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AUSTRALIA EXPERIENCE SEEKERS (26%)

Propensity to travel
(vs Australian total

Top Holiday Types Preferred
(share of preference)

Experience Seekers are the best prospect segment for recovery who
want to squeeze the most out of every second on holiday. Willing to
spend on travel and experiences, they are passionate about travel, they
love discovering new, unique, exciting experiences that they can share
with others. They want to get ahead of the curve and be seen as a

traveller population)
Seeing famous sites,

trailblazer, seeking out immersive experiences that allow them to see,

taste and discover unique activities, places and people.

L places 17.6%
Britain 7.1 (vs 6.6) Relaxing, resting, e
Anywhere recharging .
internationally 6.2 (vs 5.4 Exploring or

g ( ) challenging yourself 14.0%
Visiting family and
i ()

Experience Seekers over-index on potential spend but
PRIORITY Experience Seekers are a smaller
segment in Australia vs other markets (13%)
representing 9% of Australian tourists. It is a unique
sub-segment which over-indexes on males and
younger tourists, particularly 18-34 yrs.

Likely spend on 10-point scale, where 10 = super
Premium and 1 = super budget

m Budget Tourists

Australia total (1-4)
(V) 0, )
traveller population 23% 54% 23%

m Mid-Range
Tourists (5-7)

Experience Seekers JEEAIPN () lPrelrg)lum Tourists

Priority Experience Seekers are

trend endorsers (vs total): GENDER
Wellbeing involved 22% (+3%)
Sustainability engaged 10% (+1%) 42%%

Inclusion seekers 26% (+1%)

SOURCES OF INSPIRATION
FOR EXPERIENCE
SEEKERS:

Recommendations
by friends & family
on social media

Recommendations
by friends and family

Travel bloggers and Travel websites and

influencers web pages

53% of GB visitors
went beyond England
(vs 54% Australia
other tourists); and

78% beyond London
(vs 78% Australia q

other tourists) H

TOP DRIVERS OF
DESTINATION CHOICE:

Offers good value for
money (90%)

Is a welcoming place to visit
(89%)

Is good for seeing famous
sites, places, ticking off the
'must do' list (87%)

| can roam around visiting
many types of places (86%)

Offers a lot of different
experiences in one
destination (86%)

KEY PERCEPTIONS
OF BRITAIN:

Is a place where | can
explore history and heritage
(61%)

Is a mixture of old and new
(60%)

| can roam around visiting
many types of places (57%)
It's easy to get around once
there (56%)

Is inclusive and accessible
for visitors like me (56%)

Britain)
Likely to consider..

Half of them
travel with their
partner/ spouse,

but 28% travel
with kids
(multiple

response data)

Base size: Experience Seekers n=261; Total Australia n=1,036, global weighting applies by

(46%)

ITALY
(42%)

FRANCE
(40%)

TOP ACTIVITIY
PREFERENCES:
Explore local food and
beverage specialties (72%)
Visit famous/iconic tourist
attractions and places (72%)
Experience coastal places
and scenery (71%)
Explore history and heritage
(historical sites,
architecture) (65%)
Visit famous shops or
shopping streets/centres
(64%)

TOP DESTINATIONS LIKELY TO VISIT (excl.

%OO.Q

SPAIN
(38%)

GERMANY
(34%)

SITS

VisitEngland



AUSTRALIA EXPERIENCE SEEKERS (26%)

SPEND POTENTIAL AS VISITOR TO BRITAIN:

Likely spend on 10-point scale, where 10 = super

Premium and 1 = super budget

Experience Seekers

® Premium Tourists (8-10)

Mid-Range Tourists (5-7)

m Budget Tourists (1-4) Australia total traveller

population

TREND ENDORSERS (vs total)

Wellbeing involved 22% (+4%)
Sustainability engaged 20% (+5%)
Inclusion seekers 24% (-1%)

LIVING
42% (+8%) have kids,
the split is between kids

<12yrs and 12yrs+ is 61% andﬁ

39% respectively

AGE

30%  29%
26%

*Modal age: 22 yrs
Median age: 32 yrs

VISITORS (vs total)

Britain Visitors (P5yrs) 37%
Considerers (P5yrs) 63%

GENDER

9%
0,
e 43%

S57%

18-24 25-34 35-44 45-54 55+
*Age with the highest frequency

TYPES OF HOLIDAYS:

m Australia total traveller population Experience Seekers

Relaxing, resting, recharging T

Visiting family and friends ~EG—_—_—_—SESSISSI====S 5%

Familiar, comforting, reconnecting B 2

Seeing famous sites, places, ticking off | EEE—— 5. 66
the ‘'must do' list 17.6%

i ; I 12.19
Spoiling/treating myself (and/or others) 5%02

Bespoke, unique, unusual experiences I oo
and adventures 11.2%

Exploring, stimulating, learning or  —N 11./%
challenging yourself 14.0%

. . N . 6.7%
High energy, action-filled fun times EEG_GG:G—_ 6%

SOURCES OF INSPIRATION (BIGGEST SKEWS):

Photography, Recommendations by Travel apps on
GIFS or videos ~ Iravel bloggers friends and family on  mopile p?w%nes
on social media ~ and influencers social media

MOST SIGNIFICANTLY DIFFERENT

DRIVERS OF DESTINATION
CHOICE:

Offers experiences | want to share on
social media (70%)

If I don't visit soon, I'd miss out (62%)
Has an interesting mix of cultures
from around the world (82%)

A good place for treating myself, e.g.
premium brands, gourmet food, etc.
(72%)

Has a thriving arts and contemporary
culture scene (68%)

*KEY PERCEPTIONS OF BRITAIN —
HIGHEST DIFFERENCES:

TOP ACTIVITIES (WHERE
PREFERENCES OVERINDEX MOST):

- Offers experiences | want to share on + Participate in action and adventure
social media (52%) experiences (59%)
If I don't visit soon, I'd miss out (28%) * Experience pubs, bars and clubs (60%)
+ It offers the opportunity to travel + Visit theatre, opera, ballet or musicals
sustainably/responsibly (43%) (49%)
« Offers good value for money (35%) * Attend a learning course (41%)
Is good to visit at any time of year * Participate in sport (34%)
(43%)

* ES audience in
this market have
lower perception
scores of Britain
when compared to
the global average

Base size: Experience Seekers n=261; Total Australia n=1,036, global weighting applies

COMPETING WITH SOME MORE UNIQUE
DESTINATIONS (vs Australia total)

Disproportionately more likely to consider..

= N1

n: ﬁf

SPAIN GERMANY ITALY FRANCE
(+12%) (+11%)  (+11%) (+9%) (+9%)
VISIT NS

BRITAIN VisitEngland



AUSTRALIA: EXPERIENCE SEEKERS PLANNING BEHAVIOUR

Experience Seekers show a higher usage of price comparison site in their RESOURCES USEP TOP INSPIRATIONS:
planning & booking phase, alongside greater use of airline/airline holiday FOR INSPIRATION: N
companies. They are also being driven by bargains/deals more than we see Online Marketplace 3304 .« Recommendations by
in non European markets . O 00 friends/family(38%)
Travel Agent via Personal Interaction 033% - Recommendations by
The majority are using multiple resources in the booking phase, with one in — 10 friends/family on social
3 (32%) using 3 or more sources in this final phase of the journey. Price Comparison Site 3506 media (34%)
' i i i i irine/Airine Holi s T 25 " Travel bloggers and
Despite their apparent independence, 30% are booking all elements of their Airline/Airline Holiday Companies 29% . influencers (34%)
trip (flights and accommodation) together and show a much higher EEEE— W Australiatotal | L e o
propensity to do this via in-person travel agents. Specialits Travel Agent or Tour Operator /R,  lraveller web pages (30%)
. S . .. o population Photography on social
Don’t be fooled into thinking Experience Seekers are digital-only customers  Online only Travel Agent or Tour Operator I 252g2% media (25%)

however — 68% use personal interactions with travel agents throughout

their journey, and half of these (52%) people use in-person travel agents in Peer Review Site 309 = Experience

30%  Seekers

the bookin hase. I
ap None of the Above 12%18%
RESOURCES FOR PLANNING:
PACKAGE VERSUS SEPARATE EXPERIENCE SEEKER BOOKING HABITS:
m Australia total traveller population Experience Seekers .
TOOLS: BOOKINGS: Accomm
- <onsic N 35 Booked: Package | * 4 Travel
Price Comparison Site 37% 629% use more odation
- . I 3/ ~ than one resource Experience Online
Travel Agent via Personal Interaction 335%/0 in the planning/ Seekers 11 25 34 30 marketplace o%* 14% 13%
- I 0G0 booking phase of Price comparison
Online only Travel Agent or Tour Operator 280 RIS - site 15% 21% 16%
- I 257 JEHE Vs r 10 Austratia i
Online Marketplace 57% iR e e e total iz e 18% 14% 11%
Australia traveller e 31 33 24 agent
T - - 379 Australa. .
Airline/Airline Holiday Companies e opulation .
32% pop ipgr?{ahst travel 14% 9% 11%
Peer Review Site 550k | didn't make the booking / can't recall X |
- @ gggﬁtr " trave 27% 19% 22%
Specialits Travel Agent or Tour Operator %1% m | booked everything separately
. e Directly with 20% 18% 26%
None of the Above _80 127 | booked some, but not all elements together provider

. *Package option likely to be answered as respondents might have
m | booked all key elements of the trip as one package  misunderstood this option
VISITINS

BRITAIN VisitEngland

12 , Resources used: Experience Seekers n=267: total Australia n=1,036: global weighting applies



CANADA EXPERIENCE SEEKERS
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CANADA EXPERIENCE SEEKERS (25%)

Propensity to travel Top Holiday Types Preferred
0 vs Canada total traveller
Experience Seekers are the best prospect segment for recovery who anpulation) (share of preference)
want to squeeze the most out of every second on holiday. Willing to Seeing famous sites, A0
spend on travel and experiences, they are passionate about travel, they o places
: . . " ) Britain 7.2 (vs 6.6) Relaxing, resting
love discovering new, unique, exciting experiences that they can share A re'chargmd 13.8%
with others. They want to get ahead of the curve and be seen as a Anywhere ,
: : : . . internationally 6.0 (vs 5.2) Exploring or 13.4%
trailblazer, seeking out immersive experiences that allow them to see, challenging yourself '
taste and discover unique activities, places and people. Visiting family and 15
lil friends o7
Experience Seekers over-index on potential spend but SOURCES OF INSPIRATION ~ TOP DRIVERS OF KEY PERCEPTIONS TOP ACTIVITIY
s : > - FOR EXPERIENCE DESTINATION CHOICE:  OF BRITAIN: PREFERENCES:
PRIORITY Experience Seekers are a smaller . : .
_ 0 SEEKERS: - Offers good value for « Offers a lot of different «  Experience coastal places
segment in Canada vs other markets (13%) _ _ money (85%) experiences in one destination and scenery (68%)
. 0 . . . . Travel websites and 1 Recommendations (57%) R . . : .
representing 9% of Canadian tourists. It is a unique web pages | byfiends & family + Offers a lot of different Visit famous/iconic tourist
a 0 . i 0,
sub-segment which over-indexes on younger i experiences in one Is a place where | can explore  attractions and places (67%)
t . t t | | 18-34 h . t t d . : destination (85%) hIStOI'y and herltage (55 A)) . Expenence city life (65%)
OUI’IS S, pal’ ICU al'y - . yI’S Wwno are interestea in 34% : ) ) e |s good flor seeing famous sites, EXplOfe local food and
sustainability and inclusion ~__ = __ A * There s a good variety of places, ticking off the 'mustdo’  peverage specialties (64%)
i 3 - Recommendations | food and drink to try (84%) list (54% ; ;
Likely spend on 10-point scale, where 10 = super _ ns j Travel bloggers ist (54%) «  Explore history and heritage
Premium and 1 = super budget b%gfgg;if:&‘;'y | andinfluencers .« |t's easy to get around once * Is a mixture of old and new (historical sites,
i there (84%) (53%) architecture) (63%)
; ! i icsit * There are interesting local
m Budget Tourists (1-4) 1 * Is awelcoming place to visit T g9
Canada total 1 eople to meet (53%
traveller population [ASARESEANZAIL 1 (83%) peop (53%)
m Mid-Range Tourists TOP DESTINATIONS LIKELY TO VISIT (excl.
(5-7) Britai
. ritain)
; i i ) 59% of GB visitors i ,
(vs 52% Canada other 55% travel with
tourists); and their partner/ O a O e
P : 76% beyond London spouse, but 27% '
Priority Experience Seekers are (vs 70% Canada other travel with kids
trend endorsers (vs total): GENDER tourists) (multiple ITALY AUSTRALIA  SPAIN FRANCE GERMANY
Wellbeing involved 20% (+3%) ; ' H H MREEOMEE L) (49%) (43%) (41%) (40%) (39%)
Sustainability engaged 38% (+20%) 46%; :
Inclusion seekers 36% (+12%) : 54%F -

VISIT NS

Base size: Experience Seekers n=247; Total Canada n=1,002; global weighting applies MAY Visitengland




CANADA EXPERIENCE SEEKERS (25%)

SPEND POTENTIAL AS VISITOR TO BRITAIN:

Likely spend on 10-point scale, where 10 = super
Premium and 1 = super budget

® Premium Tourists (8-10)

Mid-Range Tourists (5-7)

m Budget Tourists (1-4) Experience Seekers  Canada total traveller

population

TREND ENDORSERS (vs total) AGE *Modal age: 25 yrs VISITORS (vs total)

Wellbeing involved 19% (+2%) 2SI T Britain Visitors (P5yrs) 37%
1 0,

Sustainability engaged 21% (+3%) 36% 359 Conspes (e Bei

Inclusion seekers 22% (-3%)

LIVING )
43% (+8%) have kids, 15% )
the split is between kids 10%

<12yrs and 12yrs+ is 50%. A 4% 55%

18-24 25-34 35-44 45-54 55+
*Age with the highest frequency

GENDER

45%

TYPES OF HOLIDAYS:

m Canada total traveller population Experience Seekers

I 1 7.9%
Relaxing, resting, recharging 13.4%

I 14.9%
Visiting family and friends 12.8%

Seeing famous sites, places, ticking off G 6.5
the 'must do' list 15.2%

I ©-8%
Familiar, comforting, reconnecting 9.8%

I 10.9%

Spoiling/treating myself (and/or others) 11.4%
Bespoke, unique, unusual experiences I 10./%

and adventures 11.6%

Exploring, stimulating, learning or  — 11.5%
challenging yourself 13.8%

I 5%
High energy, action-filled fun times 12.0%

SOURCES OF INSPIRATION (BIGGEST SKEWS):

Recommendations
from friends & family
on social media

Online Music,

ne Travel apps on
advertising concert, tours

mobile phones

*KEY PERCEPTIONS OF BRITAIN —
HIGHEST DIFFERENCES:

MOST SIGNIFICANTLY DIFFERENT
DRIVERS OF DESTINATION
CHOICE:

TOP ACTIVITIES (WHERE
PREFERENCES OVERINDEX MOST):

- Offers good value for money (40%) + Participate in action and adventure
isi ; experiences (60%
« Offers experiences | want to share on 'i g;od to visit at any time of year ) PaFr)tici e in(s 0‘2 (0%
social media (70%) (48%) , Parti P i P " fivities (419
« If I don't visit soon, I'd miss out (68%) Offers experences | want to share on articipate in wellness activities (4196)
social media (48%) * Visit a brewery or distillery (51%)

» A good place for treating myself, e.g. e .
premium brands, gourmet food, etc. If I don't visit soon, I'd miss out (30%)

(74%) ot offe.rs the opportun.ity to travel
+ A place recommended by friends or sustainably/ responsibly (44%)

family (74%) COMPETING WITH SOME MORE UNIQUE

* Has a thriving arts and contemporary
culture scene (69%) DESTINATIONS (vs Canada total)
Disproportionately more likely to consider...

@ 9

GERMANY  ITALY  AUSTRALIA PORTUGAL  SPAIN
(+13%) (+12%) (+11%) (+10%) (+10%)

Volunteering (31%)

* ES audience in
this market have
lower perception
scores of Britain
when compared to
the global average

VISITINS

Base size: Experience Seekers n=247; Total Canada n=1,002; global weighting applies MAY Visitengland




CANADA: EXPERIENCE SEEKERS PLANNING BEHAVIOUR

Experience Seekers show a higher usage of price comparison site in their RESOURCES USED

planning & booking phase, alongside greater use of in-person travel agents. ~ FOR INSPIRATION: TOP INSPIRATIONS:

They are also being driven by bargains/deals more than we see in non Online only Travel Age”(tjor T?Uf I 0620 406 _

European markets perator ) * Travel Véi?/snes or web

. . . . . _ Specialits Travel Agent or Tour Operator N N NN 24&28‘V pages (34%)

The majority are using multiple resources in the booking phase, with more 0 *+  Recommendations by

than one in 3 (36%) using 3 or more sources in this final phase of the Online Marketplace NG °5%) friends/family (34%)

i 30% +  Recommendations by

journey. i L .. I 6, m Canadatotal  friends/family on social
Airline/Airline Holiday Companies 209 traveller media (31%)

Despite their apparent independence, 31% are booking all elements of their ,
trip (flights and accommaodation) together and show a much higher Price Comparison Site I 330 Population . Travel bloggers and

. . . . . . Y i
propensity to do this via price comparison sites. 530 3% Experience influencers (27%)
_ 0 L]

Online travel web

Don’t be fooled into thinking Experience Seekers are digital-only customers Travel Agent via Personal Interacton 25% Seekers site/agent (26%)
however — 60% use personal interactions with travel agents throughout their Peer Review Site T R 3352/8/ *  Photography, GIFS or
journey, and almost half (47%) of these people use in-person travel agents in 0 Vé%eofs on websites
the booking phase. None of the Above NN 1590 (25%)

RESOURCES FOR PLANNING:
m Canada total traveller population = Experience Seekers PACKAGE VERSUS SEPARATE EXPERIENCE SEEKER BOOKING HABITS:

al ] : BOOKINGS: _
Specialits Travel Agent or Tour Operator 27% TOOLS Booked: Package Accomm Travel
31% 60% odation
use more

I 050

Online Marketplace 2% than one resource Experience G 7 - - Online marketplace 9%* 16% 12%
in the planning/ Seekers Price comparison

Online only Travel Agent or Tour Operator 2620?% booking phase of site 21% 27% 27%
350 Fhe customer Online travel agent 18% 21% 18%

Price Comparison Site I 370<y journey vs 55% for Canada o
° other tourists from total ElpEEElE tEE 16% 9% 9%

I 349 16 25 2g 25 agent
Travel Agent via Personal Interaction 3504 Canada. traveller
(o population In-person travel 16% 13% 11%
i . N . . agents
Peer Review Site 550 | didn't make the booking / can't recall —
irectly wi

- 14% 10% 18%

. . ) , 0 @ ) provider

Airline/Airline Holiday Companies 32%';37 " - m | booked everything separately
[ *Package option likely to be answered as respondents might have
0, . . .
None of the Above _8%12 % | booked some, but not all elements together misunderstoad this option
® | booked all key elements of the trip as one e —

BRITAIN VisitEngland

package

12 , Resources used: Experience Seekers n=247: total Canada N=1,002, global weighting applies



CHINA EXPERIENCE SEEKERS
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CHINA EXPERIENCE SEEKERS (34%)

Experience Seekers over-index on potential spend but
PRIORITY Experience Seekers are a bigger segment
in China vs other markets (13%) representing 24% of
China tourists. It is a unique sub-segment which over-
indexes on females, younger tourists, particularly
18-34 yrs who are interested in wellbeing,
sustainability, and inclusion.

Likely spend on 10-point scale, where 10 = super
Premium and 1 = super budget

4% [ Budget
Tourists (1-
China total traveller o . 4)
population 33% 62% m Mid-Range
Tourists (5-
7)
Tourists (8-
2% 10)
Priority Experience Seekers are
trend endorsers (vs total): GENDER
Wellbeing involved 15% (+7%) :
Sustainability engaged 29% (+7%) 63%0}
35%

Inclusion seekers 29% (+7%)

SOURCES OF INSPIRATION
FOR EXPERIENCE
SEEKERS:

Travel bloggers National Tourist

1
and influencers | Board
1
i
:
____________ JI.____________.
Recommendations by 1 Photography,
friends & family on : GIFS or videos on
social media 1 websites
1
1
1

79% of GB visitors
went beyond England
(vs 71% China other
tourists); and
59% beyond London

(vs 57% China other q

tourists) H H

Experience Seekers are the best prospect segment for recovery who
want to squeeze the most out of every second on holiday. Willing to
spend on travel and experiences, they are passionate about travel, they
love discovering new, unique, exciting experiences that they can share
with others. They want to get ahead of the curve and be seen as a
trailblazer, seeking out immersive experiences that allow them to see,
taste and discover unique activities, places and people.

Propensity to travel

TOP DRIVERS OF

DESTINATION CHOICE:
There are vibrant towns and °

cities to explore (93%)

Has an interesting mix of
cultures from around the .

world (92%)
It has surprising and

unexpected experiences .

(91%)

Is inclusive and accessible
for visitors like me (91%)
Is good for relaxing, resting,

recharging (91%)

70% travel with
their partner/
spouse, but 28%
travel with kids
(multiple
response data)

Base size: Experience Seekers n=339; Total China n=1,003; global weighting applies

(vs Indiatotal traveller

Top Holiday Types Preferred
(share of preference)

population)
Relaxing, resting,
. : 14.5%

Britain 7.9 (vs 7.8) recharging

High energy, action-
Anywhere ” s 73) filled fun times —
internationally 7.5 (vs 7. : .

Seelng famous sites, 13.5%

places

Spoiling/treating myself

(and/or others) b

KEY PERCEPTIONS TOP ACTIVITIY

OF BRITAIN: PREFERENCES:
A good place for treating *  Explore local food and
myself, e.g. premium brands, beverage specialties (79%)
gourmet food, etc. (45%) «  Experience coastal places

Is good for seeing famous

sites, places, ticking off the .
'must do' list (42%)

Is good for relaxing, resting,
recharging (41%)

* Is a mixture of old and new
(41%)

Is a place where | can explore
history and heritage (40%)

TOP DESTINATIONS LIKELY TO VISIT (excl.

Britain)
Likely to consider...

OO0 9 O ¥

and scenery (77%)

Enjoy fine dining

experiences (76%)

Self-driving tours (75%)

»  Visit famous/iconic tourist
attractions and places (75%)

FRANCE ITALY NEW  swITZERLAND AUSTRALIA
(65%) (62%) ZEALAND  (599) (58%)
(60%)
VISITINS

BRITAIN VisitEngland



CHINA EXPERIENCE SEEKERS (34%)

SPEND POTENTIAL AS VISITOR TO BRITAIN:

Likely spend on 10-point scale, where 10 = super
Premium and 1 = super budget

62%
® Premium Tourists (8-10) .

Mid-Range Tourists (5-7)

2% — 40

®m Budget Tourists (1-4) Experience Seekers  China total traveller

population

TREND ENDORSERS (vs total) AGE
Wellbeing involved 11% (+3%)
Sustainability engaged 23% (+2%)

*Modal age: 35 yrs
Median age: 35 yrs

VISITORS (vs total)

Britain Visitors (P5yrs) 38% (+4%)
Considerers (P5yrs) 62% (-4%)

Inclusi kers 24% (+2% 29%
nclusion seekers 0 (+2%) 25%
20%
LIVING 16% GENDER
48% (+1%) have kids, 11%
the split is between kids
<12yrs and 12yrs+ is 60% andﬁ 59%
40% respectively. 40%

18-24 25-34 35-44 45-54 55+
*Age with the highest frequency

TYPES OF HOLIDAYS:

m China total traveller population Experience Seekers

Seeing famous sites, places, ticking off G 15.0%
the 'must do' list 13.5%

I 15.2%
Relaxing, resting, recharging 14.5%

I 11.0%
Familiar, comforting, reconnecting 10.5%

I 14.19%
High energy, action-filled fun times 14.0%

I 12.9%
Spoiling/treating myself (and/or others) 13.0%

I 5.9%
Visiting family and friends 9.3%
Bespoke, unique, unusual experiences GGG 11.5%
and adventures 12.5%

Exploring, stimulating, learning or  EG—N 114%
challenging yourself 12.6%

SOURCES OF INSPIRATION (BIGGEST SKEWS):

Music ; Kids' TV, movies Travel

) National . .

concerts, Tourist Board or from friends websites or
tours at school web pages

MOST SIGNIFICANTLY DIFFERENT KEY PERCEPTIONS OF BRITAIN — TOP ACTIVITIES (WHERE
DRIVERS OF DESTINATION HIGHEST DIFFERENCES: PREFERENCES OVERINDEX MOST):
CHOICE: + A good place for treating myself (45%) * Self-driving tours (75%)

+ There are interesting local people to ~ * |f I don'tvisit soon, I'd miss out (33%) * Participate in action and adventure

meet (89%) « There are interesting local people to experiences (75%)
. There are vibrant towns and cities to meet (37%) » Enjoy fine dining experiences (76%)
explore (93%) + Is good to visit at any time of year + Attend a learning course (cooking,

« If I don't visit soon, I'd miss out (82%) (40%) language etc.) (64%)
. Isinclusive and accessible for visitors Is good _for relaxing, resting, « Experience pubs, bars and clubs (73%)
like me (91%) recharging (41%)

* It has surprising and unexpected
experiences (91%)

COMPETING WITH SOME MORE UNIQUE
DESTINATIONS (vs China total)

Disproportionately more likely to consider...

.1)%0@

SPAIN FRANCE ITALY NEW ZEALAND
(+5%) (+5%) (+4%) (+4%) (+3%)

Base size: Experience Seekers n=339; Total n=1,003; global weighting applies [IRMEAMRS o




CHINA: EXPERIENCE SEEKERS PLANNING BEHAVIOUR

Experience Seekers show a higher usage of specialist travel agent in their
planning & booking phase, alongside greater use of airline/airline holiday
companies. They are also being driven by bargains/deals more than we see
in non European markets

The majority are using multiple resources in the booking phase, with one in
3 (29%) using 3 or more sources in this final phase of the journey.

Despite their apparent independence, 47% are booking all elements of their
trip (flights and accommaodation) together and show a much higher
propensity to do this via specialist travel agent.

Don’t be fooled into thinking Experience Seekers are digital-only customers
however — 88% use personal interactions with travel agents throughout
their journey, and 34% of these people use in-person travel agents in the
booking phase.

RESOURCES USED
FOR INSPIRATION:
Price Comparison Site

Airline/Airline Holiday Companies 31%?6% influencers (47%)

: o I
Travel Agent via Personal Interaction 40%

35% TOP INSPIRATIONS:

40%
* Travel bloggers and

: |
Online Marketplace 41%

m China total +  National Tourist
Ao,  traveller Board (44%)
population + Recommendations
420 friends/family on

social media (43%)

| I -
Online only Travel Agent or Tour Operator ?‘}g(%’ Experience *  Photography, GIFS
o Seekers or videos on websites
al ]
Specialits Travel Agent or Tour Operator 3%%/0 41%)

Peer Review Site _4 43%

B 2%
None of the Above 506

e Travel websites or

0% web pages (40%)

RESOURCES FOR PLANNING:

m China total traveller population = Experience Seekers

I 9%
2.  TOOLS:

0)
Specialits Travel Agent or Tour Operator I 3490 69 Y0 use more

0,
36% than one resource

HinelAtine Hol .. N /0 i the planning/
Airline/Airline Holiday Companies 350% booking phase of

. consic M 34 7° CUSiome!
Price Comparison Site 3204 journey vs 67% for

other tourists from

- o N 310 :
Travel Agent via Personal Interaction 30% China.

Online only Travel Agent or Tour Operator I 209

28%
29%

Online Marketplace

Peer Review Site

B 4%
None of the Above 3%

12 , Resources used: Experience Seekers n=339: total N=1,003: global weighting applies

PACKAGE VERSUS SEPARATE
BOOKINGS:

1
Experience
China total
traveller 14 41 43
population

1
| didn't make the booking / can't recall

B | booked everything separately
| booked some, but not all elements together

® | booked all key elements of the trip as one
package

EXPERIENCE SEEKER BOOKING HABITS:

Booked: Package Accomm Travel
odation
*

Online marketplace 13% 16% 12%
P_nce comparison 19% 19% 19%
site

Online travel agent 15% 18% 20%
Specialist travel 2504 2904 230
agent

In-person travel o o T
agents 18% 16% 14%
Directly with 0 0 0
provider 10% 10% 12%

*Package option likely to be answered as respondents might have
misunderstood this option

VISIT NS
BRITAIN VisitEngland




EUROPEAN MARKET
EXPERIENCE SEEKERS

BRITAIN VisitEngland

European markets: Austria, Belgium, Denmark, France, Germany, Italy, Netherlands, Norway, Spain, Sweden and Switzerland



EUROPEAN MARKET EXPERIENCE SEEKERS (23%)

Propensity to travel

(vs Indiatotal traveller Top Holiday Types Preferred

Experience Seekers are the best prospect segment for recovery who (share of preference)

. Y population)
want to squeeze the most out of every second on holiday. Willing to : :
. . Seeing famous sites, o
spend on travel and experiences, they are passionate about travel, they Britain 6.9 (vs 6.4) places 14.6%

love discovering new, unique, exciting experiences that they can share P ' ' Relaxing, resting, 1430,

with others. They want to get ahead of the curve and be seen as a Anywhere recharging o

: . : . . internationally 6.2 (vs 5.7) ke. uni
trailblazer, seeking out immersive experiences that allow them to see, Bespoke, unique, 13.1%

. . o unusual experiences
taste and discover unique activities, places and people. _ _
High energy, action-

filled fun times

12.8%

SOURCES OF INSPIRATION KEY PERCEPTIONS

TOP DRIVERS OF TOP ACTIVITIY

Experience Seekers over-index on potential spend but
PRIORITY Experience Seekers are a smaller

FOR EXPERIENCE

DESTINATION CHOICE:

OF BRITAIN:

PREFERENCES:

SEEKERS: Offers +  There are vibrant towns and Explore local food and
: good value for n p 0d
segment in Europe vs other markets (13%) . _ money (81%) cities to explore (53%) beverage specialties (65%)
representing 6% of European market tourists. It is a Ret;:om_mendatlons Bargain deals on Is a welcoming place to visit + | can roam around visiting Experience coastal places
: : : y friends and airfares or tours (79%) many types of places (50%) and scenery (60%)
unique sub-segment which over-indexes on males, family tore 2 lot of diff Y types ot p ° e ywouwa)
: icularly 18-34 h Offers a lot of different * Is good for seeing famous Visit famous/iconic tourist
younger tourists, particularly 18-34 yrs who are 37% 30% experiences in one sites, places, ticking off the attractions and places (56%)

interested in sustainability, and inclusion.

Likely spend on 10-point scale, where 10 = super
Premium and 1 = super budget

Recommendations by
friends & family on

Travel bloggers

1
1
1
1
1
1
1
1
____________ deo ol
1
1
! andinfluencers
1
1
1
1
1
1

destination (78%)
There is beautiful coast and
countryside to explore

'must do' list (49%)
It's easy to get around once
there (49%)

Explore history and heritage
(historical sites,
architecture) (55%)

m Budget social media (78%) . ) N
Tourists (1- 2 2 | can roam around visiting Offers a lot of dlffer%nt o Experience city life (55%)
European market 4) 30% 28% many types of places (78%) expoerlences in one destination
total traveller 27% 54% 19% |- Mid-Range (48%)
lati .
population Tourists (5- TOP DESTINATIONS LIKELY TO VISIT (excl.
) I?remium 329% of GB visitors Britain)
Experience Seekers . went beyond England ; :
Ig)urlsts (8- (vs 31% European Likely to consider...
market other tourists); 54% travel with
and their partner/ @ O @ O
Priority Experience Seekers are 5(1%59850? London q Stpousle, btﬁtkzg%
) vs 49% European ravel with kids
trend endorsers (vs total): GENDER market other tourists (multiple SPAIN ITALY  PORTUGAL CROATIA  FRANCE
Wellbeing involved 13% (+2%) : H response data) (50%) (49%) (48%) (46%) (45%)
Sustainability engaged 24% (+11%) 48%%
Inclusion seekers 24% (+8%) N - & S52%§: ol

Base size: European market Experience Seekers n=1,966; Total n=8,457; global weighting applies
European markets: France, Germany, Spain, Italy, Denmark, Sweden, Norway, Netherlands, Austria, Switzerland, Belgium

BRITAIN VisitEngland



EUROPEAN MARKET EXPERIENCE SEEKERS (23%)

TREND ENDORSERS (vs total) AGE *Modal age: 22 yrs
SPEND POTENTIAL AS VISITOR TO BRITAIN: RS Median age: 31 y1s WSS (e i)
Wellbeing involved 12% (+3%) . Britain Visitors (P5yrs) 39% (+3%)
Likely spend on 10-point scale, where 10 = super Sustainability engaged 16% (+3%) 30% 33% Considerers (P5yrs) 61% (-3%)
Premium and 1 = super budget Inclusion seekers 17% (+1%)

LIVING GENDER

® Premium Tourists (8-10) 31% (-2%) have kids 11%

J (]
the split is between kids o
Mid-Range Tourists (5-7) <12yrs and 12yrs+ is 57% andﬂ 5% 59%
43% respectively. 40%
m Budget Tourists (1-4) Experience Seekers  European market total

18-24  25-34 35-44 45-54 55+

traveller population
*Age with the highest frequency

TYPES OF HOLIDAYS: MOST SIGNIFICANTLY DIFFERENT *KEY PERCEPTIONS OF BRITAIN — TOP ACTIVITIES (WHERE
DRIVERS OF DESTINATION HIGHEST DIFFERENCES: PREFERENCES OVERINDEX MOST):
) ) ; . Off i | tto sh » Participate in action and adventure
m European market total traveller population Experience Seekers CHOICE socEi};IS ri)é%?g?goe/; wantto share on experignces (52%)
Relaxing, resting, recharging 14.3% 20.3% + Offers experiences | want to share on  « A good place for treating myself, e.g. » Participate in sport (29%)
’ ’ —— social media (54%) premium brands, gourmet food, etc. + Attend a sporting event (32%)
Spoi"ng/treating myse|f (and/or others) 12.3% * If | dOI’l't V|S|t soon, Ild m|SS out (54%) (35%) o ) ° Voluntee”ng (25%)
I o * Ithas surprising and unexpected * If I dont visit soon, I'd miss out (24%) + Attend a live music festival/event (43%)
Familiar, comforting, reconnecting 9.0% experiences (77%) ot offelrs the opportunity to travel
Seeing famous sites, places, ticking off the  IEEEG__ 15.1% It offers the opportunity to travel sustainably/responsibly (33%)
'must do' list 14.6% sustainably/responsibly (64%) * A place recommended by friends or
I 116% + A good place for treating myself, e.g. family (35%)
Visiing family and fiends 11 rorh brands. et fhod, ot = COMPETING WITH SOME MORE UNIQUE
Exploring, stimulating, learning orchallengin?f E— 106% (56%) rh?;l;ﬁ:face DESTINATIONS (vs European markets total)
Bespoke, unique, unusual experienzzlsjr:r?d I 10_0%. Iowerpergef:ﬁ?" Disproportionately more Iikely to consider...
advenures 13.1% when compared o
I 83% the global average ‘
High energy, action-filled fun times 12.8%
SOURCES OF INSPIRATION (BIGGEST SKEWS): FRANCE ITALY NETHERLANDS SWITZERLAND
Travel Recommendations Photography, Music, (+13%) (+8%) (+8%) (+8%) (+8%)
bloggers and by friends & family GIFS or videos concerts,
influencers on social media on social media tours

VISITINS

BRITAIN VisitEngland

Base size: European market Experience Seekers n=1,966; Total n=8,457; global weighting applies
European markets: France, Germany, Spain, Italy, Denmark, Sweden, Norway, Netherlands, Austria, Switzerland, Belgium



EUROPEAN MARKET: EXPERIENCE SEEKERS PLANNING BEHAVIOUR

Experience Seekers show a higher usage of price comparison site in their Egg?ﬁgggi#gﬁt)

planning & _bookl_ng phase, alongade greater use of peer review site. They orce g o1, 379 TOP INSPIRATIONS:

are also being driven by bargains/deals more than we see in hon European rice Comparison Site 39% _

markets o ' O 03 * Recommendations
Airline/Airline Holiday Companies 2506 m European by friends and family

The majority are using multiple resources in the booking phase, with one in . —— market total (37%)

5 (22%) using 3 or more sources in this final phase of the journey. Online Marketplace 57% traveller . B_afrgam de{'ils on
- . . alrrares or tours

Despite their apparent independence, 27% are booking all elements of their Inspriation: Travel Agent VI?nlt’eer;sgir;e:]l LS population (30%) _

trip (flights and accommaodation) together and show a much higher —— Experience * Recommendations

propensity to do this via in-person travel agent. Specialits Travel Agent or Tour Operator 530} Seekers friends/family on

social media (30%)

Don’t be fooled into thinking Experience Seekers are digital-only customers  Online only Travel Agent or Tour Operator 2 Travel bloggers and

however — 46% use personal interactions with travel agents throughout . influencers (28%)

their journey, and almost than half of these (47%) use in-person travel 33% .
agents in the booking phase. 0 web pages (28%)
None of the Above _0 15%
RESOURCES FOR PLANNING:
m European market total traveller population EXPERIENCE SEEKER BOOKING HABITS:
Experience Seekers PACKAGE VERSUS SEPARATE
Online Marketplace 22% TOOLS: BOOKINGS: Booked: Package Accomm | 1 avel
24% odation
peer Review St N 257 48% use more
eer Review Site 270 than one resource Experience Online marketplace 16%* 21% 16%
- oo, N 320 N the planning/ Seekers . .
Price Comparison Site 33% | booking phase of Spiig:e comparison 21% 25% 28%
Travel Aqent via Personal nteracion N 21% the customer
ravel Agent via Fersonal Interaction 22% journey vs 45% for European Online travel agent 19% 14% 14%
. . I 05 other tourists from market total
Airline/Airline Holiday Companies 26% European market. trave”?r Specialist travel ) . )
19% population agent 13% 8% 9%
Specialits Travel Agent or Tour Operator I y ol . .
P : P 20% | didn't make the booking / can't recall In-person travel 14% 10% 9%
- E— 5 cgenes
Online only Travel Agent or Tour Operator 24% m | booked everything separately Directly with 15% 6% L6
B S L - provider
None of the Above 0, 15% *Package option likely to be answered as respondents might have misunderstood this
11% | booked some, but not all elements together o
option
Base size: European market Experience Seekers n=1,966; Total n=8,457; global weighting applies = | booked all key elements Of the trlp as one VISITINS

BRITAIN VisitEngland
European markets: France, Germany, Spain, Italy, Denmark, Sweden, Norway, Netherlands, Austria, Switzerland, Belgium package



FRANCE EXPERIENCE SEEKERS
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FRANCE EXPERIENCE SEEKERS (26%)

Propensity to travel
(vs France total traveller

Top Holiday Types Preferred

Experience Seekers are the best prospect segment for recovery who (share of preference)

. Y population) . _
want to squeeze the most out of every second on holiday. Willing to Seeing famous sites, (G
spend on travel and experiences, they are passionate about travel, they Britain 6.9 (vs 6.8) places
love discovering new, unique, exciting experiences that they can share Anvwh ' ' Bes"’gxk;e'r‘ij:r'fg‘éi 15.1%
with others. They want to get ahead of the curve and be seen as a Anywhere , : :
: : : . . internationally 6.4 (vs 6.0) Exploring, stimulating, 14.4%
trailblazer, seeking out immersive experiences that allow them to see, learning or... :
taste and discover unique activities, places and people. Relaxing, resting, A

recharging

KEY PERCEPTIONS

OF BRITAIN:
It's easy to get around once -
there (55%)

| can roam around visiting  °

TOP ACTIVITIY
PREFERENCES:

Explore local food and
beverage specialties (75%)

Experience coastal places

Experience Seekers over-index on potential spend but SOURCES OF INSPIRATION TOP DRIVERS OF
p P P FOR EXPERIENCE DESTINATION CHOICE:

PRIORITY Experience Seekers are a smaller SEEKERS: .
segment in France vs other markets representing 6% . - _ - Offers good value for money

a 0 a 0 0,
of French tourists. It is a unique sub-segment which S endations ory  Bargaindeals on (85%) .

connections with airfares or tours
over-indexes on males and younger tourists,
particularly 18-34 yrs who are interested in
sustainability and inclusion

Likely spend on 10-point scale, where 10 = super
premium and 1 = super budget

m Budget Tourists
France total (1-4)

0, 0, 04
traveller population 29% | 52% 19

Experience
Seekers 25% .

m Mid-Range
Tourists (5-7)

® Premium Tourists
(8-10)

Priority Experience Seekers are
GENDER

trend endorsers (vs total):
Wellbeing involved 14% (+2%)
Sustainability engaged 32% (+17%)
Inclusion seekers 35% (+15%)

friends & family

Travel websites or
webpages

Photography, Gifs,
and videos on
websites

30%

1
1
1
1
1
1
1
1
____________ A
1
1
1
1
1
1
1
1
1
1

36% of GB visitors
went beyond England
(vs 31% France other

tourists); and

59% beyond London
(vs 50% France other

tourists)

e There is beautiful coast and

countryside to explore (84%)

Is a welcoming place to visit
(83%)

It's easy to get around once
there (83%)

It has surprising and

many types of places (54%)

There are vibrant towns and ¢

cities to explore (52%)

* Is good to visit at any time of
year (51%) .
Is good for seeing famous
sites, places, ticking off the
'must do' list (51%) .

unexpected experiences (82%)

TOP DESTINATIONS LIKELY TO VISIT (excl.
Britain)
Likely to consider..

2 out of 3 travel
with their
partner/ spouse,
but 1 out of 4
travel with kids
(multiple
response data)

Base size: Experience Seekers n=2,081; Total Tier 1 n=5,893; global weighting applies

200

Italy
(51%)

Spain
(53%)

Portugal
(48%)

and scenery (65%)
Participate in action and
adventure experiences
(62%)

Explore history and heritage
(historical sites,
architecture) (62%)

Visit parks and gardens
(61%)

%O

Belgium

(43%) (33%)

s
VISITIS—

BRITAIN VisitEngland




FRANCE EXPERIENCE SEEKERS (26%)

SPEND POTENTIAL AS VISITOR TO BRITAIN:

Likely spend on 10-point scale, where 10 = super
Premium and 1 = super budget

® Premium Tourists (8-10)

m Mid-Range Tourists (5-7)

m Budget Tourists (1-4) Experience Seekers  France total traveller

population

TREND ENDORSERS (vs total) AGE *Modal age: 21 yrs VISITORS (vs total)

L Median age: 32 yrs
Wellbeing involved 14% (+1%) Britain Visitors (P5yrs) 37% (+3%)
Sustainability engaged 18% (+3%) 35% Considerers (P5yrs) 63% (-3%)

Inclusion seekers 21% (+1%)

25%
23%
LIVING GENDER
40% (-3%) have kids, 12%
the split is between kids
<12 and 12yrs+ is 60% and A 5% 52%
40% respectively 48%

18-24 25-34 35-44 45-54 55+
*Age with the highest frequency

TYPES OF HOLIDAYS:

m France total traveller population Experiment Seekers

Seeing famous sites, places, ticking off G 7.3
the 'must do' list 16.7

Bespoke, unique, unusual experiences G o6
and adventures 15.1

Exploring, stimulating, learing or  p— 5.
challenging yourself 14.4

I O 0
Relaxing, resting, recharging 11.9

I 135
Visiting family and friends 11.3
I (2.4
Familiar, comforting, reconnecting 10.8

I 132
Spoiling/treating myself (and/or others) 10.0

I 66
High energy, action-filled fun times 9.8

SOURCES OF INSPIRATION (BIGGEST SKEWS):

recommendations Photography, hotoaraphy;
flize) from friends & GIFs, Videos GIFs, Videos
bloggers family on social media on websites

KEY PERCEPTIONS OF BRITAIN —
HIGHEST DIFFERENCES:

TOP ACTIVITIES (WHERE
PREFERENCES OVERINDEX MOST):

MOST SIGNIFICANTLY DIFFERENT
DRIVERS OF DESTINATION

CHOICE: Offers experiences | want to share on * Participate in action and adventure
» Offers experiences | want to share on social media (42%) expgrl_enceg (62%)
social media (51%)  Offers good value for money (27%) . Partmpgte in sport (30%)
« It has surprising and unexpected * A place recommended by friends or * Self-driving tours (37%)
experiences (82%) family (36%) + Attend a sporting event (38%)
+ Is a mixture of old and new (72%) Is a welcoming place to visit (47%) * Enjoy outdoor walks, hiking or cycling
. A place recommended by friends or A good place for treating myself, e.g. (58%)

Priority brands, gourmet food, etc.

(36%)
COMPETING WITH SOME MORE UNIQUE

DESTINATIONS (vs France total)
Disproportionately more likely to consider..

SE0Q <o

BELGIUM PORTUGAL NETHERLANDS GERMANY
(+10%) (+8%) (+8%) (+7%) (+6%)

family (65%)
* It has experiences | can't have
anywhere else (82%)

VISITINS

BRITAIN VisitEngland

Base size: Experience Seekers n=265; Total n=1,003



FRANCE: EXPERIENCE SEEKERS PLANNING BEHAVIOUR

Experience Seekers show a higher usage of online marketplaces in their RESOURCES USED .~ consite N 35
i i - i FOR INSPIRATION: P 43%
planning & booking phase, alongside greater use of Online Travel Agents -
and Specialist Operators. They are also being driven by bargains/deals Online only Travel Agent or Tour Operator IR 2104040/
more than we see in non European markets 0 TOP INSPIRATIONS:
. : : : : : : owsite N 070 .

The majority are using multiple resources in the booking phase, with one in Peer Review Site 23% : 5@%%@?;?%?2835)
18%) usin r mor rces in this final ph f the journey. . . ’
3 ( 8 O) using 3 0 ore sources In this final phase of the journey Online Marketplace 212(1,/,)"()/0 * Bargains/deals (35%)
Despite their apparent independence, 28% are booking all elements of their +  Travel websites (31%)

Travel Agent via Personal Interaction I

trip (flights and accommodation) together and show a much higher 520, MFrancetotal *©  Photography on

propensity to do this via Online Marketplaces. traveller websites (30%)
Airline/Airline Holiday Companies I 20% |ati *  Social media — advice
Don’t be fooled into thinking Experience Seekers are digital-only customers 23% Popuiation recommendations (29%
however — 40% use personal interactions with travel agents throughout ot I 100 , +  Photography on social
e ; X Specialits Travel Agent or Tour Operator Experience :
their journey, and more than half of these (24%) use them in the booking P g P 17% Segkers media (29%)
phase. None of the Above _8% 14%

RESOURCES FOR PLANNING:

m France total traveller population Experience Seekers PACKAGE VERSUS SEPARATE
.
I 339 BOOKINGS: il
. : Via: ES Non ES Non ES Non

Price Comparison Site 3204 TOOLS:

- o M 20 A41% use more m— T
Travel Agent via Personal Interaction 24% e ol Experience Online 19% 11%
. . mktplace
. I o in the planning/ Seekers _
Online only Travel Agent or Tour Operator 23% booking phase of : Price 31% 28% 25% 19%
I > the customer compariso
Online Marketplace 22% journey vs 38% for France Sl
. other tourists from total 12 33 29 26 Online 15% 11% 18% 12%
Airline/Airline Holiday Companies I 2(2)2/%/ France. traveller only travel
’ population agent

Peer Review Site 18% | didn't make the bOOkIng / can't recall *Data show only stakeholders which are used more by

Experience Seekers compared to other segments in

20%
al I 20 - the market o
Specialits Travel Agent or Tour Operator 128%/0/0 H | booked everythlng Separately **pqackage option likely to be answered as respondents E 5

[ ——— might have misunderstood this option
None of the Above _9% 12% | booked some, but not all elements together
® | booked all key elements of the trip as one o @
package

12 , Resources used: Experience Seekers n=6,677: total N=22,840



GCC EXPERIENCE SEEKERS

Combined data: Saudi Arabia, United Arab Emirates
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GCC EXPERIENCE SEEKERS (51%)

Experience Seekers are the best prospect segment for recovery who
want to squeeze the most out of every second on holiday. Willing to

with others. They want to get ahead of the curve and be seen as a
trailblazer, seeking out immersive experiences that allow them to see,
taste and discover unigue activities, places and people.

Experience Seekers over-index on potential spend. If
we shine the light on the PRIORITY Experience
Seekers (highlighted), they represent 29% of GCC
tourists, and are a unigue sub-segment which over-
index on 25-34 yrs and interested in new tourism
trends particularly inclusion and sustainability.

SOURCES OF INSPIRATION
FOR EXPERIENCE
SEEKERS:

TOP DR

Offers go

%
Recommendations 1 (93%)

by friends & family
on social media

54%

Travel bloggers,
influencers

(93%)

Recommendations or
connections with

Likely spend on 10-point scale, where 10 = super National Tourist

premium and 1 = super budget

i o e

spend on travel and experiences, they are passionate about travel, they
love discovering new, unique, exciting experiences that they can share

DESTINATION CHOICE:

Is a welcoming place to visit

Offers lots of different
experiences in one
destination (92%)

Propensity to travel

Top Holiday Types Preferred
(vs GCC total traveller

(share of preference)

population) _ _
Seeing famouspls;tce;é 13.3%
Britain 8.1 (vs 8.0) Hi .
igh energy, action- 13.3%
Anywhere filled times 270
internationally 7.4 (vs 7.3) Spoiling/treating .
myself (and/or others) 70
Iil Iil Visiting friendfzr?]?l?/ )
IVERS OF KEY PERCEPTIONS OF TOP ACTIVITIY
BRITAIN: PREFERENCES:

Is a place where | can explore
history and heritage (56%)

There are vibrant towns and cities
to explore (54%)

Has an interesting mix of cultures
from around the world (54%)

Is a mixture of old and new (54%)
There is beautiful coast and

Visit famous shops or shopping
streets/centres (81%)

Explore local food and
beverage specialties (80%)
Visit famous/iconic tourist
attractions and places (80%)
Experience coastal places and
scenery (79%)

od value for money*

m Budget friends & family Board Websites « | can roam around visiting countryside to explore (54%) » Participate in action and
el Tourists (1- many types of places (92%) . A good place for treating myself adventure experiences (79%)
GCC lota raveller BT 53% 4) 47% 41% (54%)
population m Mid-Range
%ourists (5 TOP DESTINATIONS LIKELY TO VISIT (excl.
Tourists (8- 57% of GB visitors Likely to consider..
10) went beyond England 2 out of 3 travel
e SE () @ % o 0
. ' artner/ spouse,
PRIORITY Experience Seekers are 88% of England q %ut over Ein 10
. visitors beyond ith ki
trend -enclzlorsers (vs total): GENDlER London (vé 88% GCC HH trav((reTI] l\J/\I/tlitSIIélds Ita:y Switzerland / Spaom Frar;ce
Wellbeing involved 29% (+6%) other tourists) response data) (63%) (63%) (61/’) (61%) (59%)
Sustainability engaged 48% (+12%)
Inclusion seekers 52% (+13%) VISITIS—

Base size: Experience Seekers n=665; GCC total n=1309; global weighting applies

BRITAIN VisitEngland



GCC EXPERIENCE SEEKERS (51%)

SPEND POTENTIAL AS VISITOR TO BRITAIN:

Likely spend on 10-point scale, where 10 = super
Premium and 1 = super budget

57%
m Premium Tourists (8-10)

Mid-Range Tourists (5-7)

m Budget Tourists (1-4) Experience Seekers ~ GCC total traveller
population

TREND ENDORSERS (vs total)
Wellbeing involved 24% (+2%)
Sustainability engaged 41% (+5%)
Inclusion seekers 45% (+6%)

LIVING

53% (+1%) have kids,

and the split is between kids
<12 and 12yrs+ is 65% and
35% respectively

A

HEs S VISITORS (s total)
L Britain Visitors (P5yrs) 44% (+1%)
Considerers (P5yrs) 56% (-1%)
39%
31%
23% GENDER
7%
1% 45%

54%
18-24 25-34 35-44 4554 55+

*Age with the highest frequency

TYPES OF HOLIDAYS:

m GCC total traveller population Experience Seekers

Seeing famous sites, places, ticking off GG 3 6
the 'must do' list 13.3

I 122
High energy, action-filled fun times 133

I 12.9
Spoiling/treating myself (and/or others) 13.2

[ 1 3.5
Visiting family and friends 13.0

.
Relaxing, resting, recharging 12.6

Bespoke, unique, unusual experiences | EEG——— 1.7
and adventures 12,5

Exploring, stimulating, learning or  pE——N 1.7
challenging yourself 11.8

I 10.3
Familiar, comforting, reconnecting 10.3

SOURCES OF INSPIRATION (BIGGEST SKEWS):

Recommendations
or connections with
friends & family

National tourist
boards

MOST SIGNIFICANTLY DIFFERENT
DRIVERS OF DESTINATION
CHOICE:

* There are interesting local people to
meet (86%)

* A good place for treating myself e.g.
Priority brands, gourmet food (88%)

* It has experiences | can’t have
anywhere else (91%)

KEY PERCEPTIONS OF BRITAIN —
HIGHEST DIFFERENCES:

TOP ACTIVITIES (WHERE
PREFERENCES OVERINDEX MOST):

If I don’t visit soon I'd miss out (44%) + Participate in action and adventure
There is beautiful coast and countryside experiences (79%)

to explore (54%) » Experience city life (77%)

Offers a lot of different experiences in + Visit famous shops or shopping
one destination (53%) streets/centres (81%)

Is a welcoming place to visit (53%) * Visit literary, music, film and TV
Offers experiences | want to share on locations (65%)

social media (53%) + Attend a sporting event (65%)
There is a good variety of food & drink to

COMPETING WITH SOME
MORE UNIQUE
DESTINATIONS (vs GCC total)

Disproportionately more likely to

try (51%)

A place recommended by friends or
family (51%)

Is good to visit at any time of year (46%)

consider...
<
USA SPAIN
(+5%) (+4%) W VisitEngland




GCC: EXPERIENCE SEEKERS PLANNING BEHAVIOUR

Peer Review Site T, /2

Experience Seekers show a higher usage of specialist and online travel RESOURCES USED 45%
agents in their planning & booking phase. FOR INSPIRATION:
o ] ) ) _ _ Online Marketplace 44%
The majority are using multiple resources in the booking phase, with
almost half (49%) using 3 or more sources in this final phase of the Online only Travel Agent or Tour Operator RN 3500
. 42%
journey.
A - . I 360
Despite their apparent independence, 39% are booking all elements of Airline/Airline Holiday Companies 28%
their trip (flights and accommodation) together and show a higher . I m GCC total
propensity to do this via online only Travel agents. Specialist Travel Agent or Tour Operator 38% traveller
, : i : - - - papulation
Don'’t be fooled into thinking Experience Seekers are digital-only Travel Agent via Personal Interaction 33%%
customers however — 82% use personal interactions with travel agents 36 Experience
throughout their journey, and less than half of these (37%) use them in Price Comparison Site 35% Seekers
the booking phase. .
None of the Above L] 4%/?
RESOURCES FOR PLANNING:
m GCC total traveller population Experience Seekers
I s PACKAGE VERSUS SEPARATE BOOKINGS: PACKAGE BOOKINGS:
Specialist Travel Agent or Tour Operator 410% TOOLS:
| o 7A% use more e
Online only Travel Agent or Tour Operator . 41% e (el Experience 15 - 2 Online only travel agent more likely to
. . - P /0 in the planning/ Seekers l\ be used to make package bookings
Price Comparison Site 40% booking phase of (22%) versus other tourists from GCC
0 R Ea ERTRRRR (17%)
Airline/Airline Holiday Companies I, 38 journey vs 69%

39% ther tourists f GCC total
E—"T - 82%
Online Marketplace 379% : population O use

- ., I 6% travel agents IN
Travel Agent via Personal Interaction 37% - g o the booking | PERSON
@ idn't make the booking / can't reca throughout the
Peer Review Site I 3305 g

33% m | booked everything separately customer journey
N 5% vs 78% for other
None of the Above o | booked some, but not all elements together tourists from GCC

m | booked all key elements of the trip as one package

) VISITIS
12, Resources used; Experience Seekers n=665; total N=1309 BRITAIN Visitengland
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GERMANY EXPERIENCE SEEKERS (22%)

Propen3|ty to travel Top Holiday Types Preferred

(vs Germany total

(share of preference)

Experience Seekers are the best prospect segment for recovery who
want to squeeze the most out of every second on holiday. Willing to

spend on travel and experiences, they are passionate about travel, they

love discovering new, unique, exciting experiences that they can share
with others. They want to get ahead of the curve and be seen as a
trailblazer, seeking out immersive experiences that allow them to see,
taste and discover unique activities, places and people.

traveller population)
Relaxing, resting,

recharging
Britain 6.9 (VS 6'4) Seeing famous sites,
Anywhere HEEES

Visiting family and
friends

internationally 6.7 (vs 6.0)

Bespoke, unique

Experience Seekers over-index on potential spend but
PRIORITY Experience Seekers are a smaller
segment in Germany vs other markets representing
7% of German tourists. They are a unique sub
segment which over-index on younger tourists,
particularly 18-24 yrs, and females and driven by
new social trends of sustainability and inclusion

Likely spend on 10-point scale, where 10 = super
premium and 1 = super budget

m Budget Tourists

Germany total traveller 27% 5206 21% )

population

Experience Seekers 55%

m Mid-Range
Tourists (5-7)

® Premium
Tourists (8-10)

Priority Experience Seekers are
GENDER

trend endorsers (vs total):
Wellbeing involved 18% (+5%)
Sustainability engaged 25% (+12%
Inclusion seekers 20% (+11%)

SOURCES OF INSPIRATION TOP DRIVERS OF
FOR EXPERIENCE DESTINATION CHOICE:

SEEKERS: .
» Offers good value for money
Recommendations or y Recommendations ~ (82%) .
connections with by friends & famil . .
friends & family e I(zfo/vx;elcomlng place to visit
0

Travel bloggers
and influencers

|

Travel websites or
webpages

|

Offers lots of different experiences *
in one destination (79%)

It's easy to get around once there ’
(79%)

It has experiences | can't have
anywhere else (78%)

experiences

KEY PERCEPTIONS OF
BRITAIN:

There are vibrant towns .
and cities to explore (54%)
Offers a lot of different
experiences in one .
destination (51%)

It's easy to get around once
there (50%) .
| can roam around visiting
many types of places (49%)
Offers experiences | want
to share on social media
(49%)

16.5%
15.5%
12.3%

12.2%

TOP ACTIVITIY
PREFERENCES:
Explore local food and
beverage specialties
(67%)

Visit famous/iconic tourist
attractions and places
(62%)

Experience coastal places
and scenery (61%)
Experience city life (61%)
Enjoy fine dining
experiences (59%)

TOP DESTINATIONS LIKELY TO VISIT (excl.

Britain)
More than half
travel with their
partner/ spouse,
but 1 out of 4

34% of GB visitors
went beyond England
(vs 38% Germany
other tourists); and

53% beyond London travel with kids
(vs 55% Germany (multiple Spain
other tourists) response data) P
H (59%)

VISIT
Base size: Experience Seekers n=2,081; Total Tier 1 n=5,893; global weighting applies BRITAIN

Likely to consider...

0O =0

Italy Netherlands
(55%) (53%)

France

(50%) (48%)

s
~

VisitEngland



GERMANY EXPERIENCE SEEKERS (22%)

SPEND POTENTIAL AS VISITOR TO BRITAIN:

Likely spend on 10-point scale, where 10 = super
Premium and 1 = super budget

® Premium Tourists (8-10) 5004
('}

m Mid-Range Tourists (5-7)

Experience Seekers Germany total traveller
population

m Budget Tourists (1-4)

TREND ENDORSERS (VS tOtaI) AGE *Modal age: 19 yrs VISITORS (VS total)

B B di :
Wellbeing involved 14% (+1%) Median age: 30yrs Britain Visitors (P5yrs) 33% (-3%)
Sustainability engaged 18% (+5%) 33% 319 Considerers (P5yrs) 67% (+3%)

Inclusion seekers 12% (+2%)

21%
LIVING GENDER
27% (-3%) have kids, 10%
the split is between kids

<12 and 12yrs+ is 57% and /\ 4%

43% respectively

18-24 25-34 35-44 45-54 55+
*Age with the highest frequency

TYPES OF HOLIDAYS:

m Germany total traveller population Experience Seekers

I 23.8
Relaxing, resting, recharging 16.5

Seeing famous sites, places, ticking off G 143
the 'must do' list 15.5
I 115
Visiting family and friends 12.3
Bespoke, unique, unusual experiences | ©.°
and adventures 12.2

Exploring, stimulating, learing or  — 11.2
challenging yourself 12.2

I 134
Spoiling/treating myself (and/or others) 114

I .0
High energy, action-filled fun times 11.0

I o7
Familiar, comforting, reconnecting 9.0

SOURCES OF INSPIRATION (BIGGEST SKEWS):

i Photography, Information
IR:](eSCfOrgﬁr:]n f?ir:gc:f(ljtgo b;l'ravel GIFs, Videos centres in the
i oggers i destination
and family on websites

KEY PERCEPTIONS OF BRITAIN —
HIGHEST DIFFERENCES:

TOP ACTIVITIES (WHERE
PREFERENCES OVERINDEX MOST):

MOST SIGNIFICANTLY DIFFERENT
DRIVERS OF DESTINATION

CHOICE: - A good place for treating myself, e.g. * Participate in action and adventure
« Offers experiences | want to share on Priority brands, gourmet food, etc. experiences (56%)
P (39%) « Participate in sport (38%)

social media (58%)

. » Offers experiences | want to share on » Experience city life (61%)
* A good place for treating myself, e.g. ; ; o .
Priority brands, gourmet food, etc. social media (49%) _ - Experience pubs, bars and clubs (54%)
(58%) c A place recommended by friends or « Visit famous Shops or Shopping

family (31%)
» If I don't visit soon, I'd miss out (27%)

COMPETING WITH SOME MORE UNIQUE

+ Isinclusive and accessible for visitors DESTINATIONS (vs Germany total)
like me. (57%) Disproportionately more likely to consider..

_ EC OSSO

+ Is good for seeing famous sites, streets/centres (58%)

places, ticking off the 'must do' list
(76%)
» If I don't visit soon, I'd miss out (59%)

SPAIN ITALY NETHERLANDS FRANCE
(+21%) (+14%) (+13%) (+11%) (+10%)
oEEEEE———
s

SITIS
Base size: Experience Seekers n=223; Total n=1,004 BRI

VisitEngland



GERMANY: EXPERIENCE SEEKERS PLANNING BEHAVIOUR

Experience Seekers show a higher usage of online marketplaces in RESOURCES USED . Comparison Site I R 300
their planning & booking phase, alongside greater use of Online FOR INSPIRATION: 44%
Travel Agents and Specialist Operators. Online only Travel Agent or Tour Operator RN, 3075 a7,
0 .
- . . . . . TOP INSPIRATIONS:
The majority are using multiple resources in the booking phase, with 1 o T 330 ,
in 4 (25%) using 3 or more sources in this final phase of the journey. Peer Review Site 35% ’ Elg%%@/gm?gg%
Despite their apparent independence, 30% are booking all elements Airline/Airline Holiday Companies 2220 29% Social media - adVIce0 |
of their trip (flights and accommodation) together and show a much . recommendations (32%,
higher propensity to do this via Online Market Places. Online Marketplace 2%%/0 a‘(’)‘;g'eg?gg‘%ave'
. o . - m Germany .
’ - ol ] : 9
— 0 .
I population bsites (27%
agents throughout their journey, and more than half of these (28%) . - T 03 websites (27%)
use them in the booking phase. Travel Agent via Personal Interaction 23% Experience * Bargains/deals (26%)
None of the Above I 14% Seekers

4%

RESOURCES FOR PLANNING:

_ _ Booked: Package Travel Accommod
m Germany total traveller population Experience Seekers PACKAGE VERSUS SEPARATE BOOKINGS: ---
: Via: ES Non ES Non ES Non

I :3 [OOLS: reessasessnssaasenee

Price Comparison Site 0 :
35% 5 10/ : ;
- I 25 0 Usemore - Experience [ P 9] N Online 18% 8% 22 14
Travel Agent via Personal Interaction 28% than one resource Seekers - mktplace % %
in the planning/ : -
Airline/Airline Holiday Companies PARY 26% booking phase of Price 22%  14%
the customer Germany ;:losr;zganso
Online Marketplace ] 23(y2°60/ journey vs 44% total
0 for other tourists traveller |8 35 28 29 Specialist 8% 3%
Online only Travel Agent or Tour Operator 263/(?% el EEIE D population g;;ﬁlt
. . I 04 | didn't make the bOOKing / can't recall *Data show only stakeholders which are used more by
Peer Review Site 2504 Experience Seekers compared to other segments in
: the market.
Specialits Travel Agent or Tour O t I 167 = | booked everythmg Separately **package option likely to be answered as respondents ﬁ
pecialits Travel Agent or four Uperator 21% might have misunderstood this option
——— | booked some, but not all elements together
None of the Above I RERENEE 13% ’

7%
® | booked all key elements of the trip as one package

VISITINS

BRITAIN VisitEngland

12 , Resources used: Experience Seekers n=6,677: total N=22,840



INDIA EXPERIENCE SEEKERS

BRITAIN VisitEngland



INDIA EXPERIENCE SEEKERS (50%)

Experience Seekers over-index on potential spend but
PRIORITY Experience Seekers are a larger segment
in India vs other markets (13%) representing 33% of
Indian tourists. It is a unique sub-segment which over-
indexes on younger tourists, particularly 18-34 yrs
who are interested in wellbeing and inclusion

Likely spend on 10-point scale, where 10 = super
Premium and 1 = super budget

m Budget
Tourists (1-
4)
India total traveller :
: 10%  30% 60% m Mid-Range
population j ° : Tourists (5-
7)
= Premium
Experience Seekers [LZEALZ) Tourists (8-
10)
Priority Experience Seekers are
trend endorsers (vs total): GENDER
Wellbeing involved 21% (+4%) :
Sustainability engaged 40% (+2%) 51%;:
49%

Inclusion seekers 42% (+6%)

SOURCES OF INSPIRATION
FOR EXPERIENCE
SEEKERS:

Recommendations
by friends & family
on social media

Travel bloggers
and influencers

Travel websites National Tourist
or web pages Board websites

1
1
1
1
1
1
1
1
____________ A
1
1
1
1
1
1
1
1
1
1

72% of GB visitors
went beyond England
(vs 73% India other
tourists); and
95% beyond London

(vs 93% India other q

tourists) H H

Experience Seekers are the best prospect segment for recovery who
want to squeeze the most out of every second on holiday. Willing to
spend on travel and experiences, they are passionate about travel, they
love discovering new, unique, exciting experiences that they can share
with others. They want to get ahead of the curve and be seen as a
trailblazer, seeking out immersive experiences that allow them to see,
taste and discover unique activities, places and people.

spouse, but 27%

Propensity to travel
(vs Indiatotal traveller

population)

Britain
Anywhere

TOP DRIVERS OF
DESTINATION CHOICE:

Is a welcoming place to visit
(92%)

Has an interesting mix of
cultures from around the
world (91%)

It has surprising and
unexpected experiences
(91%)

There is beautiful coast and
countryside to explore
(91%)

Offers good value for
money (91%)

internationally 7.6 (vs 7.5)

Seeing famous sites,
places

KEY PERCEPTIONS
OF BRITAIN:
| can roam around visiting
many types of places (60%)
Is a place where | can explore
history and heritage (59%)
There is a good variety of food
and drink to try (59%)
Is good for seeing famous
sites, places, ticking off the
'must do’ list (59%)
Is a welcoming place to visit
(58%)

Britain)
Likely to consider...

55% travel with
their partner/

travel with kids
(multiple
response data)

Base size: Experience Seekers n=513; Total India n=1,026; global weighting applies

USA
(75%)

(74%) (71%)

challenging yourself

Top Holiday Types Preferred
(share of preference)

15.3%

8.1 (vs 8.0) High energy, action- 13.5%
filled fun times 70
Relaxing, resting,
recharging 13.2%
Exploring or 13.1%

TOP ACTIVITIY
PREFERENCES:
Visit famous/iconic tourist
attractions and places (84%)
Visit famous shops or
shopping streets/centres
(80%)
Enjoy fine dining
experiences (80%)
Experience coastal places
and scenery (79%)
Explore history and heritage
(historical sites,
architecture) (79%)

TOP DESTINATIONS LIKELY TO VISIT (excl.

E 0PV S

SWITZERLAND AUSTRALIA

FRANCE
(65%)

GERMANY
(61%)

SITS

vi
BRITAIN

VisitEngland




INDIA EXPERIENCE SEEKERS (50%)

SPEND POTENTIAL AS VISITOR TO BRITAIN:

Likely spend on 10-point scale, where 10 = super
Premium and 1 = super budget

9 60%
® Premium Tourists (8-10) .

Mid-Range Tourists (5-7)

700
®m Budget Tourists (1-4) Experience Seekers  India total traveller
population

TREND ENDORSERS (vs total)
Wellbeing involved 17%

Sustainability engaged 35% (-3%)
Inclusion seekers 38% (+2%)

LIVING
44% (+1%) have kids,

the split is between kids
<12yrs and 12yrs+ is 46% andﬁ

54% respectively.

AEIS Mocalage:35ws \/|SITORS (vs total)
edian age: 35 yrs
Britain Visitors (P5yrs) 37%
28% Considerers (P5yrs) 63%
24%
21%
17%
GENDER
11%
45%

54%
18-24 25-34 35-44 4554 55+

*Age with the highest frequency

TYPES OF HOLIDAYS:

| |ndia total traveller population Experience Seekers

I 14.1%
13.2%

I 11.8%
11.4%

Relaxing, resting, recharging

Familiar, comforting, reconnecting

I 11.9%
11.7%

I ©-5%
Spoiling/treating myself (and/or others) 9.4%

Seeing famous sites, places, ticking off G 15.3%
the 'must do' list 15.3%

Bespoke, unique, unusual experiences N 12.0%
and adventures 12.4%

Exploring, stimulating, learning or  p— 12.5%
challenging yourself 13.1%

I 12 6%
13.5%

Visiting family and friends

High energy, action-filled fun times

SOURCES OF INSPIRATION (BIGGEST SKEWS):

Photography, Local movies International Travel apps
GIFS or videos or TV movies or TV on mobile
on websites programmes programmes phones

MOST SIGNIFICANTLY DIFFERENT
DRIVERS OF DESTINATION
CHOICE: .

» Offers experiences | want to share on
social media (87%) .

» A good place for treating myself, e.g.
premium brands, gourmet food, etc. .
(90%)

* It has surprising and unexpected .
experiences (91%)

* Has an interesting mix of cultures .
from around the world (91%)

* Has a thriving arts and contemporary
culture scene (86%)

KEY PERCEPTIONS OF BRITAIN —
HIGHEST DIFFERENCES:

TOP ACTIVITIES (WHERE
PREFERENCES OVERINDEX MOST):

Is a place where | can explore history « Participate in action and adventure

and heritage (59%) experiences (78%)

It offers the opportunity to travel » Experience pubs, bars and clubs (70%)
sustainably/responsibly (56%) + Attend a sporting event (72%)

Offers experiences | want to share on «  Attend a live music festival/event (72%)
social media (57%)

» Experience city life (75%)

| can roam around visiting many
types of places (60%)

Is good to visit at any time of year

(51%)

COMPETING WITH SOME MORE UNIQUE
DESTINATIONS (vs India total)

Disproportionately more likely to consider..

@OéOQ

AUSTRALIA SWITZERLAND FRANCE  GERMANY
(+4%) (+3%) (+3%) (+3%) (+2%)
VISIT NS

Base size: Experience Seekers n=513; Total India n=1,026; global weighting applies

BRITAIN VisitEngland



INDIA: EXPERIENCE SEEKERS PLANNING BEHAVIOUR

Experience Seekers show a higher usage of online travel agents in their
planning & booking phase, alongside greater use of online marketplace.
They are also being driven by bargains/deals more than we see in non
European markets

The majority are using multiple resources in the booking phase, with half of
them (49%) using 3 or more sources in this final phase of the journey.

Despite their apparent independence, 52% are booking all elements of their
trip (flights and accommaodation) together and show a much higher
propensity to do this via online travel agent.

Don’t be fooled into thinking Experience Seekers are digital-only customers
however — 70% use personal interactions with travel agents throughout
their journey, and more than half of these (59%) use them in the booking
phase.

RESOURCES USED
FOR INSPIRATION:

. 43%
Online Marketplace 47%
Airline/Airline Holiday Companies 34%.
37% .
. W [ndia total
Price Comparison Site I 435{‘(’% traveller
opulation
- on N 39% P
Travel Agent via Personal Interaction 240%
- | ,
Online only Travel Agent or Tour Operator Af}f& Experience
Seekers
Specialits Travel Agent or Tour Operator I 375%’
37%
o Site N 377
Peer Review Site 3504
I 2%
None of the Above 50

TOP INSPIRATIONS:

Travel bloggers and
influencers (53%)
Recommendations
by friends/family on
social media (49%)
Travel websites and
web pages (45%)
National Tourist
Board (45%)
Recommendations
by friends and family
(44%)

RESOURCES FOR PLANNING:

m India total traveller population

I 399

Experience Seekers

TOOLS:

Online Marketplace

43% 76% use more
Peer Review Site I 3%(?,/0 than one resource
in the planning/
- | i
Online only Travel Agent or Tour Operator 4205/‘(’%) booking phase of
the customer
Travel Agent via Personal Interaction 32;/?,/ journey vs 74% for
° other tourists from
Specialits Travel Agent or Tour Operator %77%2) India
T . I 30%
Airline/Airline Holiday Companies 28%
- o i N 40%
Price Comparison Site 38%
e
I 2%
None of the Above 204

12 , Resources used: Experience Seekers n=513: total India N=1,026: global weighting applies

EXPERIENCE SEEKER BOOKING HABITS:

PACKAGE VERSUS SEPARATE
BOOKINGS:

Experience Online marketplace
Seekers
Price comparison
site
India total Online travel agent
traveller 5 Wi 32 51
population Specialist travel
agent
| didn't make the booking / can't recall In-person travel
agents
B | booked everything separately Directly with
provider

| booked some, but not all elements together

misunderstood this option

® | booked all key elements of the trip as one
package

20%

17%

22%

16%

16%

9%

ge

Booked: Packa Accomm Travel
odation

*Package option likely to be answered as respondents might have

19% 18%
16% 17%
23% 27%
13% 9%
20% 18%
8% 11%
VISITS

BRITAIN VisitEngland
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ITALY EXPERIENCE SEEKERS (26%)

Propensity to travel

(vs Indiatotal traveller Top Holiday Types Preferred

Experience Seekers are the best prospect segment for recovery who (share of preference)

. Y population)
want to squeeze the most out of every secqnd on holiday. Willing to Spoiling/treating myself -
spend on travel and experiences, they are passionate about travel, they Britain 7.2 (vs 6.6) (and/or others) 0
love discovering new, unique, exciting experiences that they can share P Relaxing, resting, IR
with others. They want to get ahead of the curve and be seen as a Anywhere recharging '
. . . . . internationally 6.4 (vs 5.9) High enerqgy, action-
trailblazer, seeking out immersive experiences that allow them to see, 9 ﬁ”edg%’dn gl 14.7%
taste and discover unique activities, places and people. : :
Seeing famous sites 14.2
l I and places a0
Experience Seekers over-index on potential spend but SOUESESESES\‘RISEP'\'I%A&T'ON TOP DRIVERS OF KEY PERCEPTIONS TOP ACT'V'g'YS
PRIORITY Experience Seekers are a smaller ) DESTINATION CHOICE: OF BRITAIN: PREFERENCES:
_ o _ SEEKERS: « lcanroam around visiting  * IS a place where | can explore «  Explore history and heritage
s%gment Ih Italy v§ other.marke_ts (13%) representing Recommendations § Travel bloggers many types of places (86%) history and heritage (55%) (hisrt]prical site?o o
7% of Italian tourists. It is a unique sub-segment by friends & family | and influencers  + It has surprising and + Is good for seeing famous architecture) (70%)
which over-indexes on males, younger tourists on social media” unexpected experiences sites, places, ticking off the e Visit fa@moushcomctounst
: T . ' ! (86%) 'must do' list (54%) attractions and places (67%)
partlcglarly 18-34 yrs who are interested in ! ) ) * | can roam around visiting » Experience coastal places
inclusion. T TN * Thereis beautiful coastand  many types of places (53%) and scenery (66%)
Likely spend on 10-point scale, where 10 = super National Tourist 1 Travel websites Cé)g(;trymde to explore Is a mixture of old and new *  Explore local food and
Premium and 1= super budget g 4o Board websites | or web pages (86%) (52%) beverage specialties (61%)
Tourists (1-4) i « Offers good value for + Has an interesting mix of «  Visit museums or galleries
! money (84%) cultures from around the world ~ (60%)
Italy totalI t;_aveller 34% 47% ol =Mid-Range i « Offers a lot of different (51%)
el Tourists (5-7) experiences in one
destination (849%) TQP DESTINATIONS LIKELY TO VISIT (excl.
® Premium Brltaln)
Experience Seekers [ 50% Tourists (8- 49% of GB visitors Likely to consider...
10) went beyond England o )
(vs 42% Italy other 62% travel with .
tourists); and their partner/ E
Priority Experience Seekers are 56% beyond London q Stpousle: Ptﬁtk?g%
. vs 59% lItaly other JERIEL UL Sl
trend endorsers (vs total): GENDER ( o Stg’) (multiple SPAIN  FRANCE  GREECE USA SWITZERLAND
Wellbeing involved 21% (+6%) : : H response data) (52%) (45%) (42%) (41%) (36%)
Sustainability engaged 30% (+8%) 40%% :
Inclusion seekers 34% (+12%) e . 60%§F: -

Base size: Experience Seekers n=261; Total Italy n=1,000; global weighting applies VE Visitengland



ITALY EXPERIENCE SEEKERS (26%)

SPEND POTENTIAL AS VISITOR TO BRITAIN:

Likely spend on 10-point scale, where 10 = super

Premium and 1 = super budget

Italy total traveller
population

® Premium Tourists (8-10)

Mid-Range Tourists (5-7)

m Budget Tourists (1-4) Experience Seekers

TREND ENDORSERS (vs total)

Wellbeing involved 16% (+1%)
Sustainability engaged 21% (-1%)
Inclusion seekers 23% (+1%)

LIVING
31% (-1%) have kids,
the split is between kids

<12yrs and 12yrs+ is 49% andﬂ

51% respectively.

AEIS Mocalage2ws \/|SITORS (vs total)
edian age: 35 yrs
Britain Visitors (P5yrs) 32% (+3%)
28% Considerers (P5yrs) 68% (-3%)
22% 24%
17%
GENDER
10%
54%
46%

18-24 25-34 35-44 45-54 55+
*Age with the highest frequency

TYPES OF HOLIDAYS:
| [taly total traveller population

I 18.3%
Relaxing, resting, recharging 14.0%

I 5.0%
Familiar, comforting, reconnecting 7.0%

Seeing famous sites, places, ticking off the 'must N 19.2%
do' list 17.7%
I 54%
Visiting family and friends 7.6%
I 10.5%
Spoiling/treating myself (and/or others) 10.9%
Bespoke, unique, unusual experiences and | 11.4%
adventures 13.7%

Exploring, stimulating, learning or challenging  IEEEEEEEN 11.8%
yourself 14.3%

I 1A%
High energy, action-filled fun times 14.8%

Experience Seekers

SOURCES OF INSPIRATION (BIGGEST SKEWS):

Local movies Travel Sporting events, Music,
or TV bloggers and festivals & concerts,
programmes influencers activities tours

MOST SIGNIFICANTLY DIFFERENT

DRIVERS OF DESTINATION
CHOICE:

Offers experiences | want to share on
social media (58%)

If I don't visit soon, I'd miss out. (60%)
It has surprising and unexpected
experiences (86%)

There is a good variety of food and
drink to try (80%)

A good place for treating myself, e.g.
premium brands, gourmet food, etc.
(57%)

KEY PERCEPTIONS OF BRITAIN —
HIGHEST DIFFERENCES:

TOP ACTIVITIES (WHERE
PREFERENCES OVERINDEX MOST):

There is a good variety of food and + Participate in action and adventure
drink to try (33%) experiences (52%)

There is beautiful coast and + Participate in sport (28%)
countryside to explore (39%) - Self driving tours (47%)

Offers experiences | want to share on « Attend a sporting event (34%)

social media (43%)

It has experiences | can't have
anywhere else (43%)

If I don't visit soon, I'd miss out
(24%) COMPETING WITH SOME MORE UNIQUE
DESTINATIONS (vs ltaly total)

Disproportionately more likely to consider..

%QQO"

NETHERLANDS GERMANY SWITZERLAND AUSTRIA
(+8%) (+7%) (+6%) (+6%)

« Experience pubs, bars and clubs (51%)

(+11%)

VISIT NS
BRITAIN VisitEngland

Base size: Experience Seekers n=261; Total n=1,000; global weighting applies




ITALY: EXPERIENCE SEEKERS PLANNING BEHAVIOUR

Experience Seekers show a higher usage of price comparison site in their
planning & booking phase, alongside greater use of peer review site. They
are also being driven by bargains/deals more than we see in hon European
markets

The majority are using multiple resources in the booking phase, with one in
4 (22%) using 3 or more sources in this final phase of the journey.

8% are booking all elements of their trip (flights and accommodation)
together and show a much higher propensity to do this via Online travel
agent.

Don’t be fooled into thinking Experience Seekers are digital-only customers
however — 40% use personal interactions with travel agents throughout
their journey, and 45% of these people use in person travel agents in the
booking phase.

Online only Travel Agent or Tour Operator

RESOURCES USED
FOR INSPIRATION:
Airline/Airline Holiday Companies

Price Comparison Site

Online Marketplace

I 18%

Travel Agent via Personal Interaction 18%

Specialits Travel Agent or Tour Operator
Peer Review Site

I 10%
8%

None of the Above

I 21%
24%

I 24%

30%

I 2690

28%

I 40%

I 230
23%

I 3690
31%

43%

m |taly total
traveller

population

Experience
Seekers

TOP INSPIRATIONS:

Recommendations
by friends/family on
social media (32%)
Travel bloggers and
influencers (29%)
National Tourist
Board (29%)

Travel websites and
web pages (28%)
Photography, GIFS
or videos on social
media (28%)

RESOURCES FOR PLANNING:

m [taly total traveller population Experience Seekers

I 38% TOOLS:

Price Comparison Site

0% 51% use more

Online Marketplace . 221;{){2) than one resource

Online only Travel Agent or Tour Operator I 1920{3% Eo?lgn%a:anhnagg/of
Travel Agent via Personal Interaction I 1172;& fgﬁrﬁléits? Zlg% for
Specialits Travel Agent or Tour Operator I 220%/0? ﬁg};r ouseom

Peer Review Site I 28;/3_%
Aiine/Aiine Holiday Companies N 2%
None of the Above -6‘%)/0 T——

12 , Resources used: Experience Seekers n=261: total N=1,000: global weighting applies

PACKAGE VERSUS SEPARATE
BOOKINGS:

Experience
2 8 31 39
Seekers
Italy total
traveller 26
population

| didn't make the booking / can't recall
B | booked everything separately
| booked some, but not all elements together

® | booked all key elements of the trip as one
package

EXPERIENCE SEEKER BOOKING HABITS:

Booked: Package Accomm Travel
odation

Online marketplace

Price comparison
site

Online travel agent
Specialist travel

agent

In-person travel
agents

Directly with
provider

10%*

23%

23%

15%

17%

12%

19% 17%
26% 33%
18% 12%
10% 9%

8% 10%
12% 14%

*Package option likely to be answered as respondents might have

misunderstood this option

VISITINS

BRITAIN

VisitEngland
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NETHERLANDS EXPERIENCE SEEKERS (25%)

Propensity to travel

(vs Indiatotal traveller Top Holiday Types Preferred

Experience Seekers are the best prospect segment for recovery who (share of preference)

. Y population)
want to squeeze the most out of every second on holiday. Willing to Sesing famous sites
spend on travel and experiences, they are passionate about travel, they Britain 7.0 (vs 6.4) s 17.7%
love discovering new, unique, exciting experiences that they can share ' ' High energy, action-
i Anywhere S e 14.8%
with others. They want to get ahead of the curve and be seen as a intg:,xationall 6.3 (v 5.5) filled fun times '
trailblazer, seeking out immersive experiences that allow them to see, y o ' Exploring or 14.3%
. . s challenging yourself '
taste and discover unique activities, places and people. i :
Relaxing, resting, 14.0%
l I recharging 70
Experience Seekers over-index on potential spend but SOURCES OF INSPIRATION ~ TOP DRIVERS OF KEY PERCEPTIONS TOP ACTIVITIY
. FOR EXPERIENCE : : :
PRIORITY Experience Seekers are a smaller . DEST'NAT'O'_\' CHOICE: OF BRITAIN: PREFERENCES
_ o SEEKERS: « Offers a lot of different + Is a place where | can explore «  Explore local food and
segment in Netherlands vs other markets (13%) . _ experiences in one history and heritage (61%) beverage specialties (59%)
representing 8% of Netherlands’ tourists. It is a Ej‘;ﬁ;rgggdg'rgﬂj i Tra‘ﬂk‘)’vggzgis Of  destination (85%) - Isamixture of oldandnew  «  Self-driving tours (54%)
unique sub-segment which over-indexes on younger : « It has experiences | can't |(60%) e *  Experience city life (50%)
tourists, particularly 18-34 yrs who are interested in : have anywhere else (84%) *  BET Eo8 T At e |(|5n7%/0) © Vit famousficonic touflst
. . - . . i . y typ p attractions and places (49%)
wellbeing, sustainability, and inclusion. ~ __ S ___ A Offers good value for + lItseasytogetaroundonce . Enpi td lks. hiki
5 _ B _ 1 money (84%) njoy outdoor walks, hiking
ikely spend on 10-point scale, where 10 = super Recommendations by : Photography, there (56%) or cycling (48%)
i = friends & famil i o i i . . .
Premium and 1 = super budget = Budget rlerSial rﬁgglg on ] GIFSW%rb\Qi(tj:ss on g:)%rea r|18d a:j ﬁggilovgrletglg < s |_nc|us!ve and accessible for
Tourists (1-4) i y (81%) visitors like me (56%)
i 28% + | can roam around visiting
Netherlands total 88 — 28% m Mid-Range ! many types of places (81%)
traveller population Tourists (5-7)
TOP DESTINATIONS LIKELY TO VISIT (excl.

B Premium Bl’ltaln)
Experience Seekers Tourists (8- 23% of GB visitors Likely to consider...
10) went beyond England .
(vs 34% Netherlands 46% travel with
other tourists); and their partner/
Priority Experience Seekers are 59% beyond London spouse, but 27%

trend endorsers (vs total): GENDER & gf;g’r';'fjt‘ii['s”ds q trav(ﬁql JY{}QH;"’S SPAIN ITALY FRANCE GERMANY
Wellbeing involved 17% (+9%) H H response data) (49%) (43%) (40%) (40%) (37%)
Sustainability engaged 25% (+15%) 53%;

Inclusion seekers 26% (+10%) : 45%)

.......................... . . R . VISITIS
. . Base size: Experience Seekers n=164; Total Netherlands n=647; global weighting applies BRITAIN VisitEngland




NETHERLANDS EXPERIENCE SEEKERS (25%)

SPEND POTENTIAL AS VISITOR TO BRITAIN:

Likely spend on 10-point scale, where 10 = super
Premium and 1 = super budget

® Premium Tourists (8-10)

Mid-Range Tourists (5-7)

m Budget Tourists (1-4) Experience Seekers

Netherlands total
traveller population

TREND ENDORSERS (vs total) AGE *Modal age: 31 yrs VISITORS (vs total)

L Median age: 32 yrs
Wellbeing involved 11% (+3%) Britain Visitors (P5yrs) 47% (+5%)
Sustainability engaged 12% (+2%) 37% Considerers (P5yrs) 53% (-5%)
Inclusion seekers 16%

24% 24%

LIVING GENDER
35% (+1%) have kids, 13%
the split is between kids
<12yrs and 12yrs+ is 56% andﬁ 3% 60%
44% respectively. 40%

18-24 25-34 35-44 45-54 55+
*Age with the highest frequency

TYPES OF HOLIDAYS:
m Netherlands total traveller population

I 20.7%

Relaxing, resting, recharging 15.3%

I 16.7%

Spoiling/treating myself (and/or others) 15.7%

Seeing famous sites, places, ticking off the | NRNREEEEENNEEN 145%
'must do' list 14.2%

— 77

Familiar, comforting, reconnecting 7.5%

I o.5%

Visiting family and friends 10.2%

Exploring, stimulating, learning or challenging [ NREBRE ©.2%
yourself 10.0%

Bespoke, unique, unusual experiences and | NN 10.1%
adventures 12.4%

E— 3%

High energy, action-filled fun times 14.7%

SOURCES OF INSPIRATION (BIGGEST SKEWS):

Experience Seekers

Recommendations  Photography, Information Music,
by friends & family ~ GIFS or videos  centres in the concerts,
on social media on websites destination tours

KEY PERCEPTIONS OF BRITAIN —
HIGHEST DIFFERENCES:

TOP ACTIVITIES (WHERE
PREFERENCES OVERINDEX MOST):

MOST SIGNIFICANTLY DIFFERENT
DRIVERS OF DESTINATION

CHOICE: + Offers experiences | want to share on + Participate in action and adventure
social media (41%) experiences (48%)

+ Offers experiences | want to shareon - A place recommended by friends or  Experience pubs, bars and clubs (48%)
social media (55%) family (34%) + Attend a learning course (cooking,

A good place for treating myself, e.g.  + If | don't visit soon, I'd miss out (20%) language etc) (30%)
premium brands, gourmet food, etc. + A good place for treating myself (38%) + Visit theatre, opera, ballet or musicals
(63%) " , * It offers the opportunity to travel (31%)

» If I don't visit soon, I'd miss out (50%) sustainably/responsibly (35%) * Visit literary, music, film and TV locations

* There is a good variety of food and (30%)

drink to try (81%)

* A place recommended by friends or
family (61%)

COMPETING WITH SOME MORE UNIQUE

DESTINATIONS (vs Netherlands total)
Disproportionately more likely to consider...

%UOO.

ITALY  SWITZERLAND |RELAND SPAIN
(+15%) (+12%) (+7%) (+8%) (+8%)

VISITINS

Base size: Experience Seekers n=164; Total n=647; global weighting applies NS i




NETHERLANDS: EXPERIENCE SEEKERS PLANNING BEHAVIOUR

Experience Seekers show a higher usage of peer review site in their
planning & booking phase, alongside greater use of price comparison site.
They are also being driven by bargains/deals more than we see in non
European markets

The majority are using multiple resources in the booking phase, with one in
5 (17%) using 3 or more sources in this final phase of the journey.

Despite their apparent independence, 29% are booking all elements of their
trip (flights and accommaodation) together and show a much higher
propensity to do this via price comparison site.

Don’t be fooled into thinking Experience Seekers are digital-only customers
however — 46% use personal interactions with travel agents throughout
their journey, and 39% of these people use in-person travel agent in the
booking phase.

RESOURCES USED
FOR INSPIRATION:

. . . 40%
Price Comparison Site 48%
- I 21%
Online Marketplace 24%
] m Netherlands
Airine/Ailine Holiday Companies ~IG.. 216 total traveller
Inspriation: Travel Agent via Personal | 20% population
Interaction 21%
Specialits Travel Agent or Tour Operator I 182/(‘)’/0 Experience
Seekers
Online only Travel Agent or Tour Operator I 210%
20%
o Site I 2 2%
Peer Review Site 380
None of the Above _120/%7%

TOP INSPIRATIONS:

¢ Recommendations
friends/family (40%)
Travel websites and
web pages (30%)
Recommendations
friends/family on
social media (29%)
*  Photography, GIFS
or videos on websites
28%)
+ Bargain deals on
airfares or tours
(25%)

RESOURCES FOR PLANNING:

m Netherlands total traveller population
Experience Seekers

Peer Review Site 25% 320 TOOLS:
0t
- o, I 15% 46% use more
Travel Agent via Personal Interaction 18% than one resource
. ] in the planning/

Specialits Travel Agent or Tour Operator 1?08@)/0 bookinpg phasg of

- I 16% the customer
Online Marketplace 18% journey vs 38% for
price Comparison e M 20% ~ Othertourists from

P 30% Netherlands.

I 19%

Online only Travel Agent or Tour Operator

18%
. : . I 2%
Airline/Airline Holiday Companies 220/,
I 3% (S p——
None of the Above 16%

12 , Resources used: Experience Seekers n=164: total N=647: global weighting applies

PACKAGE VERSUS SEPARATE
BOOKINGS:

| didn't make the booking / can't recall

Experience
Seekers

Netherlands
total
traveller
population

B | booked everything separately
| booked some, but not all elements together

® | booked all key elements of the trip as one
package

EXPERIENCE SEEKER BOOKING HABITS:

odation

Online marketplace 9%
Price comparison

0,
site 40%

Online travel agent 13%

Specialist travel

0
agent 4%
In-person travel %
agents 9%
Directly with

provider 21%

*Package option likely to be answered as respondents might have

misunderstood this option

14% 12%
33% 28%
10% 11%
8% 10%
10% 8%
18% 24%
VISITS

BRITAIN VisitEngland
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SAUDI ARABIA EXPERIENCE SEEKERS (55%)

Propensity to travel
(vs Saudi Arabia total
traveller population)

Top Holiday Types Preferred

Experience Seekers are the best prospect segment for recovery who (share of preference)

PRIORITY Experience Seekers (highlighted)

want to squeeze the most out of every second on holiday. Willing to
spend on travel and experiences, they are passionate about travel, they

SOURCES OF INSPIRATION TOP DRIVERS OF

FOR EXPERIENCE

DESTINATION CHOICE:

Spoiling/treating
myself (and/or others)

KEY PERCEPTIONS OF
BRITAIN:

14.2

. : . " . Britain 8.1 (vs 8.1) . .
love discovering new, unique, exciting experiences that they can share High energy, action- 13.4
i Anywhere filled times :
with others. They want to get ahead of the curve and be seen as a . . _ _
. . : . . internationally 7.4 (vs 7.3) Seeing famous sites,
trailblazer, seeking out immersive experiences that allow them to see, places 133
taste and discover unique activities, places and people. SEEEe, (e o
I I experiences ’

TOP ACTIVITIY
PREFERENCES..

represent 35% of SA tourists, and a unique sub- SEEKERS: o i value £ « Has an interesting mix of ~ *  Visit famous shops or
. r . . ers good value for money cultures from around the shopping streets/centres
S|egr|’?tegt Whtl(:h cl)(\j/er lnddex E[)n betlné:] _femaletWIth a Recommendations : Travel bloggers, ~ (94%) world (57%) (83%)
SIS OO I FEE RIS TlAKEA L AR b%r‘:rf&?zlgr‘nfggy i Influencers | can roam around visiting - Is a place where | can *  Experience coastal places
trends of inclusion and sustainability. : many types of places (94%) explore history and heritage ~ and scenery (82%)
o . - N .
_ ) 54% ! Is inclusive and accessible for (56%) . Visit fqmoushconlc tounsto
Likely spend on 10-point scale, where 10 = super | ~ __‘——— A visitors like me (94%) * Agood place for treating attractions and places (81%)
premium and 1 = super budget Recommendations or ' National Tourist _ . myself (56%) +  Explore local food and
Cfo_””gd'g?s W_'Ith I Board Websites * It has expenencesol can'thave . There are vibrant towns and beverage specialties (81%)
m Budget Tourists rends & famiy I anywhere else (93%) cities to explore (55%) +  Participate in action and
Saudi Arabia total (1-4) 1 Is a welcoming place to visit . isiti adventure experiences (80%
: vl ot e perences ()
m Mid-Range 1 yHl

Tourists (5-7)

Experience Seekers [RLGIEILT ® Premium
Tourists (8-10)

PRIORITY Experience Seekers are

52% of GB visitors
went beyond England
(vs 54% Saudi Arabia

other tourists); and
86% beyond London

TOP DESTINATIONS LIKELY TO VISIT (excl.

2 out of 3 travel
with their
partner/ spouse,
but half of them
travel with kids
(multiple

Britain)
Likely to consider...

0 €0 < 0

trend endorsers (vs total): GENDER (vs %ftir‘:/grstgﬂﬂisg)abia response data) Italy el S France
Wellbeing involved 32% (+6%) : H H (63%) (63%) (61%) (61%) (59%)
Sustainability engaged 52% (+10%)

Inclusion seekers 55% (+11%) ﬁ',v

Base size: Experience Seekers n=2,081; Total Tier 1 n=5,893; global weighting applies VE

VisitEngland



SAUDI ARABIA EXPERIENCE SEEKERS (55%)

SPEND POTENTIAL AS VISITOR TO BRITAIN:

Likely spend on 10-point scale, where 10 = super
Premium and 1 = super budget

m Premium Tourists (8-10)

= Mid-Range Tourists (5-7)

m Budget Tourists (1-4) Saudi Arabia total

traveller population

Experience Seekers

TREND ENDORSERS (vs total)

Wellbeing involved 28% (+2%)
Sustainability engaged 44% (+2%)
Inclusion seekers 48% (+5%)

LIVING
59% (+3%) have kids,

and the split is between kids
<12 and 12yrs+ is 63% and A

37% respectively

AGE +odal ages 32315 VISITORS (s total)
el Britain Visitors (P5yrs) 44% (+1%)
38% Considerers (P5yrs) 56% (-1%)
(1]
31%
23%

GENDER

7%
1 D

18-24 25-34 35-44 45-54 55+

*Age with the highest frequency

TYPES OF HOLIDAYS:

m Saudi Arabia total traveller population = Experience Seekers

I 13.3
Spoiling/treating myself (and/or others) 14.2

I (16
High energy, action-filled fun times 13.4

Seeing famous sites, places, ticking off G 1.7
the 'must do' list 13.3

Bespoke, unique, unusual experiences GG 115
and adventures 13.0

I 13.0
Visiting family and friends 12.4

| IEN
Relaxing, resting, recharging 12.2

Exploring, stimulating, learning or  p—EEE 1°.0
challenging yourself 11.7

I 0.9
Familiar, comforting, reconnecting 9.9

SOURCES OF INSPIRATION (BIGGEST SKEWS):

Recommendations
or connections with
friends & family

National tourist Travel
boards apps

Travel bloggers
and influencers

MOST SIGNIFICANTLY DIFFERENT

DRIVERS OF DESTINATION
CHOICE:

Is good to visit at any time of year
(92%)

It has experiences | can't have
anywhere else (93%)

Is inclusive and accessible for visitors
like me (94%)

There are interesting local people to
meet (85%)

Is a place where | can explore history
and heritage (88%)

| can roam around visiting many
types of places (94%)

P~

KEY PERCEPTIONS OF BRITAIN —
HIGHEST DIFFERENCES:

TOP ACTIVITIES (WHERE
PREFERENCES OVERINDEX MOST):

Offers a lot of different experiences in + Participate in action and adventure
one destination (54%) experiences (80%)

Is good to visit at any time of year + Visit famous shops or shopping
(47%) streets/centres (83%)

If | don't visit soon, I'd miss out (45%) * Visit literary, music, film and TV
There is a good variety of food and locations (67%)

drink to try (51%) » Experience city life (79%)

It's easy to get to (52%) + Participate in sport (62%)

COMPETING WITH SOME MORE UNIQUE
DESTINATIONS (vs Saudi Arabia total)

Disproportionately more likely to consider..

cE2 0@

AUSTRIA ITALY GERMANY SPAIN
(+5%) (+3%) (+3%) (+3%) (+3%)
BN
VISITIS

Base size: Experience Seekers n=355; Total n=647 BRITAIN VisitEngland



SAUDI ARABIA: EXPERIENCE SEEKERS PLANNING BEHAVIOUR

Experience Seekers show a higher usage of online marketplaces in their
planning & booking phase, alongside greater use of Online Travel Agents

and Specialist Operators.

The majority are using multiple resources in the booking phase, with
almost half (46%) using 3 or more sources in this final phase of the

journey.

Despite their apparent independence, 39% are booking all elements of
their trip (flights and accommodation) together and show a much higher

propensity to do this via Travel agents .

Don’t be fooled into thinking Experience Seekers are digital-only
customers however — 84% use personal interactions with travel agents
throughout their journey, and less than half of these (36%) use them in the

booking phase.

RESOURCES USED
FOR INSPIRATION:

Online Marketplace
Peer Review Site
Online only Travel Agent or Tour Operator
Specialits Travel Agent or Tour Operator
Travel Agent via Personal Interaction
Price Comparison Site
Airline/Airline Holiday Companies

None of the Above

I /600

50%
I /3%
45%
I 2700
42%
I 40 -
e m Saudi Arabia
I 5 total traveller
38% population
I 360
35% ,
ny Experience
|
%40/‘; Seekers
Bl 4%
3%

RESOURCES FOR PLANNING:

m Saudi Arabia total traveller population

Online only Travel Agent or Tour Operator

Experience Seekers

iall ]
Specialits Travel Agent or Tour Operator 40%

42%

I 39%

40%

Price Comparison Site I NNMEEE 397

- - I
Travel Agent via Personal Interaction 34%

40%

36%

Airline/Airine Holiday Companies N N MM 350

35%

Online Marketplace I NN 367

35%

peer Review Ste 1N NN 349

M 5%
None of the Above 5%

12 , Resources used: Experience Seekers n=6,677: total N=22,840

33%

TOOLS:
71% use more

than one resource
in the planning/
booking phase of
the customer
journey vs 69%
other tourists from
Saudi Arabia

PACKAGE VERSUS SEPARATE BOOKINGS:

Experience
npat N 14 38
Seekers ;

Saudi Arabia
total traveller = 8 [NFiS 39
population

| didn't make the booking / can't recall
B | booked everything separately

| booked some, but not all elements together
m | booked all key elements of the trip as one package

PACKAGE BOOKINGS:

Online only travel agent more likely to
be used to make package bookings
(22%) versus other tourists from Saudi

Arabia(14%)

84%0 we

travel agents IN
PERSON
throughout the
customer journey
Vs 77% for other
tourists from Saudi
Arabia

VISITINS

BRITAIN VisitEngland




SPAIN EXPERIENCE SEEKERS
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SPAIN EXPERIENCE SEEKERS (28%)

Pr0pen3|t¥ to tI;lc’:lV8| Top Holiday Types Preferred
g vs Spain total traveller
Experience Seekers are the best prospect segment for recovery who E)opulloation) (SR O [T
want to squeeze the most out of every second on holiday. Willing to Bespoke, unique o
spend on travel and experiences, they are passionate about travel, they Britain 7.0 (vs 6.8) experiences '
love discovering new, unique, exciting experiences that they can share ' ' High energy, action- 13.7%
i Anywhere filled times :
with others. They want to get ahead of the curve and be seen as a . . _ _
. . : . . internationally 6.6 (vs 6.2) Seeing famous sites,
trailblazer, seeking out immersive experiences that allow them to see, places 13.5%
taste and discover unique activities, places and people. Relaxing, resting, 154
Iil recharging 0
Experience Seekers over-index on potential spend but SOURCES OF INSPIRATION Tog DR'VESS 8':0 - EEFZE\IR_CEPT'ONS OF ggEﬁAECRTEI\IGCIgs-
PRIORITY Experience Seekers are a smaller FOR EXPERIENCE DESTINATION CHOICE: - coni . Explore local food and
i i i % of SEEKERS: » Offers good value for money c s good for seeing famous Xplore local tood an
segment in Spain vs other markets representing 8% o (89%) sites, places, ticking off the beverage specialties (72%)
Spanish tourists. Itis a unique sub segment which Travel bloggers, : Travel websites or . There are vibrant towns and 'must do' list (54%) *  Experience coastal places
over-indexes on younger tourists, particularly 18-24 miuencers -y webpages cities to explore (87%) | can roam around visiting and scenery (71%)

s B el e v i [0y FE e e rainEls as I _ many types of places (50%) « Visit famous/iconic tourist
yrs, _ : y ! . Offers_, lots of_dn‘ferent o + There are interesting local attractions and places
seen in other countries = S 1 - expoerlences in one destination people to meet (50%) (71%)

Likely spend on 10-point scale, where 10 = super Recommendations or § Bargain dealson (0070 » Itseasyto getaround once *  Explore history and
premium and 1 = super budget CfQ“”th'g?s vv_||th | airfaresortours + There is a good variety of food there (48%) heritage (historical sites,
riends & family ] and drink to try(86%) « Is a mixture of old and new archltgcture) (64%)
Spain total travell m Budget i * It's easy to get around once (48%) ’ ExpenencGeilg/ural life and
o i @ | ere (86%) scenery (64%)

m Mid-Range TOP DESTINATIONS LIKELY TO VISIT (excl.

Tourists (5-7)

Experience Seekers A% 51% pIl79 ® Premium B ritai n)
(0] (1] (0] R —A . .
Tourists (8-10) 33% of GB visitors Likely to consider..

went beyond England 2 out of 3 travel
(vs 36% Spain other with their
o . tourists); and partner/ spouse,
Priority Experience Seekers are 56% beyond London q but 1 out of 5
trend endorsers (vs total): GENDER (vs 52;{;’52?5';‘ other travel with kids Italy France  Portugal Ireland
Wellbeing involved 19% (+2%) ' . H resi)nglrjllstleptliilta) 1e8) (53%) (48%) (45%) (39%)

Sustainability engaged 28% (+7%)
Inclusion seekers 22% (-2%)

s

S

VisitEngland

VISIT
Base size: Experience Seekers n=2,081; Total Tier 1 n=5,893; global weighting applies BRITAIN




SPAIN EXPERIENCE SEEKERS (28%)

SPEND POTENTIAL AS VISITOR TO BRITAIN:

Likely spend on 10-point scale, where 10 = super
Premium and 1 = super budget

28%

m Premium Tourists (8-10)
51%

Experience Seekers

= Mid-Range Tourists (5-7)

m Budget Tourists (1-4) Spain total traveller

population

TREND ENDORSERS (vs total)

Wellbeing involved 19% (+2%)
Sustainability engaged 25% (+4%)
Inclusion seekers 25% (+1%)

LIVING
38% (-4%) have kids,

the split is between kids
<12 and 12yrs+ is 47% and A

53% respectively

AGE

*Modal age: 19yrs

VISITORS (vs total)

Median age: 32yrs

30%  30%

21%

13%
6%

18-24 25-34 35-44 45-54 55+
*Age with the highest frequency

Britain Visitors (P5yrs) 38% (=%)
Considerers (P5yrs) 62% (=%)

GENDER

Y @

TYPES OF HOLIDAYS:

W Spain total traveller population Experience Seekers
Bespoke, unique, unusual experiences N 5.0
and adventures 14.1

I so
High energy, action-filled fun times 13.7

Seeing famous sites, places, ticking off G 1
the 'must do' list 135

I 102
Relaxing, resting, recharging 134
Exploring, stimulating,.learning o NN 103

challenging yourself 11.8
I 130
Familiar, comforting, reconnecting 115

I 107
Visiting family and friends 11.4

I 12.0
Spoiling/treating myself (and/or others) 10.7

SOURCES OF INSPIRATION (BIGGEST SKEWS):

Travel Recommendatio Se?/‘érgitgg Billboards, posters,
bloggers ns from fm_ends it or outdoor
99 and family festivals advertising

MOST SIGNIFICANTLY DIFFERENT

DRIVERS OF DESTINATION
CHOICE:

» Offers experiences | want to share on
social media (67%)

* It has surprising and unexpected
experiences (85%)

» If I don't visit soon, I'd miss out (68%)

* There are interesting local people to
meet (83%)

* There is a good variety of food and
drink to try (86%)

» A good place for treating myself, e.g.
Priority brands, gourmet food, etc.
(63%)

-

KEY PERCEPTIONS OF BRITAIN —
HIGHEST DIFFERENCES:

Offers experiences | want to share on
social media (44%)

There is a good variety of food and
drink to try (43%)

A good place for treating myself, e.g.
Priority brands, gourmet food, etc.
(38%)

TOP ACTIVITIES (WHERE
PREFERENCES OVERINDEX MOST):

« Participate in action and adventure
experiences (60%)

+ Attend a live music festival/event (58%)

« Experience pubs, bars and clubs (53%)

+ Participate in sport (33%)

» Socialising with locals (62%)

COMPETING WITH SOME MORE UNIQUE
DESTINATIONS (vs Spain total)

Disproportionately more likely to consider..

E &

NETHERLANDS ITALY

(+11%) (+10%)

Base size: Experience Seekers n=276; Total n=1,001

R =

GERMANY  AUSTRIA
(+10%) (+8%) (+8%)

s\
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SPAIN: EXPERIENCE SEEKERS PLANNING BEHAVIOUR

Experience Seekers show a higher usage of online marketplaces in
their planning & booking phase, alongside greater use of Online Travel
Agents and Specialist Operators. They are also being driven by
bargains/deals more than we see in non European markets

The majority are using multiple resources in the booking phase, with 1
in 4 (25%) using 3 or more sources in this final phase of the journey.

Despite their apparent independence, 34% are booking all elements of
their trip (flights and accommodation) together and show a much higher
propensity to do this via Price comparison sites.

Don’t be fooled into thinking Experience Seekers are digital-only
customers however — 53% use personal interactions with travel agents
throughout their journey, and roughly half of these (22%) use them in
the booking phase.

RESOURCES USED Seer Review Sit
FOR INSPIRATION; "oerneviewsie

Price Comparison Site

Specialits Travel Agent or Tour Operator
Online Marketplace

Travel Agent via Personal Interaction
Online only Travel Agent or Tour Operator
Airline/Airline Holiday Companies

None of the Above

I, 4396

46%
I 690
37%
I 0500
34%
I 500
31%
I - -
25 /%0% W Spain total
. traveller
I :
262g)% population
I 19;/%% Experience
Seekers
Bl %
4%

TOP INSPIRATIONS:

*  Social media/ travel
bloggers(43%)

*  Travel websites/web pages
(43%)

* Recommendations
friends/family(43%)

« Bargains deals on
airfares/tours(41%)

Photography, GIFS or videos
on websites

Social media - travel
bloggers, influencers or
others sharing their
experiences

RESOURCES FOR PLANNING:

m Spain total traveller population Experience Seekers

Online Marketplace

e
33%

TOOLS:
549% use more

Airline/Airline Holiday Companies 22[_-?(%) than one resource
. in the planning/
Peer Review Site 33010//0 booking phase of
0 the customer
Price Comparison Site ] 34{)% journey which is
33%  the same for other
i I 7% tourists from
Specialits Travel Agent or Tour Operator 2504 Spain.
: on N °c
Travel Agent via Personal Interaction 2204 @
: I 0o
Online only Travel Agent or Tour Operator 2304
None of the Above . 70
5%

12 , Resources used: Experience Seekers n=6,677: total N=22,840

Via: ES Non ES Non ES Non

E ' Online 271%  22%  34%  25%
ot
Price 20% 13% 30% 23% 26% 20%
comparis
. on site
Spain total
traveller *Data show stakeholders which are used more by Experience Seekers
population

| didn't make the booking / can't recall
m | booked everything separately
| booked some, but not all elements together
® | booked all key elements of the trip as one package

compared to other segments in the market. ;
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UNITED ARAB EMIRATES
EXPERIENCE SEEKERS
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UAE EXPERIENCE SEEKERS (47%)

Experience Seekers over-index on potential spend. If

we shine the light on the PRIORITY Experience

Seekers (highlighted), they represent 23% of UAE

tourists, and are a unigue sub-segment with a slight
bias to 25-34 yrs, males and interested in new
tourism trends particularly inclusion and
sustainability.

Likely spend on 10-point scale, where 10 = super
premium and 1 = super budget

m Budget
UAE total traveller i
4
population 24 42% 16% ] h/?id-Range
Tourists (5-
o
Tourists (8-
10)
Priority Experience Seekers are
trend endorsers (vs total): GENDER

Wellbeing involved 24% (+7%)
Sustainability engaged 43% (+12%
Inclusion seekers 48% (+14%)

Experience Seekers are the best prospect segment for recovery who
want to squeeze the most out of every second on holiday. Willing to
spend on travel and experiences, they are passionate about travel, they
love discovering new, unique, exciting experiences that they can share
with others. They want to get ahead of the curve and be seen as a
trailblazer, seeking out immersive experiences that allow them to see,
taste and discover unique activities, places and people.

Propensity to travel
(vs UAE total traveller

population)

Britain
Anywhere

SOURCES OF INSPIRATION TOP DRIVERS OF
FOR EXPERIENCE
SEEKERS:

Recommendations 1
by friends & family
on social media

54%

Recommendations or
connections with
friends & family

L L

Travel bloggers,
influencers

National Tourist

Board Websites

64% of GB visitors
went beyond England
(vs 65% UAE other
tourists); and

90% beyond London
(vs 89% UAE other
tourists)

DESTINATION CHOICE:

Is a welcoming place to visit
(93%)

Offers lots of different
experiences in one destination
(91%)

Is good for relaxing, resting,
recharging (91%)

Offers good value for money
(91%)

| can roam around visiting many
types of places (90%)

8.1 (vs 7.9)

internationally 7.4 (vs 7.2)

Visiting family and
friends

KEY PERCEPTIONS OF
BRITAIN:
Is a welcoming place to visit
(56%)
There is beautiful coast and
countryside to explore (56%)
Is good for seeing famous
sites, places, ticking off the
'must do' list (55%)
Is a place where | can
explore history and heritage
(55%)
Is a mixture of old and new
(54%)

High energy, action-
filled fun times

Seeing famous sites,
places, ticking off...

Relaxing, resting,
recharging

Top Holiday Types Preferred
(share of preference)

13.7%
13.3%
13.3%

13.0%

TOP ACTIVITIY
PREFERENCES:

Visit famous/iconic tourist
attractions and places
(79%)

Visit famous shops or
shopping streets/centres
(78%)

Explore local food and
beverage specialties (78%)
Participate in action and
adventure experiences
(78%)

Experience city life (76%)

TOP DESTINATIONS LIKELY TO VISIT (excl.
Britain)

2 out of 3 travel
with their
partner/ spouse,
but 40% travel

Likely to consider...

® O O &

with Kids
res(rglrjl!stlepljilta) Switzerland  Italy Spain
p (64%)  (62%) (60%)

Base size: Experience Seekers n=2,081; Total Tier 1 n=5,893; global weighting applies

France

(59%) (58%)

s
T~
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UAE EXPERIENCE SEEKERS (47%)

SPEND POTENTIAL AS VISITOR TO BRITAIN:

Likely spend on 10-point scale, where 10 = super

Premium and 1 = super budget

Experience Seekers UAE total traveller
population

m Premium Tourists (8-10)

Mid-Range Tourists (5-7)

m Budget Tourists (1-4)

TREND ENDORSERS (vs total)

Wellbeing involved 14% (+3%)
Sustainability engaged 37% (+6%)
Inclusion seekers 40% (+7%)

LIVING

46% (-1%) have kids,

the split is between kids
<12 and 12yrs+ is 68% and
32% respectively

A

AGE

40%

30%
23%

6%
0%

18-24 25-34 35-44 45-54 55+
*Age with the highest frequency

*Modal age: 32yrs
Median age: 36yrs

VISITORS (vs total)
Britain Visitors (P5yrs) 44% (+1%)
Considerers (P5yrs) 56% (-1%)

GENDER

39%
60%

TYPES OF HOLIDAYS:

m UAE total traveller population Experience Seekers

I 4.9
Visiting family and friends 13.7

I 0.6
High energy, action-filled fun times 133

Seeing famous sites, places, ticking off G -0
the 'must do' list 13.3

I (6.0
Relaxing, resting, recharging 13.0

I 11.9
Spoiling/treating myself (and/or others) 12.1

Bespoke, unique, unusual experiences I 0.3

and adventures 12.0
Exploring, stimulating, learning or  — 11.3
challenging yourself 12.0
" . - NN 10.0
Familiar, comforting, reconnecting 10.7

SOURCES OF INSPIRATION (BIGGEST SKEWS):

. 8 Recommendatio Online travel Billboards, posters,
Natlot?al t(;)urlst ot agents/ or outdoor
oar and family websites advertising

MOST SIGNIFICANTLY DIFFERENT

DRIVERS OF DESTINATION
CHOICE:

* A good place for treating myself, e.g.
Priority brands, gourmet food, etc
(85%)

» There are interesting local people to
meet (86%)

* Is awelcoming place to visit (93%)

» Offers experiences | want to share on
social media (84%)

» If I don't visit soon, I'd miss out (81%)

* Has a thriving arts and contemporary
culture scene (86%)

KEY PERCEPTIONS OF BRITAIN —
HIGHEST DIFFERENCES:

Offers a lot of different experiences in
one destination (52%)

* s good to visit at any time of year
(45%)
If I don't visit soon, I'd miss out (43%)

There is a good variety of food and
drink to try (52%)

It's easy to get to (46%)

TOP ACTIVITIES (WHERE
PREFERENCES OVERINDEX MOST):

« Participate in action and adventure
experiences (78%)

« Experience city life (76%)

+ Visit famous shops or shopping
streets/centres (78%)

+ Attend a live music festival/event (67%)

 Visit literary, music, film and TV locations
(63%)

COMPETING WITH SOME MORE UNIQUE
DESTINATIONS (vs UAE total)

Disproportionately more likely to consider..

2 out of 3 travel
with their
partner/ spouse,
but 40% travel
with kids

9 O

© €0

rultinle AUSTRALIA SWITZERLAND SPAIN Ireland
responsepdata) (+6%) (+5%) (+5%) (+5%) (+5%)
VISIT IS

Base size: Experience Seekers n=310; Total n=662

BRITAIN VisitEngland



UAE: EXPERIENCE SEEKERS PLANNING BEHAVIOUR

Experience Seekers show a higher usage of online marketplaces in their Egg?ﬁgggi#gﬁt) Peer Review Site 413{2%
planning & booking phase, alongside greater use of Online Travel Agents : -
and Specialist Operators. Online only Travel Agent or Tour Operator 38 /33%
The majority are using multiple resources in the booking phase, with half Ailine/Airline Holiday Companics T R 380/3130/
(52%) using 3 or more sources in this final phase of the journey. 0
: . . 0 . . Online Marketplace I 3500
Despite their apparent independence, 40% are booking all elements of their 37%
trip (flights and accommodation) together and show a much higher , N 0 m UAE total
propensity to do this via Travel agents. Travel Agent via Personal Interaction 35% traveller
opulation
Don’t be fooled into thinking Experience Seekers are digital-only customers Price Comparison Site I 3%?,2/" PoP
however — 80% use personal interactions with travel agents throughout . Experience
their journey, and roughly half of these (39%) use them in the booking Specialits Travel Agent or Tour Operator I RN s Sezkers
phase.
None of the Above . g‘;//g
RESOURCES FOR PLANNING:
m UAE total traveller population Experience Seekers
veler poptiat “Per . PACKAGE VERSUS SEPARATE BOOKINGS:  PACKAGE BOOKINGS:
Airline/Airline Holiday Companies I 44%3/8’/0 TOOLS:
| o 77% use more oo |
Online only Travel Agent or Tour Operator I 41% than one resource Experience « IR . 39 Travel ag_ent th offers ad_wce through
_ _ T —t in the planning/ Seekers ~ personal interaction more likely to be
Price Comparison Site 41% booking phase of : used to make package bookings (18%)
—— the customer Trmmmmmmmmmm— ' versus other tourists from UAE(13%)

Specialits Travel Agent or Tour Operator

39% journey vs 69% UAE total
other tourists from
- I 5o traveller 5 3 “ 80%
Online Marketplace 29% UAE population 0 0 use

Travel Agent via Personal Interaction I 33%)@ travel agents IN
° L , , PERSON
Peer Review Site N 320{? @ | didn't make the booking / can't recall throughout the
34% m | booked everything separately customer journey

None of the Above vs 79% for other
5% | booked some, but not all elemen.ts together tourists from UAE
m | booked all key elements of the trip as one package

VISITINS

BRITAIN VisitEngland

12 , Resources used: Experience Seekers n=6,677: total N=22,840



USA EXPERIENCE SEEKERS
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Experience Seekers are the best prospect segment for recovery who
want to squeeze the most out of every second on holiday. Willing to
spend on travel and experiences, they are passionate about travel, they
love discovering new, unique, exciting experiences that they can share
with others. They want to get ahead of the curve and be seen as a
trailblazer, seeking out immersive experiences that allow them to see,
taste and discover unique activities, places and people..

USA EXPERIENCE SEEKERS (41%)

Propensity to travel

Top Holiday Types Preferred
(vs USA total traveller

(share of preference)

Experience Seekers over-index on potential spend. If
we shine the light on the PRIORITY Experience
Seekers (highlighted), they represent 28% of US
tourists, and a unique sub-segment which over-index
on being male, 35-44 yrs and are trend endorsers
particularly driven by sustainability.

Likely spend on 10-point scale, where 10 = super
premium and 1 = super budget

m Budget Tourists

USA total traveller 1396 37% 50% (1-4)

population

Experience Seekers AL

PRIORITY Experience Seekers are
trend endorsers (vs total): R

Wellbeing involved 33% (+10%)
Sustainability engaged 50% (+20%)
Inclusion seekers 45% (+11%)

m Mid-Range
Tourists (5-7)

H Premium
Tourists (8-10)

SOURCES OF INSPIRATION
FOR EXPERIENCE
SEEKERS:

Travel websites or 1 Recommendations
web pages by friends & family
on social media

40%

Recommendations or
connections with
friends & family

Travel bloggers,
influencers

R R S ——

52% of GB visitors
went beyond England
(vs 56% USA other
tourists); and
79% beyond London
(vs 79% USA other
tourists)

kids (multiple
q Eresponse data)

Base size: Experience Seekers n=2,081; Total Tier 1 n=5,893; global weighting applies

TOP DRIVERS OF
DESTINATION CHOICE*:

Is a welcoming place to visit .
(76%)
Offers a lot of different ¢

experiences in one destination
(75%)

Is good for seeing famous sites, ’
places, ticking off the ‘'must do’
list (75%)

There is beautiful coast and
countryside to explore (74%)

It has surprising and unexpected
experiences (73%)

More than 2/3
travel with their
partner/ spouse;

almost half of
them travel with

* Tox 2 Box

Is inclusive and accessible for «
visitors like me (55%)

Offers a lot of different .
experiences in one destination
(55%) .

Is a place where | can explore
history and heritage (55%) .
Is good for seeing famous sites,
places, ticking off the 'must do'
list (55%) .
There are vibrant towns and
cities to explore (54%)

Australia
(62%)

Italy
(67%)

population) . .
Seeing famouspfelltceess, G
Britain 8.1 (vs 7.5) . .
Relaxing, resting, 13,50
Anywhere recharging i
internationally 7.6 (vs 6.8) High energy, action- -
filled times ek
Bespoke, unique
Iil Iil experiences 12.4%
KEY PERCEPTIONS OF TOP ACTIVITIY
BRITAIN: PREFERENCES:

Visit famous/iconic tourist
attractions and places (81%)
Explore local food and
beverage specialties (81%)
Experience coastal places
and scenery (81%)

Explore history and heritage
(historical sites, architecture)
(79%)

Experience city life (78%)

TOP DESTINATIONS LIKELY TO VISIT (Excl.
Britain)
Likely to consider...

OO0 o &

France
(68%)

Germany Spain
(61%) (61%)
BN
VISITINS

BRITAIN VisitEngland



USA EXPERIENCE SEEKERS (41%)

SPEND POTENTIAL AS VISITOR TO BRITAIN: | REND ENDORSERS (vs total) AGE Modalageissrs  VISITORS (vs USA total)
. . di 33
» ) o Wellbeing involved 28% (+5%) agoy o eseYS Britain Visitors (P5yrs) 54% (+8%)
Likely spend on 10-point scale, where 10 = super inabili 0 0 .
/ pPremium arr)1d 1 = super budget " Sustal-nablllty SRl S (P 31% Considerers (PSyrs) 46% (-8%)
Inclusion seekers 39% (+5%) Identified as LGBTQ+ 17% (+2%)
® Premium Tourists (8-10) il LIVI NG ETHNI CITY G EN DER
58% (+14%) have (USA) 12% 12%
kids,
= Mid-Range Tourists (5-7) 26% and the split is 77% White 7% @
- between kids <12 8% Black @
m Budget Tourists (1-4) Experience Seekers USA total traveller and 12yrs+ is 38% 7% Latinx
population and 62% 18-24 25-34 35-44 45-54 55+
3% Asian *Age with the highest frequency
TYPES OF HOLIDAYS: MOST SIGNIFICANTLY DIFFERENT KEY PERCEPTIONS OF BRITAIN — TOP ACTIVITIES (WHERE
DRIVERS OF DESTINATION HIGHEST DIFFERENCES: PREFERENCES OVERINDEX MOST):
m USA total traveller population Experience Seekers . CHOICE: - If I don't visit soon, I'd miss out (41%) - Participate in action and adventure
Seeing famous sites, places, ticking off the G . . . Is good to visit at any time of year experiences (75%)
must do list 14.9 S\EZE ((agg(;)r)lences to share on social (51%) . Attend a sporting event (67%)
Relaxing, resting, recharging 55|+ Agood place for treating myseff, e.g. Offers the opportunity to travel Participate in wellness activities (65%)
— Priority brands, gourmet food, etc. sustainably (49%) + Participate in sports (63%)
High energy, action-filled fun times : 12.6 (85%) «  Offers experiences | want to share on + Volunteering (57%)
Bespoke, unique, unusual experiences  MEEEG_—_—_— ., + It offers the opportunity to travel social media (48%) - Visit literary, music, film and TV
and adventures 12% sustainably/responsibly (85%) + Offers good value for money (47%) locations (68%)
Exploring, stimulating, learning or  EEEEEGEGEGEGEGEGEGEEE 12 » Has a thriving arts and contemporary
challenging yourself 12.4 culture scene (84%) COMPETING WITH SOME MORE UN |QUE
o I 0.5 + A place recommended by family & DESTINATIONS (vs USA total)
Spoiling/treating myself (and/or others) 119 friends (84%) . . . .
D - | M , Disproportionately more likely to consider...
- . . : » If I don't visit soon, I'd miss out (76%)
Visiting family and friends 116 .
Familiar, comforting, reconnecting 10.7 -
SOURCES OF INSPIRATION (BIGGEST SKEWS): GERMANY FRANCE ~ GREECE AUSTRALIA  SPAIN
Recommendations .. | bloggers Music, Kids' TV, movies (+14%) (+14%) (+14%) (+14%) (+10%)
orfﬁggg:cgagrsnmth Eees cotré(iﬁ;ts, or frog;r(i)%rllds at —

N —
7% Base size: Experience Seekers n=652; Total n=1,576 ME e




USA: EXPERIENCE SEEKERS PLANNING BEHAVIOUR

Experience Seekers show a higher usage of online marketplaces in their Online only Travel Agent or Tour Operator I == 39 28%
planning & booking phase, alongside greater use of Online Travel RESOURCES USED
Agents and Specialist Operators. FOR INSPIRATION: Price Comparison Site 5390 38%
The majority are using multiple resources in the booking phase, with Online Marketplace A 196
40% using 3 or more sources in this final phase of the journey. 36%
: : : - ; - I 0©°
Despite their apparent independence, 55% are booking all elements of Travel Agent via Personal Interaction 29% 36% mUSA total
their trip (flights and accommodation) together and show a much higher I 3/ traveller
propensity to do this via Price comparison sites. Peer Review Site y -
y 35% population
Don’t be fooled into thinking Experience Seekers are digital-only Specialtts Travel Agent or Tour Operator I . 0%
customers however — 65% use personal interactions with travel agents 34% Experience
throughout their journey, and roughly half of these (29%) use them in the Aitine/Airline Holiday Companics N TR 200 Seckers
booking phase. 33%
None of the Above q 13%
RESOURCES FOR PLANNING:
m USA total traveller population Experience Seekers
Ry ) PACKAGE VERSUS SEPARATE BOOKINGS: PACKAGE BOOKINGS:
Price Comparison Site 40(:;)/0 TOOLS §Poo00050000990990000000000000000000 c
- E— 72% use more - :
Online only Travel Agent or Tour Operator 39% than one resource Experience g 28 1 Price comparison sites more likely to be
. T in the planning/ S ; used to make package bookings (20%)
Specialits Travel Agent or Tour Operator 350 booking phase of versus non Experience Seekers (15%)

0 | e customer
On 'n r _ 30 0
|| e Ma ketplace /

350 journey vs 60% USA total
. other tourists from traveller 8 29
Aifine/Aifine Holiday Companies M 5175 USA population 6 5 % Use

33%
Peer Review Site I 283010% travel agents IN ﬁ
. N 2o @ | didn't make the booking / can't recall PERSON
Travel Agent via Personal Interaction o , throughout the
29% m | booked everything separately customer journey
e
None of the Above NI 9% | booked some, but not all elements together vs 54% for other

5% :
m | booked all key elements of the trip as one package tourists from USA

VISITINS
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APPENDIX: HOW TO READ THE
PEN PORTRAITS
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HOW TO READ THE PEN PORTRAITS

Pen portraits have been developed for the Experience Seeker segment and, additionally,
the Priority Experience Seeker segment which is the higher-spending sub-segment of Experience Seekers.

The purpose of a pen-portrait is to give a very quick snapshot summary of some key indicators which
help identify the target tourist. Each pen portrait has three pages.

The first page indicates key demographics, holiday motivations, desires and behaviours.
The second focusses on elements of the customer journey to inform how and where we can engage with them.

*The Experience Seeker, or Priority Experience Seeker data is generally compared with either:
(a) the total tourist population, or (b) all tourists who are not Experience Seekers (or Priority Experience Seekers as the case may
be).

Both approaches highlight how the segment is unique and distinctive.

We typically use blue numbers to highlight data that is significantly higher from the comparative audience
and red numbers are significantly lower. The colour coding is intended to help instant navigation towards what is most distinctive.

We also list the most distinctive drivers, perceptions of Britain and activities.
These are listed in descending order, so the top statement in each section will be the single
biggest difference between the segment and those not in the segment, even if it isn’t the largest in absolute terms.

*European respondents tend to give lower scores due to cultural differences and proximity with Britain




Experience Seekers over-index on potential spend. If
we shine the light on the PRIORITY Experience

Seekers (highlighted), they represent 13% of global
tourists, but a unique sub-segment which over-index
on being younger, male and interested in new tourism

trandc
U Ciiug.

Likely spend on 10-point scale, where 10 = super
premium and 1 = super budget

m Budget Tourists
22%| 48% 30% (1-4)
m Mid-Range
Tourists (5-7)

Tourists (8-10)

Total traveller
population

PRIORITY Experience Seekers are

trend endorsers (vs total): GENDER
Wellbeing involved 23% (+8%) P~ .3;*-
Sustainability engaged 40% (+19%) \*) -/‘""':"':‘}lﬁ“'? -

B o ()

Inclusion seekers 40% (+15%) > o

Joooc

Experience Seekers are the best prospect segment for recovery who
want to squeeze the most out of every second on holiday. Willing to Provides an overview summarising the

spend on travel and experiences, they are passionate about travel, they > segment, what defines them as an international
love discovering new, unique, exciting experiences that they can share ’

with others. They want to get ahead of the curve and be seen as a
trailblazer, seeking out immersive experiences that allow them to see,
taste and discover unique activities, places and people.

tourist and how to connect with them.

Introduces a key sub-segment of interest —

> the higher-spending Experience Seekers,
including snapshot of their size and unique
profile

(blue = significantly higher than total
population)

The data from which the sub-

—

> segment of Priority Experience
Seekers are identified

A quick snapshot to remind us of any key (highlighted by the gold box)

differences which separate Priority Experience
Seekers from the norm (total population)

VISITINS
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Average propensity to travel (average on a 10-point scale
where 10 = ‘definitely visit’) compared to total population.
Blue numbers are significantly higher; red lower.

Propensity to travel
(vs Global total)

Britain

7.5 (Vs 6.8)

Anywhere
internationally 6.4 (vs 5.5)

Seeing famous sites,

Relaxing, resting,

Top Holiday Types Preferred

(share of preference)

places B

recharging Lt

The top kind of holidays preferred by this
segment

This show top influences for Experience

Seekers overall. The numbers in the < FOR EXPERIENCE
boxes indicate the percentage of SEEKERS:
respondents WhO SeIeCted these OptiOﬂS Recommendations 1 Recommendations

The top drivers of destination choice,
perceptions of Britain and activity
preferences (Top 3 box score where
asked on a 10-point scale), Perceptions
Is based on % who associate this
statement with Britain <

by friends & family
on social media

Travel bloggers and

High energy, action-

A

SOURCES OF INSPIRATION

by friends and
family

web pages

influencers

= e o o o o

Travel websites or

Key facts on travelling generally, as well
as to Britain specifically (of visitors who
visited in the past 5 years)

The top destinations based on
propensity to visit scores

(8,9 or 10 on a 10-point scale), but
excluding Britain (biased because we
only spoke to considerers of Britain)

44—

48% of GB visitors
went beyond England
(vs 43% other
tourists); and
72% beyond London
(vs 65% other tourists)

A

filled times

Bespoke, unique
experiences

13.2%

12.5%

TOP DRIVERS OF KEY PERCEPTIONS OF

DESTINATION CHOICE: BRITAIN:
Offers good value for money  * Is a place where | can .
(87%) explore history & heritage
Is a welcoming place to visit (52%)
(86%) gp There are vibrant towns & °

o cities to explore (51%)
| can roam around visiting many. s good for seeing famous
types of places (86%) sites, places, ticking off .

Offers a lot of different the ‘must do’ list (51%)
experiences in one destination « | can roam around many
(86%) types of places (50%) °

It has experiences | can’t h~~
anywhere else (85%)

_ Britain)
60% travel with Likely to consider...
their partner/

spouse, but 31%
travel with kids

(multiple response

data) i

Australia Greece Italy

(56%) (56%) (55%)

Base size: Experience Seekers n=2,081; Total Tier 1 n=5,893; global weighting applies

TOP ACTIVITIY
PREFERENCES:
Explore local food &
beverage specialties
(73%)

Experience coastal
places and scenery
(72%)

Visit famous/iconic
tourist attractions and
places (70%)
Experience city life
(67%)

TOP DESTINATIONS LIKELY TO VISIT (excl.

9 = 0O 0O O

France Spain
(53%) (53%)

VISITINS
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SPEND POTENTIAL AS VISITOR TO BRITAIN:

Likely spend on 10-point scale, where 10 = super
Premium and 1 = super budget

30%

m Premium Tourists (8-10)

Mid-Range Tourists (5-7)

22%

m Budget Tourists (1-4) Priority Experience Total
Seekers

TYPES OF HOLIDAYS:
m Other Tourists ~ ® Priority Experience Seekers

Relaxing, resting, recharging

Seeing famous sites, places, ticking off

the 'must do' list

Spoiling/treating myself (and/or others)

High energy, action-filled fun times
Exploring, stimulating, learning or
challenging yourself

Visiting family and friends
Bespoke, unique, unusual experiences
and adventures

Familiar, comforting, reconnecting

SOURCES OF INSPIRATION (BIGGEST SKEWS):

Kids TV/ movies/  Qutdoor  Music, concerts, 17avel bloggers,
friends Advertising tours influencers on

social media

This chart compares the target segment with the total population of tourists
based on the question of what type of tourist they would be if visiting Britain.

The title explains the question responses (as does the legend).

Where blue or red font would be too hard to read, we have used blue or red boxes
to indicate significantly higher or lower comparative results. In this case, Priority
Experience Seekers had to all respond within the top 3 options of the question
scale, which explains why 100% of them are premium tourists!

This chart compares the proportion of holidays generally taken by the target
segment compared to those not in that segment. The bigger the difference is in
the bar lengths, the more distinctive the segment is — note the use of blue and red
numbers to indicate statistically significant differences. The bars are in
descending order of size according to the target segment being profiled.

A quick snapshot highlighting sources of inspiration that differ most between the
target segment and total population in the market. The numbers in the blue boxes
indicate the magnitude of difference.
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These indicators are explained in the full MIDAS report, but = TREND ENDORSERS (vs total) AGE T VISITORS (vs total)
essentially look at how involved the target segment is when it welleting | 0 0 Median age: 36yr
: : , : . g involved 23% (+8%) eclan age: SoVIs Britain Visitors (P5yrs) 47% (+9%)
comes to choosing holidays which fulfil Wellbeing, - 0 0 4 y ’ i
Sustainability and Inclusion needs. Sizes within the target SUSta'_nab'“ty e AL () 32% 30% Considerers (2yrs) 53% (-9%)
segment are compared to total population in the market — e.g. Inclusion seekers 40% (+15%)
23% are Wellbeing involved and this number is 8 percentage -
points higher than the total figure (which would be 15%). LIVING 1he GENDER
0 i 13% g
Demographic breakdowns should be self-explanatory — once 5> gg ftﬁévg l;'s”st’ ’
again, look for blue figures which indicate higher skews evenly between kids <12 A 6% 45%
relative to total population. (50%) and 12yrs+ (50%) 5504
The sample is split by either Britain Visitors (have visited in I i e
Past 5 Years), or considerers (have not visited Britain in past 5 Age with the highest frequency
ears, but would consider doing so in next 2 years). As a
?‘/esun the figures will add to 1090% Data is cgmpaZed vs total MOST SIGNIFICANTLY DIFFERENT KEY PERCEPTIONS OF BRITAIN — TOP ACTIVITIES (WHERE
tourisi population in the market ' DRIVERS OF DESTINATION HIGHEST DIFFERENCES: PREFERENCES OVERINDEX MOST):
CHOICE: If 1 don't visit soon, I'd miss out (41%) ~ * Participate in sport (66%)
These three sections (drivers, Britain perceptions, activities) . Offers experiences to share on social Offers good value for money (43%) + Participate in action and adventure
illustrate the largest differences vs those not in the target > media (87%) + Offers the opportunity to travel exper(;ences (79%) ( |
segment in descending order. Absolute percentages are also sustainably (46%) *  Attend a sporting event (71%
shgwn (drivers and acgvities Top 3 box irrlJ1portancge) * A good place for treating myself A good place for treating myself (47%) + Attend a learning course (66%)
' (90%) A good place for recharging (45%) *  Volunteering (60%)

perceptions are the % believing this statement describes
Britain.

Some simple stats and figures on who they travel with is
included.

And the countries where the segment has a disproportionately
higher propensity to visit (Top 3 box score on a 10-point scale)
is shown here alongside the magnitude of the difference
versus total population in the market.

» If I don't visit soon, I'll miss out (83%)

* Has a thriving arts and contemporary
culture scene (87%)

Participate in wellness activities
(67%)

COMPETING WITH SOME MORE UNIQUE

DESTINATIONS (vs global total)

* A place recommended by family &
friends (86%)

2 in 3 travel with
their partner/
spouse, but 1in
3 travel with kids

» Offers the opportunity to travel
sustainably (88%)

)

CANADA CROATIA

The relevant base sizes are indicated at the bottom of the

D (multiple

response data) > (+39%) (+36%)

page. Where global weighting is applied, this is explained in
the full report, but is based on approximate value contributions
from the inbound markets (sourced from IPS data)

> Base size: Priority Experience Seekers n=3,004; Total Tier 1 n=5,893; global weighting applies

Disproportionately more likely to consider...

@

CHINA
(+30%)

- £

INDIA
(+34%)

USA
(+31%)

ISITNS

v
BRITAIN

VisitEngland



RESOURCES USED Pprice Comparison Sitc 2

Experience Seekers show a higher usage of online marketplaces in their planning & FOR INSPIRATION: 38%
booking phase, alongside greater use of Online Travel Agents and Specialist Operators. Peer Review Site e %3‘(’)//0
The majority are using multiple resources in the booking phase, with one in 3 (35%) ’
using 3 or more sources in this final phase of the journey. Online Marketplace I 309 35%
Despite their apparent independence, 37% are booking all elements of their trip (flights I 20
and accommodation) together and show a much higher propensity to do this via Online Online only Travel Agent or Tour Operator *34%
Market Places. - o N 297
Don’t be fooled into thinking Experience Seekers are digital-only customers however — Travel Agent via Personal Interaction 33%  wTotal
65% use personal interactions with travel agents throughout their journey, and roughly o I 050 treolvaéller
half of these (30%) use them in the booking phase. Specialits Travel Agent or Tour Operator 31% oopulation
Airline/Airline Holiday Companies I 26%31(y Experience
0
Seekers
? None of the Above _8% 12%

A short summary of the segment learnings as they apply
to the customer journey is captured here.

And the abridged list of resources (which was repeated
for the planning & booking phase) is shown here, with the
incidence of the segment using each resource compared
to the total tourist population.

These are sorted in descending order by target segment
usage. Red and blue indicators are used to highlight
differences.
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The same set of tools and resources are
shown when it comes to those used for

planning and booking.

Once again, they are shown in

descending incidence of the target

segment.

We illustrate the number
of tools used in the key
planning & booking
phase and compare this
to those tourists NOT in
the target segment.

WE asked about independent or

package bookings, comparing the target

segment with the total tourist
population.

Blue and red boxes are used where font
colours would be difficult to see (only on

one bar so as not to be cluttered)

The first statistic comes from the base
indicated by the dotted red box —i.e.
only those who said they booked all
elements as one package were then
asked HOW they made the booking.

Separately, we indicate what proportion
of the segment use in-person travel
agents, as the high proportion was
found to be quite surprising.

}

RESOURCES FOR PLANNING:

m Total traveller population

Experience Seekers

Price Comparison St I R 360

37%

Online only Travel Agent or Tour | NN 30%

Operator

Online Marketplace RN 25

33%

32%

Airline/Airline Holiday Companies I 3170

- - I
Travel Agent via Personal Interaction 28%

31%

30%

Peer Review Site N 250

iali |
Specialits Travel Agent or Tour Operator 26%

None of the Above _8%}1%

12, Resources used; Experience Seekers n=6,677; total N=22,840

30%

29%

TOOLS:
63% use more

than one resource
in the planning/
booking phase of
the customer
journey vs 55%
other tourists

PACKAGE VERSUS SEPARATE BOOKINGS:

Online market places more likely to be
=P Uused to make package bookings (15%)
versus other tourists (10%)

Experience
Seekers

Total
traveller 9 31

population

| didn't make the booking / can't recall
m | booked everything separately
| booked some, but not all elements together

m | booked all key elements of the trip as one package

Lasssssssssssssssssnnns -

PACKAGE BOOKINGS:

65%0 .

travel agents IN
PERSON
throughout the
customer journey
vs 55% for other
tourists

B
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