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“It is still unclear how Brexit negotiations will affect the
travel market. However, Mintel finds that a sizeable
proportion of holidaymakers say they plan to take more
trips in 2017. While this is positive news, our research also
finds that consumers will adopt savvier shopping
behaviours, with some opting for cheaper destinations
abroad or ones in the UK.”

— Fergal McGivney, Travel Analyst

This report looks at the following areas:

o Potential for an increase in rural holidays RE PO RT NOW
e A relatively positive outlook for 2017

This Report examines the holiday habits and attitudes of British adults. Holidays can take place in the VISIT:

UK or abroad, but must constitute at least one overnight stay. The business travel market is not Sto re.mi nte| .COm

reviewed in this Report. An adult, for the purposes of Mintel’s research, is anyone aged 16 or over.
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Figure 40: Holiday destinations visited in the past 12 months (combined), by location, November 2016

Holiday Types Taken

Millennials the driving force behind the rise of city breaks
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Experience and authenticity are important for big spenders
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Luxury Big-Ticket Holiday Spenders are more cautious about Brexit
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25-34s most likely to incur some debt to go on holidays
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Potential for an increase in rural holidays?
Figure 53: Holiday types interested in taking over the next 12 months, November 2016

East/West Mainlanders, older consumers and the financially burdened are the least likely to holiday

Holidays after the Brexit Vote

Relatively positive outlook following the leave vote

Impact of the EU referendum vote
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Consumers will adopt even savvier shopping habits
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