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“Brexit has presented opportunities for the domestic
market. The latest data suggests that 2017 has been a good
year for domestic tourism. Although growth in overseas
holidays has remained strong, there is a chance that many
consumers will be willing to swap their overseas short
breaks for cheaper UK-based ones.”

— Fergal McGivney, Travel Analyst

This report looks at the following areas:

e Consumers who are cutting back on short breaks present opportunities for domestic RE PO RT N OW
brands
Domestic brands can tap into the lucrative bleisure trend

o Nearly a quarter are interested in Airbnb for domestic holidays VISIT:

store.mintel.com

There is a great opportunity to win customers and build loyalty amidst this post-referendum
uncertainty. In particular, there is growth potential in the domestic short break market. Many

consumers, the 16-34s in particular, will aim to keep their week-long overseas holiday during the CALL:
summer, but will be considering dropping one or two of their overseas short breaks during the low EMEA
seasons. Domestic brands can fill these voids if they can provide value for consumers. +44 (0) 20 7606 4533
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. more holistic view of this market
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£40 million Discover England fund approaching its third year
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Half the population have been on holiday in the UK over the past year
Short and long breaks equally popular

City breaks are the most popular type of holiday

Two thirds of consumers travel by car

Over half of UK consumers are planning a domestic break
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Value for money when holidaying in the UK can be an issue
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Half the population have been on holiday in the UK over the past year
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A boost for short breaks over the August Bank Holiday weekend
Figure 30: Length of last domestic holiday, July 2016 and August 2017
Overseas holiday habits have changed...

...but what does this mean for domestic holidays?
Figure 31: Attitudes towards domestic holidays, August 2017

Domestic Holiday Type

Holiday product offerings — which types are most popular?
Figure 32: Type of last domestic holiday, August 2017

Which type of consumers favour these different holiday products?
Figure 33: Type of last domestic holiday, by age, August 2017

City breaks tend to be short breaks of one to three nights
Figure 34: Type of last domestic holiday, by holiday length, August 2017
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Millennials may be cutting back on overseas short breaks; this spells an opportunity for domestic brands
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Figure 38: Number of visits to Iceland by UK residents, by age, 2016
Potential boost for the camping and caravanning market on the horizon
Domestic holidays for families

Tapping into nostalgia when targeting Millennial parents

Mode of Transport

Two thirds of consumers travel by car
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Over half of UK consumers are planning a domestic break
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Attitudes towards Domestic Holidays I

Communicating the beauty of the countryside through mobile
Figure 49: Attitudes towards domestic holidays I, August 2017

Nearly a quarter are interested in Airbnb for domestic holidays

Attitudes towards Domestic Holidays I1

Value for money when holidaying in the UK can be an issue...

...but consumers see the UK as an exciting holiday
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Figure 50: Attitudes towards domestic holidays II, August 2017

Domestic versus Overseas Preference

Home or away? How would consumers spend £1,000 holiday money?
Figure 51: Spending on domestic holidays vs spending abroad, August 2017
Going abroad

Staying at home
Figure 52: Spending on domestic holidays vs spending abroad, by domestic holiday type, August 2017
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Methodology

Using weather data to promote domestic trips
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Forecast methodology
Figure 55: Best- and worst-case forecast for domestic holidays volume, 2017-22

Figure 56: Best- and worst-case forecast for domestic holidays value, 2017-22
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