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“To stand out in an intensely price-competitive market,
beach destinations need to blend the generic attractions of

sun, sea and sand with local flavours and unique
attractions to become more distinctive, and operators need

to invest in state-of-the-art resort facilities as well as
facilitating add-on experiences beyond the beach.”

– John Worthington, Senior Analyst

This report looks at the following areas:

• How can the traditional ‘fly and flop’ holiday evolve in future?
• What is the potential for long-haul beach holidays?
• What does the future hold for all-inclusive beach holidays?

Mintel estimates the number of beach holidays abroad in 2014 at 15.0 million with a total value of
around £10.7 billion (excluding transport costs). Beach holidays have been impacted by challenging
trading conditions since 2008 in line with holidays abroad as a whole. However they appear to have
shown more resilience than the overall market, with consumers reluctant to give up their annual dose
of foreign sunshine.

At the same time this most mainstream of holidays is in danger of becoming a purely price-driven,
commoditised market as the rise of online dynamic packaging threatens the traditional role of tour
operators, while mass-market sun, sea, sand destinations struggle to diversify beyond a limited ‘bucket
and spade’ image.

This report explores key market drivers, trends and opportunities, looks at leading operators and
products and includes consumer analysis including beach holiday destinations visited, type of
accommodation used, how beach holidays are booked, important factors in choosing beach holidays
and attitudes. This is the first time Mintel has reported on this market
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Likes and dislikes

‘Beach-plus’ is dominant attitude
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