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1 “Budget long-haul fares are becoming economically viable

for airlines. Cheap oil and new fuel-efficient planes like the

‘ Boeing 787 Dreamliner and the smaller 737 MAX are
increasing margins. Consumers are also more open to a
no-frills long-haul service. But long-haul destinations must
compete with cheaper places locations closer to home.”

— Fergal McGivney, Travel Analyst

This report looks at the following areas:

BUY THIS

e Young consumers more open to no-frills long-haul flights RE PO RT NOW
e A third of consumers are open to using Airbnb on a long-haul trip
e Japan overtakes Cape Town as the cheapest long-haul destination VISIT
Following the Brexit referendum result, the Pound is weak and inflation is higher, putting a strain on store.m i nte| .COom
consumer finances. However, this does not seem to be dampening people’s appetite for long-haul
holidays.

CALL:
Mintel estimates a 2.9% increase in long-haul volume in 2017, bringing the number of trips to just over EMEA
8 million. In 2018, this is expected to slow to 1.7% due to consumer caution during Brexit negotiations. +44 (0) 20 7606 4533

However, volume growth is expected to pick up after this as more fuel-efficient aircraft enter the
market.

2 g=VAll
Mintel’s consumer research shows that the proportion of people taking long-haul trips is higher than 0800 095 9094
last year. Some 46% of consumers took a long-haul holiday in the five years to July 2017. This is 9
percentage points higher than the previous year, when 37% took a long-haul holiday in the five years
to July 2016. Americas
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The Consumer — What You Need to Know

A greater proportion are taking long-haul holidays

Stronger growth for Canada compared to the US

Low-cost long-haul airlines are disrupting full-service model

Younger consumers more open to unbundled fares and paying for extras
Consumers could respond well to all-inclusive deals

A third of consumers are open to using Airbnb on a long-haul trip
Multicentre trips a good option for long-haul holidaymakers

Preference for long-haul vs short-haul

Long-haul Holidays Taken

A greater proportion are taking long-haul holidays
Figure 22: Long-haul holiday trips taken by UK residents, Q1 2016 VS Q1 2017

Figure 23: Long-haul holidays taken in the past five years, July 2016 vs July 2017
Who is taking more long-haul holidays?
Figure 24: Long-haul holidays taken in the past five years, by age, July 2016 vs July 2017
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When are long-haul holidays taken?
Figure 26: Long-haul holiday trips taken by UK residents, by quarter, long-haul countries visited vs all countries visited, 2016

Figure 27: Long-haul holiday trips taken by UK residents, by quarter, 2014-16

Reasons for Not Taking a Long-haul Holiday

Expense is the main reason for not taking a long-haul holiday

Older consumers prefer to stay closer to home
Figure 28: Reasons for not going on a long-haul holiday, July 2017

Long-haul Destinations Visited

Stronger growth for Canada compared to the US
Figure 29: Long-haul holiday destinations visited in the last five years, July 2017

Luxury travellers are concerned about potential negative effects of Brexit
Figure 30: Long-haul holiday destinations by number of visits, 2015 vs 2016

Attractive long-haul holiday destinations
Figure 31: Post Office Holiday Cost Barometer, cost of 8 common holiday items* in selected destinations, 2017

Figure 32: Average hotel prices in selected cities, 2016

Mode of Transport for Long-haul Holidays

Low-cost long-haul airlines are disrupting full-service model
Figure 33: Mode of transport for long-haul holidays, July 2017

Figure 34: Direct connectivity outside of Europe, full-service versus low-cost carrier, 2007 and 2017

Young consumers more open to budget long-haul flights
Figure 35: Mode of transport for long-haul holidays, by age, July 2017

Younger consumers more open to unbundled fares and paying for extras in return for cheaper fares
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Figure 36: Attitudes towards paying for onboard services, July 2017
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Figure 38: Repertoire of attitudes towards paying for on-board services, by location, July 2017

Attitudes towards Long-haul Holidays

Consumer could respond well to all-inclusive deals ...

... but many are expecting to be able to customise packaged products
Figure 39: Attitudes towards long-haul holidays, July 2017

A third feel it is worth paying extra for premium economy
Figure 40: Standard economy vs premium economy flight services, London to New York from 18-16 April 2018

A third of consumers are open to using Airbnb on a long-haul trip

Interest in taking Long-haul Holiday Types

Multicentre trips a good option for long-haul holidaymakers
Cruise market doing well as older consumers remain financially confident

Lack of snow could see avid skiers travel longer distances
Figure 41: Interest in long-haul holiday types, July 2017

Preference for Long-haul vs Short-haul

Figure 42: Preferences for long-haul vs short-haul holidays, July 2017
Figure 43: Preferences for long-haul vs short-haul holidays, July 2017

CHAID Analysis — Attitudes towards Long-haul Holidays II

Methodology

Parents that use charter airlines are keenest on all-inclusive deals
Figure 44: Target groups based on attitudes towards long-haul holidays - CHAID - Tree output, July 2017

Figure 45: Target groups based on attitudes towards long-haul holidays - CHAID - Table output, July 2017

Appendix - Data Sources, Abbreviations and Supporting Information

Abbreviations

Consumer research methodology

Appendix - Market Size and Forecast

Forecast methodology
Figure 46: Best- and worst-case forecast for long-haul volume, 2017-22

Figure 47: Best- and worst-case forecast for long-haul value, 2017-22
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