGE 7 1 I will favour local destinations instead
g Y ° of traveling internationally 48% 43%
Costs of mandatory COVID-19 tests I /0%
Affordability of robust travel insurance I 69% I will be inltendinght?.(’;ake fewer but
onger holidays
Limited / restricted experiences at destination I 60% g Y
Extra admin involved with new policy/rules during the trip GGG 65 = Agree No opinion  mDisagree
Locals’ attitude towards international tourists | NN 57 %
ey ——
. * (f,{é 3 [~
% very & somewhat concerned G"Resea,ch LONDON U:%"f)[ ;%p Scotland | Alba I\
**9% completely & somewhat agree ravet Campettve nteligence w3 e Goren VisitBritain



Wave 1: 2"d-16t Dec 2020

Wave 2: 24" Mar — 6" Apr 2021
Wave 3: 23 Aug — 6™ Sept 2021
Wave 4: 10t-23 Feb 2022

All data is from Wave 4, unless stated

Italy Market Summary

Travel intentions

Travel preferences

Intending to travel abroad for Destination types

Journey purpose Top activities

leisure* 530,
I (0]
81°/ 87% 90% Holiday | o 1% Iconic tourist attractions [N 53% Q Wil ro(;m La?3eAc):it
(3 e ¥
77% Visit friends or o History and heritage NN 58% O around 9
relatives - 31%
Other leisure Visiting cultural attractions [N 57% — 32%
purposes I 25% Dining out NN 52% o 32%  [EELS Small/mid-
Wave 1 Wave 2 Wave 3 Wave 4 Outdoor nature activities [ 50% e Coastline ¢ IS|zed
city/town
0,
i . . Top Travel Companions 24% = 20%
Planning stage Among leisure trip intenders: P P ,,@ Mount.’:ins /_- Country!
With your spouse/partner IS 70% or hills 29l0[=F  village

8%

(o)
10% With friends I 27%

Trip booked

m Destination

8% <«

consider
14%

Europe
consider

With children (under 18)
With adult family members
Alone

As part of a tour group

Hl 21%
 15%
M 14%
I 2%

Top modes of transport

Public transport - Tube/subway

within Britain

I 55%

Public transport - Train [l 52%
Public transport - Bus [l 52%

chosen Britain

Top Accommodation

Hotel chain [N 64%

= Trip planned Among Britain intenders:

Top modes of transport to Britain
60% consider England

0,
.{patsgld to . Bed and breakfast [N 59% Plane — via nonstop flight | I NREREEEEEEE 3o
. i 0,
53% consider Scotland o tP”‘;ate ren:tal — :; ;’ Plane — via connecting flight NN 36%
o . elf catered property [N o : .
t hicle — F 9
Wave Wave Wave Wave 32% consider London Holiday village/centre [ 26% Own/rented vehicle — via Ferry [ N 59%
1 2 3 4 20% consider Wales
ES uﬁ% ﬁ? G
T Research LONDON h ;%)Sglgtland Alba )
*(% definitely & probably) in the next 12 months .Gn — beions | VisitBritain



Top travel drivers

...for any international trip

Money-back guarantee should |
wish to cancel my trip

An attractive offer e.g. discounts
on flights or accommodation

Decrease in coronavirus cases

Italy Market Summary

...for a trip to Britain

Money-back guarantee should |
wish to cancel my trip

An attractive offer e.g. discounts
on flights or accommodation

Decrease in coronavirus cases

Wave 1: 2nd-16t" Dec 2020
Wave 2: 24" Mar — 6" Apr 2021

Wave 3: 23 Aug — 6™ Sept 2021 ‘ ’

Wave 4: 10th-231d Feb 2022

All data is from Wave 4, unless stated

Travel attitudes™**

| would be happy to take a pre-trip
covid-19 test should that be required

I will think more about sustainability
when planning future holidays

| would be comfortable using public

transport within the destination

at destination at destination
Hygiene & safety protocols in
place at destination
Insurance for COVID-19 related
travel/regulations changes

| will look for less crowded places,
even if | miss attractions

(0]
N

% 0% 32%

Hygiene & safety protocols in
place at destination

| will favour international destinations
closer to my home country

Removal of quarantine policies 59% 33%
in destination country
| will delay my next international trip

o) 0 (o)
until Omicron is under control 58% ' ¥ 36%

Booking through a travel agent is a
safer option at the moment

56% by 37%

Travel Concerns — for travel to Britain*

Access to healthcare if | contract COVID-19 abroad I 72% I will leave booking until later/last
Other people not following COVID-19 policies/procedures I 67 % minute
Contracting COVID-19 during my journey/trip R 6% | will be intending to take fewer but
Limited / restricted experiences at destination [ IIIINININGEEEEEEEEEEEEEEEEEEEEEEEEENENEGEGEGEGEGNE 66% longer holidays
Change in quarantine requirements on my return home NN 3%
Extra admin involved with new policy/rules during the trip I 60%
Affordability of robust travel insurance I 55 %
Costs of mandatory COVID-19 tests I 54 %
Accessibility of affordable air fares NG 52 = Agree No opinion  mDisagree

Locals’ attitude towards international tourists [ ENNNNIEINEGEEEENNGNGNGNGNGNGNGNGG 4 1%
ey ——
EY (f,{é PN\
*% very & somewhat concerned GnResearch LONDON h L%)Sggtl‘land | Alba él;‘i‘

**% completely & somewhat agree travet Competiive Inteligene ® Wt Gom e VisitBritain

L]

49% ; 43%

44% 0 46%
| will favour local destinations instead

o) 0 0
of traveling internationally 43% Q70 51%

| will favour destinations | have been

0,
before rather than new places 32%

60%



B Japan Market Summary

Travel intentions

Intending to travel abroad for

leisure*
Wave 2 Wave 4

Planning stage

Trip booked

m Destination
chosen
® Trip planned

E Intend to
travel

Wave 2

Wave 4

Journey purpose
Holiday |G 58%
Other leisure o
ourposes NN 55°%

Visit friends or o
relatives Il 6%

Among leisure trip intenders:

4% <

consider

Europe 1 3%
consider
Britain

Among Britain intenders:

53% consider England
37% consider Scotland

23% consider London
20% consider Wales

*(% definitely & probably) in the next 12 months

Travel preferences

Top activities

Dining out N 51%
History and heritage [ 48%
Visiting cultural attractions [N 47%

Wave 1: 2"d-16t Dec 2020

Wave 2: 24" Mar — 6" Apr 2021

Wave 3: 23 Aug — 6™ Sept 2021 .
Wave 4: 10t-23 Feb 2022

All data is from Wave 4, unless stated

Destination types

63%
Large city

% 32%
=~ Coastline

Iconic tourist attractions
Shopping

N 44%
N 43%

Top Travel Companions

With your spouse/partner
With friends

Alone

With adult family members
With children (under 18)
As part of a tour group

I 5%
N 30%
 25%

l 21%

Hl 20%

B 7%

Top Accommodation

Hotel chain

Boutique hotel
Cruise

Historic house/castle
Self catered property

N 86%
Bl 32%

M 21%

M 19%

W 16%

avel Competiti

ES tf%
nResearch LONDON }T’Q

18% Q 46%
& Mountains @ Will roam
or hills around
0 = 45%
ST 021 ° EER2Y,  Small/mid-
’_- Quntry/ HEIEE sized
s ke city/town

Top modes of transport within Britain

Public transport - Train

Public transport - Tube/subway
Public transport - Bus

Taxi

Rented car/vehicle

Private coach/minibus
Uber/other sharing app

Own car vehicle

Domestic flight

nnnnnnnn Uywodraelh Cymru
Ish Govemment

& Stiand | Alba

I /1%
I 58%
I 49%
I 33%

N 25%

H 25%

W 1%

B 7%

B 7%

a@b

VisitBritain’



Wave 1: 2nd-16t" Dec 2020
Wave 2: 24" Mar — 6" Apr 2021 ‘

Wave 3: 23 Aug — 6™ Sept 2021
B Japan Market Summary eves 257 g e s

All data is from Wave 4, unless stated

Top travel drivers Travel attitudes™**

...for any international tri ...for a trip to Britain | will delay my next international trip . .
’ i d until Omicron is under control 84% . .

Decrease in coronavirus cases Decrease in coronavirus cases | would be comfortable using public ) o
at destination at destination transport within the destination 82% 48%14%

Removal of quarantine policies Removal of quarantine policies

! ! e — .
h t h t o 40
in home country in home country longer holidays 80% 13%

Removal of quarantine policies Removal of quarantine policies
in destination country in destination country | would be happy to take a pre-trip
Stable political environment in Money-back guarantee should | covid-19 test should that be required
destination country wish to cancel my trip
Money-back guarantee should |
wish to cancel my trip

80% 45:16%

<
X

_ | will leave booking until later/last
An attractive offer e.g. discounts minute

on flights or accommodation

65%

N

Booking through a travel agent is a

o
safer option at the moment 65%

) 25%

| will think more about sustainability

- - 0, (o)
Travel Concerns — for travel to Britain* when planning future holidays 64% 23%
Contracting COVID-19 during my journey/trip I ©0% | will look for less crowded places, 58% 33%
. o even if | miss attractions ° °
Access to healthcare if | contract COVID-19 abroad [N S0%
Change in quarantine requirements on my return home GGG S5, | will favour international destinations
. . closer to my home country ° 0
Other people not following COVID-19 policies/procedures I 54 %
Limited / restricted experiences at destination I S 39 I will favour local destinations instead
. P . ) ) ° of traveling internationally 47% 36%
Locals’ attitude towards international tourists I C2%
Costs of mandatory COVID-19 tests . 75° | will favour destinations | have been
o . . Y . . 8% before rather than new places 43% ' 46%
Extra admin involved with new policy/rules during the trip I 6%
Affordability of robust travel insurance G 72 mAgree ' Noopinion mDisagree
Accessibility of affordable air fares I G4%
ey ——
By (f’{é o
*% very & somewhat concerned G"Rem,ch LONDON }7"3 ;%) Scotland | Alba’ (l;‘i‘
**0/ Comp|ete|y & somewhat agree Travel Competitive Intelligence ace S Wt Coaamnt VisitBritain



Wave 1: 2"d-16th Dec 2020

Wave 2: 24" Mar — 6" Apr 2021
W 3: 23 Aug — 6t Sept 2021
- Netherlands Market Summary e 3 2 Mg e N 4

All data is from Wave 4, unless stated

Travel intentions Travel preferences

Intending to travel abroad for Destination types

leisure* Journey purpose Top activities
. 20- (o)
83%  82% Holiday | NEEEE ©1% Dining out [N 54% TN 32% La?SG/‘éit
72% Visit friends or B 4 Outdoor activities I 51% Z=2Z Coastline [ ge oy
63% relatives i Self-driving tours [N 48Y% 0
Other leisure o 9 0 31% Q 36%
purposes Wl 7% Outdoor nature activities NN 45% & G TETG @ Will roam
Wave 1 Wave 2 Wave 3 Wave 4 History and heritage [ 44% or hills i around
25% @ = 2o
Planning stage Among leisure trip intenders: Top Travel Companions / Country/  [s=aieer Srl?gérgld
With your spouse/partner I 67% 2elnl=  village city/town
15% 20% 21% 5% </ With children (und'ea\rI 18) N 22;);/0
: one N
Trip booked consider . With friends 24%0 Top modes of transport within Britain
o Europe 1 0 /o With adult family members Il 21% Own car vehicle |GG 46%
: (I:Dhe:st;lelzr?tlon c;nilc-ler ASIFERETENELIEEL ) A% Public transport - Train | GG 45%
ritain
. Public transport - Tube/subway [ 39%
; Top Accommodation
= Trip planned Among Britain intenders: P
Hotel chain [ 60% Top modes of transport to Britain
0 .
m |ntend to 48% consider England Self catered property [ 44% Plane — via nonstop flight | EEGEGTcTzNE 37%
travel 38% consider Scotland Bed and breakfast I 42%
18% consider London Holiday village/centre [ 33% Plane — via connecting flight | EEGcTczNGEG 322
W W W W istori
rfllve gve gve ive 14% consider Wales Historic house/castle [l 28% Own/rented vehicle — via Ferry | NI 60%

7 s
GnResearch LONDON %(é ;%)Sggtland | Alba ﬁ

nnnnnnnn L\ywodraeth cymru VisitBritain
Isitbritain

*(% definitely & probably) in the next 12 months i Covermrant



Wave 1: 21-16 Dec 2020 N

Wave 2: 24" Mar — 6" Apr 2021

W 3: 23 Aug — 6t Sept 2021
- Netherlands Market Summary e 3 2 Mg e N 4

All data is from Wave 4, unless stated

Top travel drivers Travel attitudes™*
...for any international tri ...for a trip to Britain | would be happy to take a pre-trip _
:/ i P covid-19 test should that be required 63% o 33%

Money-back guarantee should | Money-back guarantee should | | would be comfortable using public o A o
wish to cancel my trip wish to cancel my trip transport within the destination

Removal of quarantine policies Removal of quarantine policies

in destination country in destination country will Ieczloeknfﬁrl I;sizscg?::;&%g;aces,

An attractive offer e.g. discounts An attractive offer e.g. discounts

on flights or accommodation on flights or accommodation Booking through a travel agent is a

Welcoming locals in destination Decrease in coronavirus cases safer option at the moment ° ( °
country A st e | will leave booking until later/last

Removal of quarantine policies Assurance that there will be a minu?e

in home country range of/enough things to do
| will delay my next international tri
until O¥nic¥on is under control i

L. | will favour international destinations
Travel Concerns — for travel to Britain* closer to my home country 0 & °

Extra admin involved with new policy/rules during the trip NI 64% | will think more about sustajnability
Other people not following COVID-19 policies/procedures I G 1% when planning future holidays
Contracting COVID-19 during my journey/trip [ NN  599% | will favour destinations | have been
. before rather than new places o & 0
Access to healthcare if | contract COVID-19 abroad I 57 %
Change in quarantine requirements on my return home NG 56 I will favour local destinations instead
g y ° of traveling internationally 46% o 48%
Costs of mandatory COVID-19 tests I N 559
Limited / restricted experiences at destination NN 52 % | will be inltendinght?.(’;ake fewer but
onger holidays
Affordability of robust travel insurance I 51% 9 Y
Accessibility of affordable air fares N S mAgree  Noopinion mDisagree
Locals’ attitude towards international tourists [ E ENEGIIININGNGGEGEGEGEGEEGEGEGEGEGG 4 3%
ey ——
* E ff'{é B o
*:/o very & somewhat concerned G"Resea,ch LONDON ;%"f)[ ;%p Stotland | Alba (l;‘i‘
% Completely & somewhat agree Travel Competitive Intelligence ace Welsh Govermment VisitBritain



Wave 1: 2n-16th Dec 2020 ‘
Wave 2: 24" Mar — 6" Apr 2021

Wave 3: 23 Aug — 6™ Sept 2021 ‘
Wave 4: 10t-23 Feb 2022

All data is from Wave 4, unless stated

B Norway Market Summary

Travel intentions

Travel preferences

_ Destination t
Intending to travel abroad for estination types

Journey purpose Top activities

leisure* .
. . o
Holiday | 547 Dining out I 55% g 43% R
4% Visit friends or History and heritage I 35% === Coastline Large city
68% o - 30% istory and heritage A = 570,
relatives : : . o A
53% 3% Other leisure . Iconic tourist attractions [ 34% giE"/\ Strall/mid. Q 339%
- 15% i i | 0, nuu= .
purposes Experiencing local lifestyle I 32% EEE sized Q Will roam
Wave 1 Wave 2 Wave 3 Wave 4 Visiting cultural attractions Il 30% city/town around
Top Travel ' 1% .
Planning stage Among leisure trip intenders: SLENTIREE UL LD E é@ Mountains -C Country/
orhils B0 village

With your spouse/partner I 66%
With friends I 39%

® Trip planned

81%

Among Britain intenders:

Top Accommodation

Trip booked With adult family members I 32% er s -
consider o With children (under 18) NN 28% UeTp TVECEE GRS T AT
Europe 15 /o Alone M 27% Public transport - Train | Gz 59%
] Dhestmatlon con_sic.ler As part of a tour group B 5% Public transport - Tube/subway | 46%
chosen Britain

Public transport - Bus | 40%

Top modes of transport to Britain

Hotel chain [N 74%

57% consider England Bed and breakfast [ 41%

E Intend to

Plane — via nonstop flight _ 92%

travel

Wave Wave Wave Wave
1 2 3 4

*(% definitely & probably) in the next 12 months

32% consider Scotland

27% consider London
10% consider Wales

Self catered property M 37%

Cruise
Historic house/castle

B 31%
B 30%

avel Cor

Plane — via connecting flight _ 64%

Own/rented vehicle — via Ferry - 34%

ﬁ =3
@ﬂaesemh LONDON 5 & Staand | Alba a@n

Uywodraelh cymru

Jsh Govemment VisitBritain



Wave 1: 2nd-16t" Dec 2020
Wave 2: 24" Mar — 6" Apr 2021

W, 3: 23 Aug — 6t Sept 2021
B Norway Market Summary e | [

All data is from Wave 4, unless stated

TN

Top travel drivers Travel attitudes™*
...for any international tri ...for a trip to Britain | would be happy to take a pre-trip _
:/ i P covid-19 test should that be required 82% d6%

Money-back guarantee should | An attractive offer e.g. discounts | would be comfortable using public ) o
wish to cancel my trip on flights or accommodation transport within the destination 74% 4

An attractive offer e.g. discounts Money-back guarantee should |

on flights or accommodation wish to cancel mv tri | will favour international destinations _ A
; Yo closer to my home country 55% - %o

Removal of quarantine policies Removal of quarantine policies

in destination country in destination country | will delay my next international trip
Removal of quarantine policies Welcoming locals in destination until Omicron is under control ° ° °
in home country country | will look for | ded ol
) ) I will look for less crowded places,
Welcoming Iocalst in destination Your Government's advice on even if | miss attractions
Sl international travel

Booking through a travel agent is a

0,
safer option at the moment 54%

34%

| will favour destinations | have been

- - o, 0,
Travel Concerns — for travel to Britain* before rather than new places
Extra admin involved with new policy/rules during the trip I 507 | will favour local destinations instead
: - o of traveling internationally o o 0
Other people not following COVID-19 policies/procedures NN 57 %
Access to healthcare if | contract COVID-19 abroad I 53 %) | will think more about sustainability
. . . : when planning future holidays ° °
Contracting COVID-19 during my journey/trip I 52%
Costs of mandatory COVID-19 tests I NEEEG_—_— 43 | wil be intending to take fewer but
onger holidays
Change in quarantine requirements on my return home NN 46% e .
Limited / restricted experiences at destination GGG 46 I will leave bookin? until later/last
minute
Accessibility of affordable air fares I 412%
Locals’ attitude towards international tourists RN 30 = Agree No opinion  m Disagree
Affordability of robust travel insurance I 33%
ey ——
. * (f,{é 3 [~
% very & somewhat concerned G"Resea,ch LONDON U:%"f)[ ;%p Scotland | Alba (l;‘i‘
**9% completely & somewhat agree ravet Campettve nteligence w3 e Goren VisitBritain



B Russia Market Summary

Travel intentions

Intending to travel abroad for
leisure*

83% 83%

Wave 2 Wave 4

Planning stage

0,

Trip booked

m Destination
chosen

m Trip planned

E Intend to
travel

Wave 2

Wave 4

Journey purpose
Other leisure o
e roe® I o5
Holiday [l 28%

Visit friends or o
relatives i 22

Among leisure trip intenders:

s6% <

consider

Europe 1 /0 consider

Britain

Among Britain intenders:

45% consider England
34% consider Scotland

24% consider London
14% consider Wales

*(% definitely & probably) in the next 12 months

Travel preferences

Top activities

Iconic tourist attractions [N 49%
Guided tours/day-excursions [ 44%
History and heritage [ 42%

Visiting cultural attractions [ 42%
Outdoor nature activities I 40%

Top Travel Companions

With your spouse/partner I 63%

With friends I 23%
With children (under 18) I 23%
With adult family members Il 17%
Alone W 13%
As part of a tour group B 8%

Top Accommodation

Hotel chain I 65%
Bed and breakfast [ 47%
Self catered property Il 34%
Private rental 1l 23%
Holiday village/centre [l 19%

Wave 1: 2"d-16t Dec 2020

Wave 2: 24" Mar — 6" Apr 2021
Wave 3: 23 Aug — 6™ Sept 2021
Wave 4: 10t-23 Feb 2022

All data is from Wave 4, unless stated

Destination types

24%
=,
EEE N Small/mid- 35%
1gaeAa &) sized Large city
city/town
52% Jo-

9 @ ey a8%
Q w7 Gl el ===< Coastline
around ———=
= 12% 24%.

‘ o/~ Country/ Mountains
ST vilage or hills

Top modes of transport within Britain

Public transport - Bus | IEENEG<z<GEE 43%
Public transport - Train | EGTNG 45%
Public transport - Tube/subway | I 41%

Top modes of transport to Britain

Plane — via nonstop flight | 99%
Plane — via connecting flight [ 69%
Il 33%

Coach — via Channel Tunnel

NI P
nResearch LONDON h(é C%)Sggtland |Alba ﬁ

avel Competiti

Uywodraelh cymru

Jsh Govemment VisitBritain



- Russia Market

Top travel drivers

...for any international trip

An attractive offer e.g. discounts
on flights or accommodation

Removal of quarantine policies
in destination country

Money-back guarantee should |
wish to cancel my trip

Relaxation of visa requirements

Removal of quarantine policies
in home country

Travel Concerns — for travel to Britain*

Limited / restricted experiences at destination NN 39%
Extra admin involved with new policy/rules during the trip NI 54 %
Access to healthcare if | contract COVID-19 abroad I S53%
Costs of mandatory COVID-19 tests I  539%
Affordability of robust travel insurance NN 52%
Change in quarantine requirements on my return home NN /3%
Contracting COVID-19 during my journey/trip [ NN 77 %
Accessibility of affordable air fares I 4%
Other people not following COVID-19 policies/procedures NN 3%
Locals’ attitude towards international tourists [ NN /0%

*% very & somewhat concerned
**% completely & somewhat agree

Summary

...for a trip to Britain

Relaxation of visa requirements

An attractive offer e.g. discounts
on flights or accommodation

Money-back guarantee should |
wish to cancel my trip

Removal of quarantine policies
in destination country

Removal of quarantine policies
in home country

Wave 1: 2"d-16th Dec 2020

Wave 2: 24" Mar — 6" Apr 2021
Wave 3: 23 Aug — 6™ Sept 2021

Wave 4: 10th-231d Feb 2022
All data is from Wave 4, unless stated

Travel attitudes™**

Booking through a travel agent is a

safer option at the moment

| would be happy to take a pre-trip
covid-19 test should that be required

| would be comfortable using public

transport within the destination

| will look for less crowded places,
even if | miss attractions

| will leave booking until later/last
minute

Il will delay my next international
trip until Omicron is under control

I will think more about sustainability

when planning future holidays

| will be intending to take fewer but

longer holidays

| will favour international destinations

closer to my home country

| will favour local destinations

instead of traveling internationally

| will favour destinations | have been

before rather than new places

m Agree No opinion

66%

62%

25%

32%

60% b,  32%

O)

51% 6% 42%

50%

49%

46%

45%

42%

33%

32%

41%

‘ 43%

42%

43%

49%

. 56%

: 61%

/yl
WE
Gn LONDON %{é &, qusit
Research LONDG & Scotl
Travel lligence o™ Govem

Liywodraeth Cymru
Is| m

mpetitive Int <3 Welsh

m Disagree

and | Alba ﬁ
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B Saudi Arabia Market Summary

Travel intentions

Intending to travel abroad for Journey purpose

leisure*
86% 85% 84% Holiday |G 65%
Visit friends or
Other leisure
purposes - 37%
Wave 1 Wave 2 Wave 4

Planning stage

. 27% ‘/

Trip booked
70/0 consider

Britain

consider
Europe
m Destination
chosen

= Trip planned Among Britain intenders:

52% consider England
16% consider Scotland

16% consider Wales
13% consider London

E Intend to
travel

Wave Wave Wave
1 2 4

*(% definitely & probably) in the next 12 months

Among leisure trip intenders:

Wave 1: 2"d-16t Dec 2020

Wave 2: 24" Mar — 6" Apr 2021
Wave 3: 23 Aug — 6™ Sept 2021
Wave 4: 10t-23 Feb 2022

All data is from Wave 4, unless stated

SNy

Travel preferences

Destination types

Top activities

i 22% o
Outdoor nature activities [INEGEN 66% EEECS  Small/mid- 29 /°.
FEEIEER sized Large city
Iconic tourist attractions [N 66% citvitown
Dining out I 61% ‘ym
Outdoor activities I 57% Q ° :Qﬂ 40%
) ~y Willroam o222 o oostiine
Shopplng - 57% Q - around =
. 37% 33%
/—-
Top Travel Companions z /.- Country/ & Mountains
With your spouse/partner I 63% EEI Hlzge RS
With children (under 18) I 37%
With adult family members I 20%
Al 9
With friecr)lgi : 1157(2 Top modes of transport within Britain
As part of a tour group | 2%

Top Accommodation

Hotel chain

Cruise

Boutique hotel

Self catered property
Hostel/university/school

Public transport - Train I 4 1%
Public transport - Tube/subway I 35%
Domestic flight [N 33%
Rented car/vehicle I 31%
(o)

I 46% Uber/other sharing app I 30%
I 27% -

° Public transport - Bus I 26%
B 23% Taxi I 23%

B 23% Own car vehicle I 23%
e 21% Private coach/minibus [ 14%
NI ﬁ? G
GnResearch LO!:‘REEQN Ly;ﬁ?}éu ;%)Sggtland |Alba l“

avel Competitive Intellig Ish Govemment

VisitBritain’



Wave 1: 2"d-16t Dec 2020

Wave 2: 24" Mar — 6" Apr 2021
Wave 3: 23 Aug — 6™ Sept 2021
Wave 4: 10t-23 Feb 2022

All data is from Wave 4, unless stated

~———

B Saudi Arabia Market Summary

Travel attitudes™**

Top travel drivers

| would be happy to take a pre-trip

...for a trip to Britain J L
covid-19 test should that be required

...for any international trip

An attractive offer e.g. discounts
on flights or accommodation

An attractive offer e.g. discounts

| will be intending to take fewer but
on flights or accommodation

longer holidays

Relaxation of visa requirements Relaxation of visa requirements

Booking through a travel agent is a

: . safer option at the moment
Removal of quarantine policies

in destination country
Receiving a booster COVID-19
vaccination
Decrease in coronavirus cases
at destination

Receiving a booster COVID-19
vaccination

Removal of quarantine policies
in destination country

Stable political environment in
destination country

| will look for less crowded places,
even if | miss attractions

| will favour international destinations
closer to my home country

I will think more about sustainability
when planning future holidays

| will delay my next international trip

Travel Concerns — for travel to Britain* until Omicron is under control

Other people not following COVID-19 policies/procedures
Contracting COVID-19 during my journey/trip

Change in quarantine requirements on my return home
Access to healthcare if | contract COVID-19 abroad
Affordability of robust travel insurance

Costs of mandatory COVID-19 tests

Limited / restricted experiences at destination

Extra admin involved with new policy/rules during the trip
Accessibility of affordable air fares

Locals’ attitude towards international tourists

*% very & somewhat concerned
**% completely & somewhat agree

I /0%
I G 7 %
. G490
I, G390
I, G2 %0
I G0 %
I 58 %
I 56 %
I 55 %
I 53 %

| would be comfortable using public
transport within the destination

| will favour local destinations instead
of traveling internationally

| will favour destinations | have been
before rather than new places

| will leave booking until later/last
minute

m Agree

G n Research LOJ:EEQN

ompetitive Int

No opinion

%{3 &
Liywodraeth Cymru K )
Ish Govem

. Welsh

m Disagree

Visit,

2 Scotl

and | Alba ﬁ

VisitBritain’



B South Korea Market Summary

Travel intentions

Intending to travel abroad for

leisure*
Holiday | 3
Other leisure
. 60% purposes 7%
56% Visit friends or . 149
_  oeees T relatives o
Wave 2 Wave 4

Planning stage

o

Trip booked

m Destination
chosen

m Trip planned

E Intend to
travel

Wave 2 Wave 4

*(% definitely & probably) in the next 12 months

Journey purpose

Among leisure trip intenders:

36% ‘/

consider

Europe 1 1 %
consider
Britain

Among Britain intenders:

57% consider England
34% consider Scotland

18% consider London
13% consider Wales

Travel preferences

Top activities

Iconic tourist attractions NN 50%
Dining out [N 47%
Visiting cultural attractions [ 45%
Outdoor nature activities [N 42%
History and heritage [ 42%

Top Travel Companions

With your spouse/partner I 61%
With friends I 26%
With children (under 18) I 23%
With adult family members I 20%

Alone I 17%
As part of a tour group 1 4%

Top Accommodation

Hotel chain I 67%
Bed and breakfast [l 40%
Boutique hotel [l 38%
Self catered property [l 18%
Private rental [l 17%

Wave 1: 2"d-16th Dec 2020

Wave 2: 24" Mar — 6" Apr 2021
Wave 3: 23 Aug — 6™ Sept 2021
Wave 4: 10%-23d Feb 2022

RN

.1,
4
%

D

All data is from Wave 4, unless stated

Destination types

— 29%
EEECS  Small/mid-
G050 sized
city/town
Q 50%
~~~~~~ Will roam
Q g around
19%
/—“
‘ o/~ Country/
Eﬂﬂ village

52%
Large city

-Iéi-ﬁ 35%

~~~~ Coastline

15%
& Mountains

or hills

Top modes of transport within Britain

Public transport - Tube/subway
Public transport - Train

Rented car/vehicle

Public transport - Bus

Taxi

Domestic flight

Uber/other sharing app

Private coach/minibus

Own car vehicle

ES tf{é
G“Research I--QNDON j‘“) ;%)Sigg

tland | Alba

uuuuuuuu Uywodraelh Cymru
Ish Govemment

I 4G %%
I 36
I 36%
I 31%
I 23%
I 22%
I 22%

I 16%

N 13%

a@b

VisitBritain’



Wave 1: 2"d-16th Dec 2020 9 N\
Wave 2: 24t Mar — 6th Apr 2021 7

W, 3: 23 Aug — 6t Sept 2021 ‘
B South Korea Market Summary ate 320 Asg 5" S NS

All data is from Wave 4, unless stated

Top travel drivers Travel attitudes™*
...for any international tri ...for a trip to Britain | would be happy to take a pre-trip _
:/ i P covid-19 test should that be required 81% 2§ 7%

Decrease in coronavirus cases Decrease in coronavirus cases I will think more about sustainability
inati at destination i i 74% 5% 21%
at destination when planning future holidays

Hygiene & safety protocols in Hygiene & safety protocols in

lace at destination lace at destination I will look for less crowded places,
P P even if | miss attractions 70% 3o 27%

Rem_oval oflque_xrantine policies Removal of quarantine policies
in destination country in destination country | will delay my next international trip 69% 3
An attractive offer e.g. discounts An attractive offer e.g. discounts until Omicron is under control ° ° °
on flights or accommodation @it sl o s ek Booking through a travel agent is a
Insurance for COVID-19 related Insurance for COVID-19 related safer option at the moment
travel/regulations changes travel/regulations changes
| will favour local destinations instead o
of traveling internationally o 32%
sk | will be intending to take fewer but
Travel Concerns — for travel to Britain longer holidays 0 °

Contracting COVID-19 during my journey/trip I S5 % | would be comfortable using public
- o transport within the destination o 0 0
Access to healthcare if | contract COVID-19 abroad I 57 %
Other people not following COVID-19 policies/procedures I S5, | will favour international destinations
. . . closer to my home country ° i 0
Change in quarantine requirements on my return home NN 30%
Extra admin involved with new policy/rules during the trip I  S0% I will leave bookin? until later/last
minute
Locals’ attitude towards international tourists [ RN /6%
Costs of mandatory COVID-19 tests . 73 | will favour destinations | have been
o _ _ y o ° before rather than new places e K 54%
Limited / restricted experiences at destination I /2%
Affordability of robust travel insurance G G5 % mAgree ' Noopinion mDisagree
Accessibility of affordable air fares I 4190°%
ey ——
* (f,{é [~
*% very & somewhat concerned G"Rem,ch LONDON }7"3 ;%) Scotland | Alba’ (l;‘i‘
**% completely & somewhat agree vt Compettv eligence <8 Wl Govemren VisitBritain



Bl Spain Market Summary

Travel intentions

Intending to travel abroad for
leisure*
91%

0,

Wave 1 Wave 2 Wave 3 Wave 4

Planning stage

8%

9%
Trip booked

m Destination
chosen

m Trip planned

m Intend to
travel

Wave Wave Wave Wave
1 2 3 4

*(% definitely & probably) in the next 12 months

Journey purpose

Holiday | NN 58
Visit friends or
relatives - 35%

Other leisure o
purposes i 23%

Among leisure trip intenders:

73% <

consider

Europe 1 5%
consider
Britain

Among Britain intenders:

52% consider England
43% consider Scotland

24% consider London
13% consider Wales

Wave 1: 2"d-16t Dec 2020
Wave 2: 24" Mar — 6" Apr 2021 3
Wave 3: 23 Aug — 6™ Sept 2021
Wave 4: 10t-23 Feb 2022

All data is from Wave 4, unless stated

Travel preferences

Destination types

Top activities

— 33% .

History and heritage [ 60% EE:ICH\I Small/mid- La?goe/(c):ity
Dining out [N 49% cits):;tisvn
Iconic tourist attractions [ 47% _—

Visiting cultural attractions [N 47% Q Wil ro;m ’9‘-@ 22%

Experiencing local lifestyle I 46% Q & around 72z~ Coastline
0, 0,

Top Travel Companions : ~/'/-'—. C;:nfry/ & Moiit{:ins

With your spouse/partner I 76% Eﬂﬁ village or hills

With friends I 28%

With children (under 18)
With adult family members
Alone

As part of a tour group

Top Accommodation

Hotel chain I 62%
Boutique hotel I 44%
Private rental [l 37%

 26%
l 22%
Hl 18%

1 4%

Top modes of transport within Britain

Domestic flight | NG 02
Public transport - Train | EGNGEGNG 37%
Public transport - Tube/subway | NN 36%

Top modes of transport to Britain

Plane — via nonstop flight | 96%
Plane — via connecting flight I 81%

Friend’s/family house (free guest) Il 32%
Historic house/castle Il 27%

On foot — via Eurostar/Train |l 53%
:Y fﬁ ﬁ: G
nResearch LO!:‘REEQN Ly;ﬁ?}éu ;%)Sggtland |Alba l“

avel Competitil Ish Govemment

VisitBritain’



Wave 1: 2nd-16t" Dec 2020
Wave 2: 24" Mar — 6" Apr 2021

— W 3: 23 Aug — 6t Sept 2021
B Spain Market Summary Wave s 257 g o s

All data is from Wave 4, unless stated

'?F"

Top travel drivers Travel attitudes™*
...for any international tri ...for a trip to Britain | would be happy to take a pre-trip
y P o covid-19 test should that be required 72% 0 24%
Money-back guarantee should | An attractive offer e.g. discounts | would be comfortable using public o o
wish to cancel my trip on flights or accommodation transport within the destination 68% 3
An attractive offer e.g. discounts Money-back guarantee should | T D
on flights or accommodation wish to cancel my trip will think more about sustglnablllty
. .. . . when planning future holidays
Rem_oval oflque_xrantlne policies Removal of quarantine policies
in destination country in destination country I will favour international destinations
Decrease in coronavirus cases Voucher-back guarantee closer to my home country ° n °
at destination Sl NS e Celales APl | will favour local destinations
iti i i g q 0, (0]
SlElslo [pelies] EmIeITErs Decrease in coronavirus cases instead of traveling internationally 66% b 27%

destination country at destination

| will look for less crowded places, a
| will | booki til later/last
Travel Concerns — for travel to Britain* e On(:irlmTJ?eun e

Access to healthcare if | contract COVID-19 abroad I 54 % | will delay my next international trip
o . . . : o until Omicron is under control ° ° °
Extra admin involved with new policy/rules during the trip I 53%
Change in quarantine requirements on my return home GGG S0, Booking through a travel agent is a
- . . L safer option at the moment ° P 0
Limited / restricted experiences at destination IG5 2%
Accessibility of affordable air fares  IEEEEEG— S0 ' willbe intending to take fewer but
onger holidays
Costs of mandatory COVID-19 tests I N /0% 2 eay
Affordability of robust travel insurance I 77 I will favour destinations | have been
. Y . _ . ° before rather than new places 49% i 46%
Contracting COVID-19 during my journey/trip [ R 7 7 %
Other people not following COVID-19 policies/procedures I 7% mAgree  Noopinion mDisagree
Locals’ attitude towards international tourists | I EREGIGININGTGTGTGNGNGNGEGEGEGEGEGEGEGEGEGEGEEEEEEEEEEEEEEENEENN 7%
ey ——
. * (f,{é 3 [~
*:/o very & somewhat concerned G"Resea,ch LONDON U:%"f)[ ;%p Scotland | Alba (l;‘i‘
% completely & somewhat agree eavel Compettve Inteligence o Weli Govemmen VisitBritain



Bl Sweden Market Summary

Travel intentions

Intending to travel abroad for
leisure*

82%

55%
_ I
Wave 1 Wave 2 Wave 3 Wave 4

Planning stage

15% 14%
Trip booked

m Destination
chosen
® Trip planned

E Intend to
travel

Wave Wave Wave Wave
1 2 3 4

Journey purpose
Holiday | 55
Visit friends or - 28
(o]

relatives
Other leisure B 1o
o

purposes

Among leisure trip intenders:

80% ‘/

consider

Europe 1 1 %
consider
Britain

Among Britain intenders:

46% consider England
27% consider Scotland

24% consider London
8% consider Wales

*(% definitely & probably) in the next 12 months

Travel preferences

Top activities

Dining out
B 34%
BN 31%
Experiencing local lifestyle [ 31%
Visiting cultural attractions [ 31%

History and heritage
Iconic tourist attractions

Top Travel Companions

With your spouse/partner
With friends

With adult family members
Alone

With children (under 18)
As part of a tour group

. 37%
N 33%
I 30%

I 30%

B 7%

Top Accommodation

N 60%

I /0%

Wave 1: 2"d-16t Dec 2020

Wave 2: 24" Mar — 6" Apr 2021
Wave 3: 23 Aug — 6™ Sept 2021
Wave 4: 10t-23 Feb 2022

All data is from Wave 4, unless stated

4
AR 4

Destination types

% 37% 49%
=~~~ Coastline Large city

24%, 26%

?‘/\ .
Q ~~~~ Will roam  [gges=s Small/mid-

Q “  around sized
city/town

13% 20%

é§§ Mountains 7, ‘/' Country/

or hills village

Top modes of transport within Britain
Public transport - Train | EGzNG 61%
Public transport - Tube/subway | I 56%
Public transport - Bus [ 52%

Hotel chain [N 738% Top modes of transport to Britain
Bed and breakfast NN 46% Plane — via nonstop flight _ 92%
Self catered property I 44%
Friend’s/family house (free guest) Il 36% Plane — via connecting flight _ 78%
Historic house/castle [l 33% Own/rented vehicle — via

ES tf{é
G“Research LONDON }T’Q

I o

Channel Tunnel

vvvvvvvv

: '1
Uywodraelh cymru ;%) S‘C/‘Igttland | Alba El:‘ i‘

Jsh Govemment VisitBritain



Wave 1: 29-16t Dec 2020 4 .

Wave 2: 24" Mar — 6" Apr 2021

W 3: 23 Aug — 6t Sept 2021
Bl Sweden Market Summary Wave s 257 g o s ¥ 4

All data is from Wave 4, unless stated

Top travel drivers Travel attitudes™*
...for any international tri ...for a trip to Britain | would be happy to take a pre-trip -
:/ i P covid-19 test should that be required 60% %  34%

Money-back guarantee should | Money-back guarantee should | | would be comfortable using public o A o
wish to cancel my trip wish to cancel my trip transport within the destination
Insurance for COVID-19 related An attractive offer e.g. discounts

travel/regulations changes on flights or accommodation | will delay my next international trip _ . _
X ; > until Omicron is under control 55% O /0 39%

An attractive offer e.g. discounts Removal of quarantine policies
on flights or accommodation in destination country | will think more about sustainability
Removal of quarantine policies Insurance for COVID-19 related when planning future holidays
in destination country travel/regulations changes
Decrease in coronavirus cases
at destination

52% o 39%

: _ | will look for less crowded places,
Decrease in coronavirus cases even if | miss attractions

at destination

49% 42%

Booking through a travel agent is a

o,
safer option at the moment 46%

42%

| will favour international destinations

- - o o)
Travel Concerns — for travel to Britain* closer to my home country 44% 47%
Other people not following COVID-19 policies/procedures NN G2, | will favour local destinations instead
o . : : . o of traveling internationally ° °
Extra admin involved with new policy/rules during the trip NI 53%
Access to healthcare if | contract COVID-19 abroad I 50, I will favour destinations | have been
. . . before rather than new places ° ' 0
Change in quarantine requirements on my return home NN 51%
Contracting COVID-19 during my journey/trip I 502, I will leave bool_(in? until later/last
Limited / restricted experiences at destination [ INININGEGEEEEEE 45% mintee
Affordability of robust travel insurance I 44 % I will be inltendinght?.(’;ake fewer but
onger holidays
Costs of mandatory COVID-19 tests I 414% 9 Y
Accessibility of affordable air fares NG 35 mAgree  Noopinion mDisagree
Locals’ attitude towards international tourists NN 32°%
ey ——
*0, isi “ ‘
**/o very & somewhat concerned GnResearch LONDON wﬁﬁm %Psgo?land | Alba @
% Completely & somewhat agree Travel Competitive Intelligence ace Welsh Govemment VisitBritain



B UAE Market Summary

Travel intentions

Intending to travel abroad for Journey purpose

leisure*
86% 86% Holiday [ 712%
Visit friends or
relatives _ 59%
Other leisure
purposes I 57
Wave 2 Wave 4

Planning stage

“% <

consider
Europe 90/0 consider
Britain

Trip booked

m Destination
chosen

= Trip planned Among Britain intenders:

59% consider England
30% consider Scotland

21% consider Wales
20% consider London

E Intend to
travel

Wave 2 Wave 4

*(% definitely & probably) in the next 12 months

Among leisure trip intenders:

Travel preferences

Top activities

Dining out [N 61%
Outdoor nature activities [N 61%
Iconic tourist attractions [N 59%
History and heritage Il 55%
Visiting cultural attractions [l 54%

Top Travel Companions

With your spouse/partner I 63%
With children (under 18) I 44%
With friends I 19%
With adult family members Il 19%
Alone Il 15%
As part of a tour group | 2%

Top Accommodation

Hotel chain [N 44%
Bed and breakfast [ 31%
Friend’s/family house (free guest) I 30%

Boutique hotel I 26%
Friend's/family house (paying.. I 24%

avel Competiti;

ES tf%
nResearch LONDON }T’Q

Wave 1: 2"d-16t Dec 2020

Wave 2: 24" Mar — 6" Apr 2021
Wave 3: 23 Aug — 6™ Sept 2021
Wave 4: 10t-23 Feb 2022

All data is from Wave 4, unless stated

Destination types

# 34% 47%
2=~ Coastline Large city
47% = 33%
EEE AN\ .
Q ~~~~ Will roam  [gg85s Small/mid-
O g around _Slzed
city/town
44% 41%
ég§ Mountains g, /' Country/
or hills village

Top modes of transport within Britain

Public transport - Tube/subway I/ 4 %,
Public transport - Train NG 42 %
Public transport - Bus I 3°%

Domestic flight NI 36%
Rented car/vehicle I 35%
Uber/other sharing app I 33%
Own car vehicle NI 29%
Taxi I 26
Private coach/minibus [N 22%

a@b

Visit,
““““““““ Uywodraelh Cymry ;%) SCOtland | Alba
Ish Govemment VisitBritain’



Wave 1: 2nd-16t" Dec 2020
Wave 2: 24" Mar — 6" Apr 2021

Wave 3: 23 Aug — 6™ Sept 2021
B UAE Market Summary Wave s 257 g o s

All data is from Wave 4, unless stated

Top travel drivers Travel attitudes™**

...for any international tri ...for a trip to Britain | would be happy to take a pre-trip
:/ i P covid-19 test should that be required 81% 2% 7%
Relaxation of visa requirements Relaxation of visa requirements I will be in;[c?r?gcial:ghf:)cl,iézl;z fewer but 75% 3

An attractive offer e.g. discounts An attractive offer e.g. discounts

on flights or accommodation on flights or accommodation 0 0
- < a safer option at the moment 75% A021%

Rem_oval of_que_xrantine policies Removal of quarantine policies
in destination country in destination country | will think more about sustainability
Decrease in coronavirus cases Seereae It caareriie cones when planning future holidays ° 0ev /0
at destination P
- & safet Gl | it Gl | would be comfortable using public o a
ygiene & safety protocols in Assurance that there will be a transport within the destination 72% 3o 26%
place at destination range of/enough things to do
| will look for less crowded places, o
even if | miss attractions 1% 2f0 27%

L | will favour international destinations
Travel Concerns — for travel to Britain* closer to my home country 0 g 9

Other people not following COVID-19 policies/procedures NN /2% | will delay my next international
Access to healthcare if | contract COVID-19 abroad I 63 % trip until Omicron is under control
Change in quarantine requirements on my return home NN 67 % I will favour local destinations instead
Contracting COVID-19 during my journey/trip I G4 % of traveling internationally
Affordability of robust travel insurance I G4 % I will leave bor?]r;’;?e“”t“ later/last
Limited / restricted experiences at destination NN 63%
Costs of mandatory COVID-19 tests I N G0 | Wig;?grzu:a?r?::i?r?;ir??z Jvh;\éiebseen
Locals’ attitude towards international tourists [ NN 50%
Extra admin involved with new policy/rules during the trip GGG 50 = Agree No opinion  mDisagree
Accessibility of affordable air fares I 50% . —
*°/g very & somewhat concerned G"Resea,ch LONDON L::%i%(é ;%) Stotland | Alba ﬁ
**% completely & somewhat agree Tavel Competiive Inteligence 8 W Gosemnent VisitBritain



Bl USA Market Summary

Travel intentions

Intending to travel abroad for

leisure*
Holiday | 55°
73/ 80%  80% e y %
0 o isit friends or
69/ relatives . 57
Other leisure - 28
(o)

Wave 1 Wave 2 Wave 3 Wave 4

Planning stage

Trip booked

m Destination
chosen

® Trip planned

E Intend to
travel

Wave Wave Wave Wave
1 2 3 4

*(% definitely & probably) in the next 12 months

Journey purpose

purposes

Among leisure trip intenders:

53% <

consider

Europe 1 1 %
consider
Britain

Among Britain intenders:

65% consider England
37% consider Scotland

22% consider London
22% consider Wales

Wave 1: 2"d-16t Dec 2020

Wave 2: 24" Mar — 6" Apr 2021
Wave 3: 23 Aug — 6™ Sept 2021
Wave 4: 10t-23 Feb 2022

All data is from Wave 4, unless stated

&

Travel preferences

Destination types

Top activities

41% 51%
Dini t N 589 Q -
| | lnlng ou 58% =\ Will roam Large city
Iconic tourist attractions NG 56% Q " around
History and heritage [N 55% 30% o
_— . o p - NG ° ﬁl_\ 34%
Visiting cultural attractions [N 53% ' oxZ~  Country/ Coastline
— . ooy |
Outdoor nature activities N 51% cafies village —
27%
Top Travel Companions ?E’-/=\I Sl 30%
N sized & Mountains
With your spouse/partner I 74% : et or hills
With children (under 18) I 35% Y
Alone I 15%
With friends Il 15% or: Y
With adult family members Il 15% Top modes of transport within Britain
As part of a tour group 1 3% Domestic flight NI 48%
Public transport - Train I 41%
Top Accommodation Public transport - Tube/subway I 39%
_ . Rented car/vehicle [N 36%
Hotel chain [N 62% Taxi HEEEE 32%
Bed and breakfast [ 37% Public transport - Bus I 29%
Boutique hotel I 36% Uber/other sharing app I 29%
Historic house/castle [l 29% Private coach/minibus I 29%
Private rental [ 29% Own car vehicle N 27%

a@b

VisitBritain’

ES tf%
nResearch LONDON }T’Q

PPPPPPPP Uywodraelh cymru
Travel Competiti Ish Govemnment

& Stiand | Alba



Wave 1: 29-16% Dec 2020 &

Wave 2: 24" Mar — 6" Apr 2021

Bl USA Market Summa IS =
ry Wave 4: 10t-23d Feb 2022 ~——

All data is from Wave 4, unless stated

Top travel drivers Travel attitudes™*
...for any international tri ...for a trip to Britain | would be happy to take a pre-trip _
:/ i P covid-19 test should that be required 83% 2§44%

Money-back guarantee should | An attractive offer e.g. discounts | will look for less crowded places, . o
wish to cancel my trip on flights or accommodation v 7| (s el s 71% K}

Decrease in coronavirus cases Decrease in coronavirus cases

at destination at destination | would be comfortable using public
transport within the destination 69% o 27%

An attractive offer e.g. discounts Money-back guarantee should |
on flights or accommodation wish to cancel my trip Booking through a travel agent is a
Removal of quarantine policies High proportion of destination safer option at the moment . ' °
in destination country population being vaccinated

; ; | will delay my next international trip
AT & SR S Removal of quarantine policies until Omicron is under control ek o 30%
place at destination in destination country
| will favour local destinations instead o i
of traveling internationally o 30%

L | will think more about sustainability

Travel Concerns — for travel to Britain* when planning future holidays 0 °
Other people not following COVID-19 policies/procedures I 75, | will be intending to take fewer but

Limited / restricted experiences at destination I 3% longer holidays

Access to healthcare if | contract COVID-19 abroad I 7 3% | will favour international destinations

. . . closer to my home country © 0

Change in quarantine requirements on my return home NN /2%
Contracting COVID-19 during my journey/trip I REEEEG— 7 17 il ey alesilions | e (s
g gmy] yinp ° before rather than new places 55% 0 40%

Extra admin involved with new policy/rules during the trip [ I 7%

Accessibility of affordable air fares I 7% el Ve boo!(in? ] Feisenfios
minute

Affordability of robust travel insurance NG 64%

Locals’ attitude towards international tourists I 63 % " Agree No opinion  m Disagree
Costs of mandatory COVID-19 tests I 62%
ey ——
*0 Isi ™ ‘
**/o very & somewhat concerned GnResearch LONDON wﬁﬁm ;%) Scotland | Alba 4
% completely & somewhat agree Travel Compettive Inteligence &g Wil Govemment VisitBritain
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- Britain - Intenders Profile

Travel intentions & Profile

13%
10%
15%
12%

1%

1%

35%

8%
8%
7%

TotalShortLong AU BR CA CN DK FR GE

Haul Haul

Channel booking

% intending to visit the UK

o Q o\o Q
?E % A % NS
~ ~ ~ o
IN IR IT JP NL
Travel Party

With your spouse/partner I 68%

Travel comparison website I 45%

TAs/TOs - Online M 43%  With children (under 18) M 34%
Airline/train/ferry operator I 40% Alone I 25%
Destination website direct I 38% With friends I 25%

A??:%gro"igfr d;rect — 3?)% With adult family members Il 23%

SIS - Storetron 28% As part of a tour group 1 4%

Travel preferences

Top activities

History and heritage
Iconic tourist attractions
Visiting cultural attractions

I 59%
I 58%
I 559

Dining out NG 57

Outdoor nature activities

I 51%

Note: TA/TO = Travel Agencies/Tour Operators
Base: Respondents intending to visit the UK on your next international leisure trip (n = 1403)

37%
‘o7~ Country/
@)= village
32%
& Mountains
or hills

BN EN
o) X O R x
~ s T T T ® T
X ~ ~ » ~
o ©~
X
NO RU SA KR ES SE UAE USA
Age
38% 39% 23%

m<35y.0. m 35-54y.0. m 55+y.0.

Ever visited Britain

40% 30%

m Several times ®mOnce m®mNo
Destination types

o

Large city @_ ~ round
41%

EEECS  Small/mid- 40%

ag 3 ) sized =~~~ Coastline
city/town -

Britain travel drivers
Money-back guarantee should |
wish to cancel my trip

Decrease in coronavirus cases
at destination

Attractive offer (e.g. discounts)

Hygiene & safety protocols in
place at destination

Removal of quarantine policies
in destination

Travel attitudes (% completely & somewhat agree )

| would be happy to take a pre-trip 849,
COVID-19 test if required °
| would be comfortable using public 789
transport within the destination °
| will look for less crowded places, 799
even if | miss attractions °
| will think more about sustainability 720,
and the environmental impact °
Booking through a travel agent is a

(o)
safer option at the moment 1%

@I]Res_earc.h LONDON e & Sidiand | Alba @N

Liywodraeth Cymru . P
Welsh Government VisitBritain



Bl Britain - Intenders Profile (SH) ¢

Travel intentions & Profile

Britain travel drivers

% intending to visit the UK Money-back guarantee should |

wish to cancel my trip

N X = BN
Q b < o o <
g X X ° = h % T Al & Attractive offer (e.g. discounts)
~ &3 0 i ~ 3
D Removal of quarantine policies
in destination
Short Haul DK FR GE IR IT NL NO RU ES SE Decrease in coronavirus cases
at destination
Channel booking Travel Party Age
. A 37% 23%, Insurance for COVID-19 related
Airline/train/ferry operator I 45% With your spouse/partner IS 64% travel & regulations changes
Travel comparison website I 42% With friends I 31% m<35y.0. m 35-54y.0. m 55+y.0.
Accom. Provider direct I 36% With children (under 18) I 29% .
TAS/TOSs - Online  EEEEE 33% Alone 079 Ever visited Britain Travel attitudes (% completely & somewhat agree )
Destination website direct WM 29%  \vith adult family members W 27% 44% 28% 27% | would be happy to take a pre-trip

(o)
TAs/TOs - Storefront I 20% As part of a tour group 1 4% COVID-19 test if required s

m Several times ®Once ®No
| would be comfortable using public

Travel preferences L transport within the destination 1%
Destination types
Top activities | will look for less crowded places,
B //—_‘ C27% / 67% S = WAIrI1 % even if | miss attractions 64%
. 3 o Country G T v Will roam
| Dlnlng out I 60% Galn)= village Large city @_ “~ around | will favor international destinations 629
History and heritage I 55% 35 closer to my home country °
Visiting cultural attractions I 55° 9 = 0 20
| © S 550/ ° " 23 t/°. RN Small/mid- & 29% | will think more about sustainability 599
conic tourist attractions N 54% ountains - Izze 188l <ized =25~ Coastline and the environmental impact ?
Outdoor nature activities [N 48% or hills : I —==

Sz ﬁﬁ— ¢
Note: TA/TO = Travel Agencies/Tour Operators @nResearch LONDON %’Ké ;%) Séatand | Alba ;“

Base: Respondents intending to visit the UK on your next international leisure trip (n = 509) , tiive ntlligence o8 HAEn o VisitBritain



B Britain - Intenders Profile (LH) ¢

Travel intentions & Profile

Britain travel drivers

2
Lo}
% intending to visit the UK Hygiene & safety protocols in "
place at destination 0
X o ° °
© g § x % % s\j R 3\j Decrease in coronavirus cases 299
= - = - - ° -~ EN - at destination °
N~
Removal of quarantine policies a
in destination 21%
Long Haul AU BR CA CN IN JP SA KR UAE USA o , i
Official national hygiene label 26%
Channel booking Travel Party Age
. 37% 40% 23% Welcoming locals in destination %
TAS/TOs - Online W 49% With your spouse/partner I 71% country 25%
Travel comparison website Il 46% With children (under 18) M 37% m<35y.0. m 35-54y.0. m 55+y.0.
Destination website direct Il 43% Alone I 24% . o
Airline/train/ferry operator W 37% With friends B 21% Ever visited Britain Travel attitudes (% completely & somewhat agree )
TAs/TOs - Storefront EEll 32% With adult family members Il 21% 37% 31% 32% | would be happy to take a pre-trip

Accom. Provider direct 1l 319 . .
Yo As part of a tour group I 5% m Several fimes  mOnce = No COVID-19 test if required

| would be comfortable using public

Travel preferences transport within the destination
Destination types

Booking through a travel agent is a

Top activities
B : \//—_‘ C42% / 68% ‘?_ = W_|5|6% safer option at the moment
i itage I G1° o Country i ~-y Will roam _— -
I-.hstory.and herlt.age il é‘a'ﬁ = village Large city @. ’ around | will think more about sustainability
Iconic tourist attractions N 61% 449 and the environmental impact
Visiting cultural attractions I 59% 9 = 265
g - . . ° M 37,[/0. RN Small/mid- & 46% | will delay my next international trip
ining out I 56% OU?]_IGI"”S AR sized =2=< Coastline until Omicron is under control
iviti 0 or hills ; . —_—
Outdoor nature activities I 53% city/town
ey ——
U ﬁr 3
Note: TA/TO = Travel Agencies/Tour Operators @nR cearch LONDON J‘ﬂié ;%)SVIS“ | Alba 7\
1 1 el H H H H esearcn = parmuens Llywodraeth Cymru ¥ COtland [ba
Base: Respondents intending to visit the UK on your next international leisure trip (n = 894) . ttve Iteligence o Welsh Gowarmant VisitBritain



B England - Potential Visitors Profile

Travel intentions & Profile % intending to visit the UK

2 m % of those intending to visit the UK who would consider visiting England
B
(a2}
o Rso o o0 2 X o X X
5% 2 BFH XX #R R» 58 B2 T2 B8 o Y ST
2R T = 22 5y R PR R T~ T = T 2R~ R T LT TR 52 =2
©0 I & PN ~o I 00 I 3G ~o (o) © ©
PERRREFTE TR RERRRESTRRRER R
TotalShortLong AU BR CA CN DK FR GE IN IR IT JP NL NO RU SA KR ES SE UAE USA
Haul Haul A
Channel booking Travel Party ge
; 38% 39% 23%
Travel comparison website I 45% With your spouse/partner - IS 687%

TAs/TOs - Online N 44% With children (under 18) I 37% m<35y.0. m 3554y.0. m 55+y.0.
Airline/train/ferry operator I 40% Alone I 26% o o
Destination website direct HEEEEE 39%  With adult family members I 24% Ever visited Britain
Accom. Provider direct I 35% With friends I 23% 42% 29%
TAs/TOs - Storefront I 29% As part of a tour group Il 5%
P group ° mSeveral times ®Once ®No
Travel preferences Destination types
Top activities = 37% 799 9 & 49%
History and heritage I 59 C Country/ Large city @ Will roam
. . . 22I01=E  village around
Iconic tourist attractions I 5°% 499
Visiting cultural attractions GG 53 329 = °
° " ° L A smallimid- 40%
Dining out NG 57 % Mountains  |s=aiEs; i .
L : Gn O sized =~~~ Coastline
Outdoor nature activities NN 51% or hills : I —==

Note: TA/TO = Travel Agencies/Tour Operators
Base: Respondents intending to visit the UK who would consider visiting England in the next 12 months (n = 1,188)

Britain travel drivers
Money-back guarantee should |
wish to cancel my trip

Decrease in coronavirus cases
at destination

Hygiene & safety protocols in
place at destination

Attractive offer (e.g. discounts)

Removal of quarantine policies
in destination

27%

Travel attitudes (% completely & somewhat agree )

| would be happy to take a pre-trip
COVID-19 test if required

| would be comfortable using public
transport within the destination

| will think more about sustainability
and the environmental impact

| will look for less crowded places,
even if | miss attractions

Booking through a travel agent is a
safer option at the moment

@ n Research LONDON

uuuuuuuuu Liywodraeth Cymru
Welsh Govemnmant

85%

79%

73%

73%

72%

=g
& Scdtland | Alba élj‘i‘

VisitBritain’



B  England - Potential Visitors Profile (SH)

Travel intentions & Profile % intending to visit the UK

m % of those intending to visit the UK who would consider visiting England

Britain travel drivers

Money-back guarantee should |
wish to cancel my trip

R ° N ° = X N o
s - @ = I = 2 - LA« L = Attractive offer (e.g. discounts)
N 2 o xR Q Q o T - - X A\ -
T ®© g % o E E % T © o o
. . . s = . Removal of quarantine policies
- | - [ | - — in destination
Short Haul DK FR GE IR IT NL NO RU ES Decrease in coronavirus cases
at destination
Channel booking Travel Party Age
. 41% 36% 23% Hygiene & safety protocols in
Airline/train/ferry operator I 46% With your spouse/partner I 63% place at destination
Travel comparison website I 42% With children (under 18) I 33% m<35y.0. m 35-54y.0. m 55+y.0.
Accom. Provider direct I 38% Alone I 28% . o
TAS/TOs - Online NENEE 33%  With adult family members 089% Ever visited Britain Travel attitudes (% completely & somewhat agree )
Destination website direct HEEE 30% With friends R 27% 49% 27%  25%

| would be happy to take a pre-trip

TAs/TOs - Storefront I 20% COVID-19 test if required

As part of a tour group I 4% m Several times ®Once ®No

| would be comfortable using public

Travel preferences transport within the destination
Destination types

| will look for less crowded places,

Top activities
B //—_‘ C27% / 73% S = W:I%I6% even if | miss attractions
- 0 o4 Country. L T v Will roam
, D'”'”‘?’ out IS, 607% ﬁm village Large city @. "~ around | will favor international destinations
History and heritage I 56% s closer to my home country
Iconic tourist attractions I 56% 9 = 0 282
Visiting cultural atiract o M 22t/°. =N Small/mid- b 29% I will think more about sustainability
isiting cultural attractions I 56% ountains  |aastaey sized 2L Coastline and the environmental impact
Experiencing local lifestyle NN 49% or hills : I —==

Sz ﬁﬁ— ¢
Note: TA/TO = Travel Agencies/Tour Operators @nResearch LONDON %’Ké ;%) Séatand | Alba ;“

Base: Respondents intending to visit the UK who would consider visiting England in the next 12 months (n = 400) , tiive ntlligence o8 HAEn o VisitBritain



B England - Potential Visitors Profile (LH)

Travel intentions & Profile % intending to visit the UK

m % of those intending to visit the UK who would consider visiting England Britain travel drivers
N
CEN Hygiene & safety protocols in 300,
™ place at destination 0
g\z § NS L < Decrease in coronavirus cases 30%
- < ¥ = - O — at destination °
A ~ m
. . . . Official national hygiene label 27%
Long Haul AU BR CA CN Removal of quarantine policies 269%
_ Age in destination 0
Channel booking Travel Party
i 37% 40% 23% Money-back guarantee should | o
TAS/TOs - Online EEEE 50% With your spouse/partner I 70% wish to cancel my trip 25%
Travel comparison website HEl 46% With children (under 18) I 39% m<35y.0. m 35-54y.0. m 55+y.0.
Destination website direct Il 43% Alone I 25% - o
Airineftrainfferry operator NN 38% With adultfamily members [ 22% Ever visited Britain Travel attitudes (% completely & somewhat agree )
1 H (0]
Accom. Provider direct Il 33% With friends I 21% 39% 30% 31% | would be happy to take a pre-trip

TAs/TOs - Storefront HE 33% o COVID-19 test if required
As part of a tour group I 5% mSeveral times ®mOnce mNo q

| would be comfortable using public
Travel preferences transport within the destination

Destination types
| will think more about sustainability

Top activities
B : \//—_‘ C42% / 72% ‘?_ = W_|5|5% and the environmental impact
. . ————r o Country. . ill roam . .
I-.hstory.and herlt.age Bl é‘a'ﬁ = village Large city @. ’ around Booking through a travel agent is a
Iconic tourist attractions _ 60% 45(y safer option at the moment
Visiting cultural attractions N 59 9 = 0 0
° Dining out [ 56Y% i & Mo?;tgins RN Smallmid- 46% | will be intending to take fewer but
outd 9 ¢ o orhils 00 )3 7) sized S2== Coastline longer holidays
utdoor nature activities I 53% : city/town
ey ——
N EE’T o N
Note: TA/TO = Travel Agencies/Tour Operators @nResearch LONDON J‘ﬂié ;%) Séatand | Alba El?‘ﬁ‘
Base: Respondents intending to visit the UK who would consider visiting England in the next 12 months (n = 788) , tiive ntlligence o8 HAEn o VisitBritain



- Scotland - Potential Visitors Profile

Travel intentions & Proflle

% intending to visit the UK

3 Britain travel drivers
™ m % of those intending to visit the UK who would consider visiting Scotland
Hygiene & safety protocols in
X place at destination
5 o2 B % > £ 3
© - S = -

10%
1%

6%

o\°

6%

2 Attractive offer (e.g. discounts)
(o))

ﬁo&\?é\:\c'ﬁ
S b © 10 we "R ph OB o
N -
T TR BT T R T
TotalShortLong AU BR CA CN DK FR GE |IN IR IT

o\°

5%

O

Money-back guarantee should |
wish to cancel my trip

JP NL NO RU SA KR ES SE UAE USA

Piaul Hadl Decrease in coronavirus cases
aul Rau at destination
Channel booking Travel Party Age
. % 42% 17% Removal of quarantine policies
- - R 41% o o Of quaran
Travel comparison website HEE 50% With your spouse/partner 76% in destination 25%
TAs/TOs - Online HEE 49% With children (under 18) I 40% m<35y.0. m 35-54y.0. m 55+y.0.
Destination website direct Il 47% With friends I 25%

Airline/train/ferry operator Il 43%
Accom. Provider direct HE 37%
TAs/TOs - Storefront HEl 35%

. - e H (o)
With adult family members NI 24% Ever visited Britain Travel attitudes (% completely & somewhat agree )

Alone I 23% 43% 31% 26%
As part of a tour group B 6%

| would be happy to take a pre-trip
COVID-19 test if required

m Severaltimes ®mOnce ®No

| would be comfortable using public
Travel preferences transport within the destination
Destination types

Top activities

| will think more about sustainability
//—_‘ C47% / 66% O WGISIZ% and the environmental impact
. . i N ountry N il roam
I-.hstory.and herlt.age I 63% ER= village Large city @ around Booking through a travel agent is a
Iconic tourist attractions _ 61% 52(y safer Option at the moment
Visiting cultural attractions I 60% 9 = 0 0
2 Dini i o ° M 44,[/0. EER N Small/mid- 85 49% I will look for less crowded places,
ining out I 57% OUf;].ﬁ"nS FEEEET sized === Coastline even if | miss attractions
iviti 0 or hills ORLON ) : —
Outdoor nature activities M 55% city/town

S =
Note: TA/TO = Travel Agencies/Tour Operators @nResearch LONDON J‘ﬂié ;%) Sl nd | Alba El"i\

Base: Respondents intending to visit the UK who would consider visiting Scotland in the next 12 months (n = 696) avel Compettve ntelgence o8 HAEn o

h Govemment VisitBritain



B Scotland - Potential Visitors Profile (SH)

Travel intentions & Profile % intending to visit the UK Britain travel drivers

m % of those intending to visit the UK who would consider visiting Scotland

Attractive offer (e.g. discounts)

N R EN EN
g" o 3 X 2 2 § Money-back guarantee should |
2 N o X o o ° ~— i i
-— & g _ B E “ ¢ S et Ef % % - wish to cancel my trip
© Q © ™ 1O . s 8 ™ Insurance for COVID-19 related
| — [ ] . | [ - - - e travel and regulation changes
Short Haul DK FR GE IR IT NL NO RU ES SE Removal of quarantine po|icie3
. Age in destination
Channel booking Travel Party
] 43%, 38% 19% Hygiene & safety protocols in
Travel comparison website HEE 48% With your spouse/partner IS 71% place at destination
Airline/train/ferry operator HEE 48% With children (under 18) Il 33% m<35y.0. m 35-54y.0. ® 55+y.0.
Accom. Provider direct I 42% With friends I 29% - o
Destination website direct EEE 37% Alone 7% Ever visited Britain Travel attitudes (% completely & somewhat agree )
TAs/TOs - Online  HE 35% With adult family members Il 24% 46% 31% | would be happy to take a pre-trip
TAs/TOs - Storefront Il 28% As part of a tour group Il 5% COVID-19 test if required G2k
P group ° mSeveral times ®Once mNo
| would be comfortable using public 719
Travel preferences transport within the destination 0
Destination types
Top activities | will look for less crowded places, 8
: A= 38% 61% S = 58% even if | miss attractions 69%
History and heritage NENNNNNNNNN 62% &0, Country/ Largecity ~ (g).> VIl roam
_ _ _ 0 @)= village ge city O " around | will favor international destinations 0
Iconic tourist attractions I 61% 469% closer to my home country 66%
Dining out N 61% 0 =, o
Visiti S St] 0 ° M 36,(/0. RN Small/mid- 85 39% | will think more about sustainability 65%
Slilg GUIEEiEetons || B0 Ou?].ﬁms e sized 2=~ Coastline and the environmental impact °
Wit 0 or hills : . =
Outdoor nature activities I 56% city/town
ey ——
* ff{é ﬁr y
Note: TA/TO = Travel Agencies/Tour Operators @nResearch LONDON }1&3 ;%) Sttnd | Alba l‘\
Base: Respondents intending to visit the UK who would consider visiting Scotland in the next 12 months (n = 228) , tiive ntlligence o8 HAEn o VisitBritain



Bl Scotland - Potential Visitors Profile (LH)

Travel intentions & Profile

% intending to visit the UK

2 Britain travel drivers
R m % of those intending to visit the UK who would consider
visiting Scotland Hygiene & safety protocols in
N place at destination
N ° 2 e 2
© g R X ® ™ Decrease in coronavirus cases
X AR - o - S TR ° at destination
[ee] % % o\° : o E NS
. 1O . & Money-back guarantee should |
- - | - — wish to cancel my trip
Long Haul AU BR CA CN IN JP SA _ _
Attractive offer (e.g. discounts)
Channel booking Travel Party
. 0 % 16% Welcoming locals in destination
- — <07 I :
TAs/TOs - Online I 56% With your spouse/partner 78% country
Destination website direct HEE 51% With children (under 18) IS 43% m<35y.0. m 35-54y.0. m 55+y.0.
Travel comparison website Il 51% With adult family members Il 23% . o
Airlineftrain/ferry operator N 41% With frionds N 3% Ever visited Britain Travel attitudes (% completely & somewhat agree )
TAs/TOs - Storef v
Accoilw (szovfjt:rrfji:(:;: : 3:’3&?0//O Alone Il 21% =il il 2% | would be happy to take a pre-trip
. 0 0 COVID-19 test if required
As part of a tour group I 6% m Several times ®Once ®No g
| would be comfortable using public
Travel preferences transport within the destination
Destination types
Top activities Booking through a travel agent is a
B = 052% / 69% S = WGISIB% safer option at the moment
] : i LA ountry L) X ill roam
o History and herlt.age — é‘a'ﬁ village ~ETEE i @ around I will think more about sustainability
Visiting cultural attractions I 61% 55 and the environmental impact
Iconic tourist attractions [ 60% g = 0 0
Dining out M 55% i & Motitgins BEE.<>  Small/mid- 0 54% | will be intending to take fewer but
outd 9 ¢ o orhils 00 )3 7) sized S2== Coastline longer holidays
utdoor nature activities M 55% : city/town
ey ——
U ﬁr 3
Note: TA/TO = Travel Agencies/Tour Operators G“Research LONDON J‘ﬂié ;%) Séatand | Alba 7\
Base: Respondents intending to visit the UK who would consider visiting Scotland in the next 12 months (n = 468) meacd HAEn o VisitBritain



- Wales - Potential Visitors Profile

Travel intentions & Profile

% intending to visit the UK

Britain travel drivers

§ m % of those intending to visit the UK who would consider visiting Wales
Hygiene & safety protocols in 329
© o place at destination 0
° o ° < o Q R o X X
5 = & g o8 » % 5 5 I & x © 2 b ¥ S _ |
- 9o .- T © T e X e T o O o = = X = Attractive offer (e.g. discounts) 29%
§\°$°\O§\°Iw PR T PO M (RPN T2 e e Mo | e 08 1R
& « Y NS N OINTT g Y QS Welcoming locals in destination
| - . | || ] e | - . - || l | - — — || - — | | - country 28%
TotalShortLong AU BR CA CN DK FR GE IN IR IT JP NL NO RU SA KR ES SE UAE USA : :
Haul Haul Decrease in coronavirus cases 279
Ade at destination °
Channel booking Travel Party 9
. % 47Y% 12% Money-back guarantee should | a
- R 41% o : -
TAs/TOs - Online M 55% With your spouse/partner 79% wish to cancel my trip 26%
Travel comparison website HEE 53% With children (under 18) I 47% m<35y.0. B 35-54y.0. ® 55+y.0.
Destination website direct I 53% With friends I 25% . o
Airline/train/ferry operator NN 47% Alone EEE 24% Ever visited Britain Travel attitudes (% completely & somewhat agree )
ATAS/T(;S - itorzfron: : ;’g;/" With adult family members I 24% 49% 28%  24% I would be happy to take a pre-trip
ccom. Frovider direc o 0 COVID-19 test if required
As partof a tour group 8 7% m Several times ®Once ®No a
| would be comfortable using public
Travel preferences transport within the destination
Destination types
Tob activities | will think more about sustainability
: = 056% / 72% S = W€I5I6% and the environmental impact
, , LN try Lo T ill roam
I 649 = o - i
- History and herlt.age 64% i village Largecity  (9)..- . Booking through a travel agent is a
Visiting cultural attractions I 61% 62% safer option at the moment
Dining out I 59% 9
lconic tourist aft St] 00 M 52,(/0. 2R Small/mid- 57% | will delay my next international trip
conic tourist attractions I 59% ountains - Izze 188l <ized =25~ Coastline until Omicron is under control
Outdoor nature activities I 55% or hills o ==

Note: TA/TO = Travel Agencies/Tour Operators
Base: Respondents intending to visit the UK who would consider visiting Wales in the next 12 months (n = 429)
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B Wales - Potential Visitors Profile (SH)

Travel intentions & Profile % intending to visit the UK Britain travel drivers

m % of those intending to visit the UK who would consider visiting Wales

Attractive offer (e.g. discounts)

2 X § X
g° . ® I X — 2 N Hygiene & safety protocols in
- N o X 2 - place at destination
X 00 ® X ~ Q IS °\° o\o X o ) NS o
Q X R\ N X ~ ™ & s = Q S Insurance for COVID-19 related
— et ] — ] I | — — — — travel and regulation changes
Short Haul DK FR GE IR IT NL NO RU ES SE We|com|ng locals in destination
country
Channel booking Travel Party
0 % Money-back guarantee should |
Travel comparison website I 58% With your spouse/partner 77% wish to cancel my trip
Airline/train/ferry operator EEEE 57% With children (under 18) M 49%  ®<35y.0. ® 35-54y.0. ® 55+y.0.
Accom. Provider direct I 47% Alone I 27% . o
Destination website diroct N 42% With friends T 21% Ever visited Britain Travel attitudes (% completely & somewhat agree )
- Onli 0 . .
A 'I/'_/I-_\g/TO;t Or;llnet - 360/0 With adult family members Il 20% 54% 27% 19% | would be happy to take a pre-trip 81%
s/TOs - Storefront HHl 35% As part of a tour group 1 4% _ COVID-19 test if required °

m Severaltimes ®mOnce ®No

| would be comfortable using public

Travel preferences transport within the destination
Destination types

77%

Tob activities | will think more about sustainability G
& P23 /—_ C47% ; 67% O W?I7% and the environmental impact vz
i itage I 66° e (Gl i oy Wiiroam -
I-.Ilstory.and herlt.age S é‘a'ﬁ = village Large city @ around I will look for less crowded places, 720,
Iconic tourist attractions N 66 % 63% even if | miss attractions °
Dining out NG 62° 0 = o .

Visiti tural g' 06 % M 42,[/0. EERZ > Small/mid- 2 45% | will favor international destinations 719,
isiting cultural attractions I 59% ountains  |azzaz] sized s Eaeeiiie closer to my home country °
Outdoor nature activities I 59% orhills cityftown —=

ES fﬁ
Note: TA/TO = Travel Agencies/Tour Operators G“Resea,ch LONDON Ly;%"?f ;%p Stotland | Alba (l;‘i

Base: Respondents intending to visit the UK who would consider visiting Wales in the next 12 months (n = 99) b Govemment VisitBritain



- Wales - Potential Visitors Profile

Travel intentions & Profile

35%

% intending to visit the UK

m % of those intending to visit the UK who would
consider visiting Wales

=2 . : e o
o L < S > 3 5 S X
o - - - - - = BN =
32 o . 32 X B e % e
© ) = 2 l © = o= % 3 %
H = = o H B — = = =
Long Haul AU BR CA CN IN JP SA KR UAE USA
Channel booking Travel Party Age
. 0, 0, 0,
TAS/TOs - Online WM 61% With your spouse/partner IS 79% S i =
Destination website direct HEEE 56% With children (under 18) I 46% m<35y.0. ® 3554y.0. ®m 55+y.0.
Travel comparison website HEE 52% With friends [l 26%
TAs/TOs - Storefront EEE 47% With adult family members I 26% Ever visited Britain
Airline/train/ferry operator HEE 44% Alone N 23% 47% 28%  25%
Accom. Provider direct Wl 37% o
As part of a tour group B 7% m Several times ®Once ®No
Travel preferences Destination types
Top activities = 58% 74% ) 69%
. : . * 4" Country/ Lo o Will roam
History and heritage NS 63% A= e Largecity (). ", und
Visiting cultural attractions I 61% vitag o !
Dining out I 59% 55% = o 02k 50%
Iconic tourist attractions I 57% & Mountains  [sgafEs; sized Coastline
St or hills : —
Outdoor nature activities M 55% city/town

Note: TA/TO = Travel Agencies/Tour Operators
Base: Respondents intending to visit the UK who would consider visiting Wales in the next 12 months (n = 330)

(LH)

Britain travel drivers

Hygiene & safety protocols in
place at destination

Decrease in coronavirus cases
at destination

Attractive offer (e.g. discounts)

Welcoming locals in destination
country

Official national hygiene label

Travel attitudes (% completely & somewhat agree )

| would be happy to take a pre-trip
COVID-19 test if required

| would be comfortable using public
transport within the destination

Booking through a travel agent is a
safer option at the moment

| will be intending to take fewer but
longer holidays

| will think more about sustainability
and the environmental impact

- —
%{f’% ﬁ
- - AN
UE0-...... ovoon P B ang @A
nce o Welsh Government VisitBritain’



- London - Potential Visitors Profile

Travel intentions & Proro‘lle % intending to visit the UK

N
3 m % of those intending to visit the UK who would consider visiting London
(=] O\o o o
) o~ ° o o o\o o o= >~
5 = & ¥ =8 & = 5 &5 ¥ 5 g © SIS R
‘_\°‘9 o\oro:\o“:\° X ?\; X ‘_o‘_ o‘_\c"e X X :o \°:og o
bpd o popn WP5 XTI N T b e e pd by XY
N N l - -
TotalShortLong AU BR CA CN DK FR GE IN IR IT JP NL NO RU SA KR ES SE UAE USA
Haul Haul Age
Channel booking Travel Party 9
- 40% 36% 24%
Travel comparison website I 50% With your spouse/partner - IS 63%
TAs/TOs - Online W 43% With children (under 18) I 36% m<35y.0. ® 3554y.0. ®m 55+y.0.
Airline/train/ferry operator Il 42% Alone I 31%

Destination website direct I 41%
Accom. Provider direct Il 37%
TAs/TOs - Storefront H 25%

With adult family members M 26% Ever visited Britain

With friends I 25% 40% 26% 34%
As part of a tour group 1 5%

m Severaltimes ®mOnce ®No

Travel preferences

s Accommodation
Top activities

Hotel chain NN 66%
Boutique hotel G 55%
Bed & breakfast I 40%
Self catered property I 38%
Historic house/castle I 38%

Iconic tourist attractions |GG 65%
History and heritage I 63%
Visiting cultural attractions [ 59%
Dining out NN 57%
Outdoor nature activities I 49%

Britain travel drivers
Money-back guarantee should |
wish to cancel my trip

Hygiene & safety protocols in
place at destination

Attractive offer (e.g. discounts)

Removal of quarantine policies
in destination

Decrease in coronavirus cases
at destination

Travel attitudes (% completely & somewhat agree )

| would be happy to take a pre-trip
COVID-19 test if required

| would be comfortable using public
transport within the destination

| will think more about sustainability
and the environmental impact

Booking through a travel agent is a
safer option at the moment

| will delay my next international trip
until Omicron is under control

Note: TA/TO = Travel Agencies/Tour Operators
Base: Respondents intending to visit the UK who would consider visiting London in the next 12 months (n = 551)

GnResFarc‘.h LONDON h‘é ;%)Sggtland |Alba l“

uuuuuuuuu Liywodraeth Cymru . o
Welsh Government VisitBritain



- London - Potential Visitors Profile

Travel intentions & Profile
% of those intending to visit the UK who would consider visiting London

m\W2 mW3 =W4 Britain travel drivers
Money-back guarantee should |
wish to cancel my trip

Hygiene & safety protocols in
place at destination

. ——— B Atraotve offr (2.9, discounts)

Total Short Haul Long Haul Removal of quarantine policies
in destination

6%
5%
6%
4%
5%
4%
8%
5%
8%

Channel booking Travel Party Age
) 40% 36% 24%, Decrease in coronavirus cases
Travel comparison website Il 50% With your spouse/partner - IS 63% at destination
TAs/TOs - Online HEE 43% With children (under 18) I 36% m<35y.0. ® 3554y.0. ®m 55+y.0.
Airline/train/ferry operator Il 42% Alone I 31% .
Destination website direct NN 41% With adult family members 6% Ever visited Britain Travel attitudes (% completely & somewhat agree )
Accom. Provider direct Hll 37% With friends I 25% 40% 26% 34% | would be happy to take a pre-trip

TAs/TOs - Storefront Il 259 . .
Yo As part of a tour group I 5% m Several fimes  mOnce = No COVID-19 test if required

| would be comfortable using public

Travel preferences transport within the destination
Top activities ecoiocauel ol L e el i Sy
T R Hotel chain NS 66% and the environmenial impac
COI'II(:) ourista rac. ons 650/0 Boutique hotel IIIIIEG@GEGEGE 55% Booking throygh a travel agent is a
- History and herlt_age I 3% Bed & breakfast SN 40°% safer option at the moment
Visiting cultural attractions [N 59% : : : :
Din t . Self catered property I 38% | will delay my next international trip
ining out NN 57% Historic house/castle N 38% until Omicron is under control
Outdoor nature activities I 49%
ey ——
By ff’{é o
Note: TA/TO = Travel Agencies/Tour Operators @nResearch LONDON j‘ﬂ) ;%) Sl nd | Alba’ El"i\
Base: Respondents intending to visit the UK who would consider visiting London in the next 12 months (n = 551) , tiive ntlligence o8 HAEn o VisitBritain



B London - Potential Visitors Profile (SH)

Travel intentions & Profile % intending to visit the UK Britain travel drivers

m % of those intending to visit the UK who would consider visiting London

Money-back guarantee should |

(0]
wish to cancel my trip 42%

2 R
3 @ = 2 | -
= © N <2 =~ = Attractive offer (e.g. discounts) 39%
x © R ® e ~ e N N N
< ™ o RN ™ ~ Q Removal of quarantine policies 359
| I . — I I — in destination °
Short Haul DK FR GE IR IT NL Decrease in coronavirus cases 289%
at destination °
Channel booking Travel Party
. A 36% pIA Insurance for COVID-19 related &
Airline/train/ferry operator I 53% With your spouse/partner IS 60% travel and regulation changes 28%
Travel comparison website HEE 49% With adult family members Il 35% m<35y.0. m 35-54y.0. m 55+y.0.
Accom. Provider direct Il 39% With friends I 34% . o
Destination website direct EE 32% With children (under 18) 33% Ever visited Britain Travel attitudes (% completely & somewhat agree )
TAs/TOs - Online Wl 31% Alone I 26% 46% 26%  28%

| would be happy to take a pre-trip

TAs/TOs - Storefront W 20% COVID-19 test if required

As part of a tour group I 4% m Several times ®Once ®No

| would be comfortable using public
Travel preferences transport within the destination

Accommodation

| will think more about sustainability
and the environmental impact

Top activities
Hotel chain I 9%
Bed & breakfast IIIINIEGEGEGE 47% | will look for less crowded places,
Boutique hote! I 42% even if | miss attractions

Self catered property I 41% | will favor international destinations
Private rental I 39% closer to my home country

Iconic tourist attractions I 66%
Dining out N 64 %
History and heritage N 62 %
Visiting cultural attractions I 56%
Outdoor nature activities N 46%

il ﬁﬁ: ¢
Note: TA/TO = Travel Agencies/Tour Operators @nResearch LONDON %’Ké ;%) Séatand | Alba 7\

Base: Respondents intending to visit the UK who would consider visiting London in the next 12 months (n = 179) , tiive ntlligence o8 HAEn o VisitBritain



B London - Potential Visitors Profile (SH)

Travel m.tentl.ons & Proflle o W2 mw3 mwa Britain travel drivers
% of those intending to visit the UK who would consider visiting London

Money-back guarantee should |

(0]
wish to cancel my trip 42%

Attractive offer (e.g. discounts) 39%

4%
3%
4%
3%
3%
5%
5%
5%
7%
%
5%
5%
7%
5%
5%
5%
6%
5%

X
<

2%
2%
I

o
3%
3%
2%

1%

| 1%

Removal of quarantine policies

0,
in destination 35%

X
™
[ | Han ———

DK FR GE IR IT NL NO RU ES Decrease in coronavirus cases o
Adge at destination 28%
Channel booking Travel Party 9
, 45% 36% 20% Insurance for COVID-19 related
Airline/train/ferry operator I 53% With your spouse/partner IS 60% travel and regulation changes 28%
Travel comparison website Il 49% With adult family members ISl 35% m<35y.0. m 35-54y.0. ®m 55+y.0.
Accom. Provider direct Il 39% With friends I 34% .
Destination website direct HE 32% With children (under 18) 339 Ever visited Britain Travel attitudes (% completely & somewhat agree )

TAs/TOs - Online 1M 31%

Alone I 26% 46% 26% 28%
TAs/TOs - Storefront H 20%

As part of a tour group 1 4%

| would be happy to take a pre-trip

) COVID-19 test if required
m Severaltimes ®mOnce ®No

| would be comfortable using public
Travel preferences transport within the destination

Accommodation

| will think more about sustainability

Top activities - !
and the environmental impact

Hotel chain I 9%
Bed & breakfast IIIINIEGEGEGE 47% | will look for less crowded places,
Boutique hote! I 42% even if | miss attractions

Self catered property I 41% | will favor international destinations
Private rental I 39% closer to my home country

Iconic tourist attractions I 66%
Dining out N 64 %
History and heritage N 62 %
Visiting cultural attractions I 56%
Outdoor nature activities N 46%

Sz ﬁﬁ— ¢
Note: TA/TO = Travel Agencies/Tour Operators @nResearch LONDON %’Ké ;%) Séatand | Alba ;“

Base: Respondents intending to visit the UK who would consider visiting London in the next 12 months (n = 179) , tiive ntlligence o8 HAEn o VisitBritain



B London - Potential Visitors Profile (LH)

Travel intentions & Profile % intending to visit the UK

Britain travel drivers

35%

m % of those intending to visit the UK who would consider

visiting London Hygiene & safety protocols in

place at destination

17%

X ° ° o
10 ?1 X 2 % % X R x Removal of quarantine policies
BN C e e e T e e R - S - R in destination
o ¥ gud b I WE S mE oz me
- - - B e B = 0 e Official national hygiene label
Long HaUI AU BR CA CN IN JP SA KR UAE USA Money_back guarantee should |
wish to cancel my trip
Channel booking Travel Party Age
. 37% 37% 26% Decrease in coronavirus cases
Travel comparison website Il 50% With your spouse/partner IS 65% at destination
TAs/TOs - Online HEE 49% With children (under 18) I 38% m<35y.0. m 35-54y.0. m 55+y.0.
Destination website direct M 45% Alone I 33% .
Airline/train/ferry operator N 36% With adult family members NI 22% Ever visited Britain Travel attitudes (% completely & somewhat agree )

i i 0,
Accom. Provider direct Bl 35% With friends Il 22% 38% 26% | would be happy to take a pre-trip

TAs/TOs - Storefront Il 289 . .
Yo As part of a tour group I 5% m Several fimes  mOnce = No COVID-19 test if required

| would be comfortable using public
Travel preferences transport within the destination

Accommodation

Boutique hotel NN 61%

| will think more about sustainability

Top activities - !
and the environmental impact

Iconic tourist attractions | 64 %

Hist d herit 0 Hotel chain NG 60°% Booking through a travel agent is a
|, isloryandnertiage Sk Historic house/castle I 41% safer option at the moment
Visiting cultural attractions [N 61% . . o : : .
Dining out N 53 Holiday village/centre I 36% | will be intending to take fewer but
2 ° Private rental 1IN 36% longer holidays

Outdoor nature activities I 51%

Sz ﬁﬁ— ¢
Note: TA/TO = Travel Agencies/Tour Operators @nResearch LONDON %’Ké ;%) Séatand | Alba ;“

Base: Respondents intending to visit the UK who would consider visiting London in the next 12 months (n = 372) , tiive ntlligence o8 HAEn o VisitBritain



B London - Potential Visitors Profile (LH)

Travel intentions & Profile W2 mW3 mW4
% of those intending to visit the UK who would consider visiting London

Britain travel drivers

Hygiene & safety protocols in

o § place at destination

3 " Removal of quarantine policies

R © = 3 ° x S X . ° o . 2 . in destination

g% b o Fgebh MM CET R b o oo ¥ ¥ g g o2F
B || “m ‘ m S - = o Official national hygiene label
AU BR CA CN IN JP SA KR UAE USA Money-back guarantee should |
wish to cancel my trip
Channel booking Travel Party Age

. 37% 37% 26% Decrease in coronavirus cases

Travel comparison website Il 50% With your spouse/partner IS 65% at destination

TAs/TOs - Online HEE 49% With children (under 18) I 38% m<35y.0. m 35-54y.0. m 55+y.0.
Destination website direct Il 45% Alone I 33% .
Aiflineftrain/ferry operator M 36% With adult family members NI 22% Ever visited Britain Travel attitudes (% completely & somewhat agree )
0 VID-19 test if required

As part of a tour group. 1 5% m Several times ®Once ®No g

| would be comfortable using public
Travel preferences transport within the destination
Top activities Accommodation | will think more about sustainability
Bouti hotel o and the environmental impact
Iconic tourist attractions N 64 % outique hotel NN 61%
i 3 I 0 Hotel chain I 60% Booking through a travel agent is a
i History and herltlage 03% Historic house/castle I 4 1% SELED Gplion & ie Mem=
Visiting cultural attractions I 61% ©

Dining out N 53% Holiday village/centre I 36% | will be intending to take fewer but

Outdoor nature activities NN 51% Private rental IS 36% longer holidays

il ﬁﬁ: ¢
Note: TA/TO = Travel Agencies/Tour Operators @nResearch LONDON %’Ké ;%) Séatand | Alba 7\

Base: Respondents intending to visit the UK who would consider visiting London in the next 12 months (n = 372) ravelCompetitive ineligence &8 HAEn o VisitBritain
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B Trends: August 2021 vs February 2022

Market: All

All Respondants 100%

International Leisure
Trip Intenders (*)

What conversion funnels measure

~ International travel consideration (*)

European Leisure ~ Europe consideration
(o)
Trip Intenders °8%
~ Britain consideration

Britain Leisure o
Trip Intenders

Market: long-haul

All Respondants 100%

. High conversion rate
International Leisure

i i Trip Intender
Medium conversion rate p Intenders

European Leisure

. Low conversion rate Trip Intenders
Britain Leisure

Trip Intenders

(*) Would definitely, probably or maybe consider an international leisure
trip for more than one night in the next 12 months
Base: : All respondents (n = 11,000)

Market: short-haul

All Respondants 100%

International G
Leisure
European Leisure
Trip Intenders

Britain Leisure
Trip Intenders

uE0....... ronvon

Travel Competitive intelligence -;:

%

Llywodraeth Cymru
Welsh Government

74%

Y Visit
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tland | Alba
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- Conversion Funnel summary B #ian conversion rate

Medium conversion rate

Long-haul markets . Low conversion rate

Market: Australia Market: Brazil Market: Canada

All Respondants 100% All Respondants 100% All Respondants 100%

International Leisure
Trip Intenders

European Leisure
Trip Intenders

Britain Leisure
Trip Intenders

International Leisure
Trip Intenders

European Leisure
Trip Intenders

Britain Leisure
Trip Intenders

International Leisure
Trip Intenders

European Leisure
Trip Intenders

Britain Leisure

Trip Intenders

Market: China Market: India Market: Japan

All Respondants 100% All Respondants 100% All Respondants 100%

International Leisure
Trip Intenders

European Leisure
Trip Intenders

International Leisure
Trip Intenders

European Leisure
Trip Intenders

International Leisure
Trip Intenders

European Leisure
Trip Intenders

Britain Leisure

Trip Intenders

Britain Leisure 35% Britain Leisure
Trip Intenders o Trip Intenders

oo uResearch LONDON j’ﬂ&é @Sglgtland |Alba l“

Base: : All respondents (n = 11,057) Upwotrth Cymr

" ..
Travel Competitive Inteiligence o8 Welsh Government VisitBritain




Long-haul markets

Market: Saudi Arabia

All Respondants 100%

International Leisure il
Trip Intenders 95%

European Leisure o

Britain Leisure
Trip Intenders

Market: UAE

All Respondants 100%

International Leisure o
Trip Intenders 97%

European Leisure
Trip Intenders

Britain Leisure
Trip Intenders

Q:/
Base: : All respondents (n = 11,057)

Conversion Funnel summary

. High conversion rate

Medium conversion rate

. Low conversion rate

Market: South Korea

All Respondants 100%

International Leisure
Trip Intenders

European Leisure o
Trip Intenders 35%

Britain Leisure o
Trip Intenders

Market: USA

All Respondants 100%
International Leisure o
European Leisure o
Britain Leisure
Trip Intenders

5, ﬁ
UResearch LONDON jgﬂ&é \?)Sglgtland |Alba l“

- &PARTNERS Llywodraeth Cymru .. .y e -
Travel Competitive Inteiligence o8 Welsh Government VisitBritain




- Conversion Funnel summary

Short-haul markets

Market: Denmark

All Respondants 100%

Trip Intenders

European Leisure
Trip Intenders

Britain Leisure
Trip Intenders

Market: Irish Republic

All Respondants 100%
International Leisure 5

Trip Intenders

Britain Leisure o
Trip Intenders 13%

Q:/
Base: : All respondents (n = 11,057)

Market: France

All Respondants 100%
International Leisure o

European Leisure

Trip Intenders

Britain Leisure
Trip Intenders

Market: Italy

All Respondants 100%
International Leisure o

Trip Intenders 98%
European Leisure o

Trip Intenders 7%

Britain Leisure o
Trip Intenders 14%

. High conversion rate

Medium conversion rate

. Low conversion rate

Market: Germany

All Respondants 100%
International Leisure o

European Leisure

Trip Intenders

Britain Leisure
Trip Intenders

Market: Netherlands

All Respondants 100%

Trip Intenders

European Leisure
Trip Intenders

Britain Leisure
Trip Intenders

5, ﬁ
nResearch LONDON hﬂé \@()Sggtland |Alba l“

Travel Competitive Intelligence acq

&PARTNERS Llywodraeth Cymru
Welsh Government

VisitBritain’



. High conversion rate

Medium conversion rate

Conversion Funnel summary

Short-haul markets

All Respondants

International Leisure
Trip Intenders

European Leisure
Trip Intenders

Britain Leisure
Trip Intenders

All Respondants

International Leisure
Trip Intenders

European Leisure
Trip Intenders

Britain Leisure
Trip Intenders

Q:/

Market: Norway

100%

Market: Spain

100%

Base: : All respondents (n = 11,057)

. Low conversion rate

Market: Russia

All Respondants 100%

97%

International Leisure
Trip Intenders

European Leisure
Trip Intenders

Britain Leisure
o)
Trip Intenders I 1%

Market: Sweden

All Respondants 100%
International Leisure o
European Leisure o
Trip Intenders 80%

Britain Leisure o
Trip Intenders

nResearch LO&mEEQN ji/,,&é :?/Sggtland |Alba ﬁ

Llywodraeth Cymru . P
Travel Competitive Inteiligence o8 Welsh Government VisitBritain




- Britain Intenders - Travel Horizons

Britain Intenders Short-haul (n = 509) Long-haul (n = 894) Total (n = 1403)
Apr. 22 - June 22 31% 31% 31%
July 22 - Aug. 22 24% 20% 21%
Sept. 22 - Dec. 22 18% 22% 21%
January-March 2023 2% 4% 3%
April-June 2023 1% 3% 3%
July-September 2023 3% 3% 3%
October-December 2023 1% 2% 1%
2024/beyond 1% 2% 2%
14% -
12% - —Total
10% -
8% -
6% - —LH
4% -
2% -
—SH
0%
N N N N N N N N N N N ™ (22} ™ ™ ©
(&) AN AN (&) (&) AN (& (&) AN AN AN AN AN AN AN [
o o o o o o o o o o o o o o o o
N N N N N N N N N N AN N N N N %
E\ c E > [} 2, - — — — — - ) - .
s § 2 2 535 3 &2 ¢ & 2 % 5 &8 & 3
S = 2 3] k3] o o) = i i = o
& s © 5 § ¢ & 5 § °
3 z o 3 < ) o
- —
i an
LONDON &, it - \
Base: Respondents who plan on taking a leisure trip in Britain (n = 991) Eu"eseafch pedpies & Scotland | Alba qA

- - . Liywodraeth Cymru
ravel Competitive Intelligence cq Welsh Gove

VisitBritain’



B Travel horizon for next international leisure trip (SH)

25% - = = «Short Haul
—— Denmark
——France
20% - Germany
Irish Republic
Italy
15% Netherlands
Norway
Russia
10% Spain
Sweden
5%
00/0 I I I I I I I I I I 1
Feb. 2022 April 2022 June 2022 Aug. 2022 Oct. 2022 Dec. 2022 April-dJune 2023  Oct.-Dec. 2023
Q7: When do you plan to go on your next international leisure trip for more than one night? Eu % %, Vst 5“
: ‘ LONDON it . é ;i
Base: Respondents who plan on taking an international leisure trip in the next 12 months (n = 10,954) Resea:m epsners en oV Scotland | Alba VietBritain



B Travel horizon for next international leisure trip (LH)

= = «| ong Haul

20% - )
Australia
18% - —— Brazil
16% Canada
° —— China
14% India
12% —Japan
(o]
Saudi Arabia
10% South Korea
8% UAE
USA
6%
4% -
2%
O% I T T T T T T T 1
Feb. 2022 Apr. 2022 June 2022 Aug. 2022 Oct. 2022 Dec. 2022 Apr.-dune 2023 Oct.-Dec. 2023
Q7: When do you plan to go on your next international leisure trip for more than one night? u {?‘(ﬁ{é ¥, Vs 5‘—\
. ! LONDON By . é ; §
Base: Respondents who plan on taking an international leisure trip in the next 12 months (n = 10,954) Resea:m N Wt Gom e W Scotland | Alba VisitBritain



- Number of international leisure trips planned in SH markets

Denmark France Germany Ireland Italy
2.3 2.5 2.3 2.3
2.2
\2_0 \2_0
1.9 1.9
1.8
Prior Next Prior Next Prior Next Prior Next Prior Next
Pandemic 12 months Pandemic 12 months Pandemic 12 months Pandemic 12 months Pandemic 12 months
Netherlands Norway Russia Spain Sweden
2.3 2.3 2.0

2.2

20

— 17

Prior Next Prior Next Prior Next Prior Next Prior Next
Pandemic 12 months Pandemic 12 months Pandemic 12 months Pandemic 12 months Pandemic 12 months
Q26b: How many international leisure trips do you plan on taking in the next 12 months? % =N
Q26¢: How many international leisure trips do you usually take per year (prior to the pandemic)? T LONDON . 5, oVisit - le‘i‘
Base: All respondents (n = 11,057) .Eu"e“’a"h o st P Scoland | Alba €Y



- Number of international leisure trips planned in LH markets

Australia 0 g Brazil Canada 0 g China India
) : 2.6

2.4
\ 2.2 \2_1
\7
1.5

\1_2

Prior Next Prior Next Prior Next Prior Next Prior Next
Pandemic 12 months Pandemic 12 months Pandemic 12 months Pandemic 12 months Pandemic 12 months
Japan Saudi Arabia South Korea UAE USA
2.4 2.7

2.4 Ne, 2.3
1.8 NO 1.8 NO

0.8
Prior Next Prior Next Prior Next Prior Next Prior Next
Pandemic 12 months Pandemic 12 months Pandemic 12 months Pandemic 12 months Pandemic 12 months
Q26b: How many international leisure trips do you plan on taking in the next 12 months? % =N
Q26¢: How many international leisure trips do you usually take per year (prior to the pandemic)? T LONDON . 5, oVisit - le‘i‘
Base: All respondents (n = 11,057) .Eu"e“’a"h o st P Scoland | Alba €Y



B Sample description (SH)

Short-haul Denmark France Germany Re:giglic Russia Sweden
Male 51% 50% 49% 50% 50% 50% 50% 50% 50% 49% 50% 50%
Female 49% 50% 51% 50% 50% 50% 50% 50% 50% 51% 50% 50%
Short-haul Denmark France Germany Relgiglic . Russia Sweden
Less than 35 35% 33% 26% 35% 35% 37% 35% 35% 29% 31% 35% 28%
From 35 to 54 38% 38% 34% 39% 37% 38% 43% 36% 37% 41% 41% 32%
55 and over 26% 30% 40% 26% 28% 25% 22% 29% 34% 28% 24% 41%
Short-haul Denmark France Germany Relgzlglic Russia Sweden
Working full-time 66% 60% 47% 65% 62% 65% 61% 55% 52% 78% 66% 51%
Working part-time 11% 1% 10% 6% 1% 13% 9% 19% 13% 8% 10% 13%
Retired 13% 16% 27% 17% 17% 11% 9% 13% 23% 10% 9% 23%
Homemaker 4% 3% 3% 3% 3% 5% 4% 5% 4% 2% 2% 2%
Unemployed 3% 4% 5% 4% 2% 4% 5% 5% 3% 1% 6% 4%
Student 3% 5% 8% 5% 6% 2% 11% 3% 5% 0% 7% 5%
Short-haul Denmark Germany Relgﬁglic
Not impacted 57% 55% 68% 54% 60% 51% 36% 70% 64% 34% 47% 69%
Uncertain 35% 36% 25% 37% 34% 38% 52% 25% 27% 57% 41% 25%
Impacted 8% 9% 7% 9% 6% 11% 12% 5% 8% 10% 12% 7%
negatively
ey ——
LONDON &, gl /)
Base: : All respondents (n = 11,057) GnReseafch Aelachy b o & Scotland | Alba
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B Sample description

Long-haul

Australia

(LH)

Male
Female

51%
49%

52%
48%

Long-haul

47%
53%

Australia

Less than 35 35%
From 35 to 54 38%
55 and over 26%

37%
39%
24%

Long-haul

27%
34%
40%

Australia

70%
10%
1%
4%
2%
2%

Long-haul

47%

20%

22%
5%
5%
1%

Australia

Working full-time 66%
Working part-time 1%
Retired 13%
Homemaker 4%
Unemployed 3%
Student 3%
Not impacted 57%
Uncertain 35%
Impacted o
negatively 8%

Base: : All respondents (n = 11,057)

58%
35%

7%

52%
37%

10%

Brazil
47% 50% 49% 52% 48% 61% 49% 71% 51%
53% 50% 50% 47% 52% 39% 51% 29% 49%
. Saudi
Brazil Canada Arabia
43% 29% 40% 44% 27% 39% 35% 56% 34%
38% 36% 41% 40% 33% 52% 48% 42% 32%
19% 35% 19% 16% 40% 9% 17% 2% 34%
. Saudi
Brazil Canada Arabia
78% 58% 88% 80% 66% 71% 79% 7% 58%
10% 11% 2% 10% 12% 14% 5% 8% 12%
9% 24% 8% 2% 7% 4% 2% 1% 23%
1% 2% 0% 3% 11% 6% 5% 7% 4%
1% 2% 0% 0% 2% 2% 3% 5% 2%
1% 3% 1% 4% 2% 3% 4% 1% 1%
Brazil
44% 64% 72% 68% 28% 57% 42% 60% 70%
51% 29% 25% 27% 62% 33% 47% 31% 26%
5% 7% 2% 4% 10% 10% 11% 10% 4%
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Segmentation (SH)

Among international trip Intenders

Irish

Denmark France Germany Republic . Norway  Russia Spain Sweden
Buzzseekers 31% 22% 15% 28% 19% 21% 29% 20% 15% 26% 26% 18%
Culture Buffs 20% 18% 19% 17% 18% 17% 16% 17% 23% 17% 19% 20%
Adventurers 18% 20% 25% 27% 17% 20% 25% 24% 16% 14% 16% 17%
Explorers 18% 25% 25% 16% 35% 30% 18% 27% 28% 23% 20% 30%
Sightseers 13% 15% 17% 12% 1% 12% 11% 13% 18% 19% 20% 15%

Base: Base: Respondents who plan on taking an international leisure trip in the next 12 months (n = 10954)

Among Europe Intenders

Denmark France Germany Re!:)liglic . Norway Russia Spain  Sweden
Buzzseekers 29% 21% 13% 27% 19% 21% 28% 20% 14% 27% 26% 17%
Explorers 20% 26% 26% 15% 34% 31% 20% 27% 30% 20% 20% 32%
Culture Buffs 20% 19% 19% 19% 18% 17% 16% 17% 22% 16% 19% 22%
Adventurers 19% 20% 25% 27% 18% 19% 24% 23% 15% 13% 16% 15%
Sightseers 13% 15% 18% 11% 1% 13% 12% 13% 19% 24% 18% 14%

Base: Respondents who plan on taking a leisure trip in Europe (n = 6411)

Among Britain Intenders

Denmark France Germany Relgzglic . Norway Russia Spain  Sweden
Buzzseekers 34% 23% 13% 26% 23% 22% 31% 27% 18% 43% 23% 17%
Culture Buffs 25% 22% 26% 21% 29% 13% 13% 33% 16% 29% 23% 33%
Adventurers 16% 18% 18% 29% 14% 15% 22% 19% 19% 29% 15% 1%
Explorers 14% 22% 13% 10% 26% 34% 24% 13% 27% 0% 18% 26%
Sightseers 11% 15% 29% 14% 9% 15% 1% 8% 19% 0% 21% 13%

Base: Respondents who plan on taking a leisure trip in Britain (n = 1403)

¥ Research LONDON Mié ;%)Sggtﬂand | Alba l“

uuuuuuuuu Liywodraeth Cymru
Is|

Welsh Government VisitBritain’



Segmentation (LH)

Among international trip Intenders

Saudi South

Australia Brazil Canada China India .
Arabia Korea
Buzzseekers 31% 38% 24% 35% 25% 43% 52% 25% 59% 26% 53% 39%
Culture Buffs 20% 21% 12% 17% 15% 38% 15% 30% 10% 33% 14% 15%
Adventurers 18% 16% 23% 21% 21% 6% 22% 10% 14% 13% 16% 22%
Explorers 18% 13% 23% 9% 23% 8% 7% 14% 12% 11% 11% 14%
Sightseers 13% 11% 18% 18% 16% 4% 4% 22% 5% 17% 7% 11%

Base: Base: Respondents who plan on taking an international leisure trip in the next 12 months (n = 10954)

Among Europe Intenders

Australia Brazil Canada China India
Buzzseekers 29% 39% 28% 35% 26% 44% 54% 25% 58% 32% 54% 38%
Explorers 20% 11% 17% 7% 19% 8% 8% 14% 12% 11% 9% 13%
Culture Buffs 20% 22% 13% 15% 16% 39% 11% 30% 9% 32% 15% 16%
Adventurers 19% 17% 24% 25% 21% 6% 23% 14% 15% 13% 17% 22%
Sightseers 13% 10% 18% 17% 18% 3% 3% 16% 5% 13% 5% 11%

Base: Respondents who plan on taking a leisure trip in Europe (n = 6411)

Among Britain Intenders

Australia Brazil Canada China Japan Eau@

rabia
Buzzseekers 34% 41% 28% 40% 23% 45% 58% 31% 60% 35% 53% 33%
Culture Buffs 25% 26% 8% 15% 13% 41% 8% 31% 11% 37% 11% 13%
Adventurers 16% 15% 32% 22% 19% 5% 20% 19% 14% 7% 21% 27%
Explorers 14% 9% 8% 7% 28% 6% 11% 5% 3% 9% 11% 12%
Sightseers 11% 9% 23% 16% 17% 2% 3% 14% 11% 11% 4% 15%

Base: Respondents who plan on taking a leisure trip in Britain (n = 1403)
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Mixed reactions to the end of VAT-returns on tax-free shopping in the UK

While 38% of international travellers say that the policy change has no effect on their consideration for the UK and their shopping in the
destination, more than a third (35%) state that they would reduce the amount of their tax-free shopping following the end of VAT refunds.
9% would choose a different destination which still offers these refunds over the UK. The picture varies strongly by market.

m Don't know

® None of the above

38% 25%

41%

49%
35% 27% ° 28% 41%

36%

439
34% %

23%

China

Saudi
Arabia

South
Korea

UAE

Brazil Canada India Russia USA

All markets Australia Japan

Q32: Finally, which of the following best describes your reaction to the fact that you can no longer claim value-added tax

\8‘
W
refunds on goods purchased in tax-free shopping in the UK? nR . LONDON %{é
Base: All respondents concerned (n = 6,553) eseare aparTHeRs Uetzen o

Travel Competitive Intelligence ey h Govemment

Q%P Scotland | Alba’

m Choose alternative
destination which offer
refunds

Still visit UK but reduce
amount of shopping

m No difference, still visit
UK & no change to
shopping
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