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“The outlook for the overseas holiday market in 2016 is
positive due to rising consumer confidence, the strong
Pound, low unemployment and falling airfares resulting
from cheap oil. Along with the longer beach holiday,
supplementary city breaks should be popular especially
among the under-35s.”

— Fergal McGivney, Technology and Travel Analyst
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The outlook for the holiday market over the next five years is broadly positive. Total volume is
expected to have returned to growth in 2015, rising by 4.8% to around 95.8 million trips. Total market
value is expected to have risen by 6.5% to £39.9 billion in the same time period. By 2020, total holiday CALL
volume is forecast to rise by around 3.1% to 98.8 million, while total holiday expenditure is forecast to EMEA
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rise by 13.1% to £45.1 billion. Overall, while the overseas holiday market is expected to see strong
growth, the larger domestic market is expected to struggle, which in turn will dampen performance in
the overall market.
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A jump in holidays both in the UK and overseas

City breaks on the rise

Smartphone bookings still uncommon
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Figure 33: Holiday destinations visited in the past 12 months, October 2014 and November 2015
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UK is the most popular repeat holiday destination followed by France
Figure 37: Amount of holidays taken in various destinations, November 2015

Type of Holidays Taken in the Past Year

City breaks’ popularity grows
Figure 38: Holiday types taken in the past 12 months, October 2014 and November 2015

City breaks popular among high-frequency holidaymakers

Figure 39: Holiday types taken in the past 12 months, by repertoire of holiday destinations visited in the past 12 months, November
2015

Snowsports for the affluent young, and cruises for the affluent seniors
Figure 40: Holiday types taken in the past 12 months, by age, November 2015
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New technology enabling new experiences

Travel agents: experience as a service
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Figure 41: Holiday booking methods, November 2015

Online Booking Methods

Mobile bookings should become more common in the future
Figure 42: Attitudes towards booking a holiday on a smartphone versus a laptop/desktop/tablet, November 2015
Voice bookings in the home
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Figure 43: Online booking methods, November 2015
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The consumer — a vital cog in the marketing machine
Figure 44: Discounts offered by Nordic Light Hotel for Facebook and Instagram friends/followers and fans

Figure 45: Holiday destination influencing factors, November 2015

High-frequency holidaymakers heavenly influenced by their peers
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Holiday Attitudes

Budget flights not so appealing for long-haul travel
Digital travel guides could help brands engage smartphone users

Beacons could also help further engagement via smartphones
Figure 47: Holiday attitudes, November 2015

Future Holiday Plans

Figure 48: Future holiday plans, November 2015

More short breaks on the cards for ABs in 2016

Airbnb usage still low but popularity set to increase

CHAID analysis — Holiday Review — January 2015

Methodology

Millennials who have caught the travel bug are key targets for uptake of travel apps
Figure 49: Target groups based on attitudes towards researching and booking for holidays — CHAID — tree output, November 2015

Figure 50: Target groups based on attitudes towards researching and booking for holidays — CHAID — Table output, November 2015
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Figure 51: Best- and worst-case forecast for total holiday volume, 2015-20
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Figure 56: Best- and worst-case forecast for domestic holiday value*, 2015-20
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