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"Consumers are becoming more active on their holidays.
Being outdoors in nature, getting fitter and de-stressing

are the leading consumer motivations."

This report looks at the following areas:

• Mainstreaming activity and adventure travel
• Healthy lifestyle brands

Mintel’s data points to significant growth prospects, with the market likely to gradually become more
‘mainstream’ as it continues to broaden its appeal beyond the core under-35 demographic.
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