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Objectives @ ﬁiﬂ'ﬁﬁd

Assess travel behaviour and seasonal trends for domestic travel

«  Explore how many took a domestic break, and seasonality of trip types, lifestages
and motivations.

What did travel for winter 23/24 look like and deep dive into winter city breaks

« Explore domestic winter travel and winter city break behaviours across lifestages
and motivations for taking them.

Explore what future domestic travel trends

 Identifying macro factors influencing domestic travel this year and their
implications.




Failte
@ Ireland

Primary research sources used

Failte Ireland’s Domestic Tracker (BBT)
* Nationally representative sample of n=1,300 Island of Ireland (IOl) consumers interviewed

monthly, online.
« Broad content covering past travel behaviour, future travel intent, trip specifics.

Central Statistics Office (CSO) — Household Travel Survey
« Has two components reporting the number of trips taken — Domestic Travel and Outbound
Travel.
« Monthly survey of n=4,600 households — ROl only, does not have a NI component.
* Any direct comparisons between the CSO and the BBT are made on an ROI resident basis.
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Key findings \‘7', Ireland

« Maintaining a positive momentum through 2024 will have its challenges.

« Interms of trips taken, the domestic category continues to grow. However, this growth is driven by those already engaged in ROI
as a destination —so increases in the number of trips per person (frequency) are central to continued growth.

« The strategy of regional dispersal and seasonality aligns to increasing frequency, in seeking to provide new or alternative occasions
for travel.

« The macro-environment will play a key and influential role in short-term domestic behaviour.

« Inthe absence of improvements to discretionary income, general increases to the cost of domestic holidays will curtail demand.
Issues with accommodation supply will compound this effect.

- The weather (albeit a long-cited barrier to travel) is becoming a prominent element due to more recent patterns —the summer
wash outin 2023; 2024 —already wetter than average.

- Both these elements may tip the ‘value’ equation in favour of Abroad travel, adding further momentum to destinations that are
already showing growth in demand.

+ lllustrating value-for-money remains a key challenge in converting domestic demand.

- Communicating and cultivating exceptional visitor experiences shifts appraisals away from cost towards value. Differentiated
experiences aligned to the ebb and flow of motivations across seasons will help meet visitor needs. Social Energy and Adventure,
as they are energy and activity based, provide reasons to travel both peak / off-peak, but also to less busy / popular destinations.
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ROI residents are taking more domestic trips, but increases @ rraelllgﬁd
are driven by those already engaged in the category

PENETRATION - Short and Long Trips — ROI Residents

13621
12746

11070
10445

9200
€SO - NO. OF TRIPS (000s) 8929 I A—ﬂ |

7265
5497

@==wBBT - PENETRATION

2016 2017 2018 2019 2020 2021 2022 2023

CSO based on Personal Trips, classified as holidays, VFR and other personal trips.
Both CSO and BBT data is ROl residents only.
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Social Grade is the key differentiator for travel”, @
followed by Lifestage

Failte
Ireland

PENETRATION - Short and Long Trips — ROI Residents

B No Travel = ABROAD ONLY travel M BOTH - ROl and Abroad B ROI ONLY travel
The proportion of Abroad Only
travellers remains consistent across
Social Grades, signalling inelastic
ROI Residents 10% 39% 24% demand, meaning:

1. Forsome, Abroad travelis a non-

negotiable
AB
2. Gainsin penetration can be difficult
to achieve
c1/c2
DEF
Source: Féilte Ireland, Domestic Tracker. November 2023 to December 2023 * CHAID analysisto identify the hierarchy of demographic characteristics.

Base: ROl residents
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Travel abroad has overtaken domestic travel over the past \* rraelllgﬁd
year, but appears stabilised post-pandemic

Proportion taking overnight trip(s) in past 12 months (I0Ol) - short and long trips combined

Ease of international e No restrictions
. L. EU travel certificate
travel restrictions

on international travel ey e,

) 65%  65% .. 65% 66%
64% 629 62% gy 63%  62%  63% 62%

570 59% 59% ., 589 0% 59% 59%

53% 53%
o

58% 579 59%

59%

53% 53%

9 57% 57% 569
55% 549 56% 549 55% 58% 56%

7%
55% 539 54%
49%

,
4% 54% 6% 55% 540, 55% 55% 55% 0

51%

45%

51%
43%

H ROI travel
289 30% 1% 7
26% “°7
22%

16% 17% 16% 17%

B Abroad travel
e=ROI trave| == Abroad travel

A A Hd H Hd d Hd N N N N N N NN N~ 0O ®Mm ®m ®nm on ®n oo oo onononon oo . .
TEEEE i YYYYIYEEYIIYIEIETILITEEIETTLILE ROl Residents NI Residens
T 5 2 53 © Q 0 90 © 9 & 2 m 5 2 5 0 f 0 9 ©8 ¢ 8 2 m 5 2 5 0 QK 0 9 © @ &

s S <[mOzDﬂu.§<§ﬁ <(mOzDﬂu.§<§ﬁ g »n O 2z o - o S

Source: Failte Ireland, Domestic Tracker
Base: Total sample (n=1300 per month)
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Ireland

@ Failte

Outbound trips are only now exceeding 2019 benchmarks -
further growth can be anticipated

Outbound Travel by Irish Residents (CSO) — number of trips (000)

Number of trips in 2023 by ROI residents (000)
W CSO - NO. OF OUTBOUND TRIPS 11651
B Domestic Trips
7418 7790 i 804> 7271
6747 ® Qutbound Trips
5924 5948 0328 5727

2106 1518 "

o m
2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 Holiday Visiting friends  Other reasons

/relatives

CSO data based on Personal Trips, classified as holidays, VFR and other personal trips.
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Along with general leisure, the peak period promotes VFR ‘*) Failte
. . . Ireland
travel. Private / Public events are perennial, but at low levels

OCCASION by TRAVEL MONTH - ROI Residents

Peak Peak
18%

= General Leisure

===\/FR

10% 10% 10% 0%

=== Private Event

6%

Public Event 6
4 4% - . >
3% % 3% 3% 3% 3% 3% 3% 3% 3% 3% 3%
2% 2% 2% 2% 2% 2% 2%
1%
22 F22 M-22 A-22 M-22 )22 )22 A-22 S22 0-22 N-22 D-22 J-23  F23 M-23 A-23 M-23 J-23 )23 A-23 S23 0-23 N-23 D-23
OVERALLPENETRATION 9%  13%  13%  12% 13% 16% 18%  22% 14% 11% 10% 13% 8%

9% 10% 12% 13% 16% 16% 19% 14% 12% 10% 11%

Source: BBT:Jan 2022 - Feb 2023 waves

Q. “Thinking about this trip in ROI, in what month did you travel?”
Q. “And what was the main reason for this trip?”

Base: ROI n=1000 per wave

11
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Families lead the peak season, but all lifestage groups have @ rraelllgﬁd
the capacity for off-peak travel

PENETRATION X LIFESTAGE FOR ALL TRIP TYPES: ROI

26%

Peak Peak

Families travel patterns remain
influenced by mid-term/bank holidays

= Jnconstrained
Adults Under

45
14%

13%

Unconstrained

11
Adults 45+

11% 11%
0

9%
= Families 8% 8%
7% 7%

)22 F22 M-22 A-22 M-22 )-22  )-22 A-22 S22 0-22 N-22 D-22 J-23 F-23 M-23 A-23 M-23 J)-23  J-23 A-23 S-23 0-23 N-23 D-23

Source: BBT:Jan 2022 - Feb 2023 waves

Q. “Thinking about this trip in ROI, in what month did you travel?”
Q. “And what was the main reason for this trip?”

Base: ROI n=1000 per wave

12
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Social Energy, Adventure and Exploration combine to @ rraelllgﬁd
represent the biggest share of off-peak travel

MOTIVATION (on latest GL trip) by TRAVEL MONTH — ROI Residents

20%
18%
W Social Energy 16%
W Adventure 14%
W Exploration 12%
H Time Out 10%
B Reconnection 8%
B Bonding
6%
Celebration
4%
2%
0%
Jan - May 22 Jun - Sep 22 Oct - Dec 22 Jan - May 23 Jun - Sep 23 Oct - Dec 23

Source: BBT:Jan 2022 - Jan 2024 waves
Q. “Thinking about the different reasons for taking this trip, how important to you was...”

Base: ROI n=1000 per wave 13
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Proportions of those that took city breaks this \‘*
winter are in line with last year

Failte
Ireland

Domestic travel during the winter months

As of March 2024, over half (57%) of Irish consumers
took a domestic trip in the past 12 months

One quarter (27%) went on a general leisure break

during the winter months

The majority of those who went on a winter break
went to a city destination

Source: Failte Ireland, Domestic Tracker
Base: Total Sample (n= 1,300)

15
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Ireland

Couples continue to be the key group for domestic @ Failte

winter travel

Travel party for ROl winter breaks

10%
9%

9%

B Alone

B Other adult party
Adult family

B Family with Kids

B Couple

Winter 2022/23

Source: Failte Ireland, Domestic Tracker Nov to March 2022/2023/2024
Base: Those took a short/long break in ROI in Winter months (n=c 450)

14% =

Winter 2023/24

- Significant Increase: year-on-year

B Significant Decrease: year-on-year

While there has been a significant
decrease incouples taking trips this
winter, and a significant increase in those
travelling with adult family, couples
remain the dominant travel group.

16
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While more overnight trips were made to IAE and Wicklow
this year, Dublin remains the leading county for winter travel

Main county stayed in for overnight winter trip

8% - DONEGAL
(vs.10% of Winter 2023)

5% - MAYO
(vs.5% of Winter 2023)

10% - GALWAY
(vs.12% of Winter 2023)

10% - KERRY
(vs.9% of Winter 2022)

17% - DUBLIN
(vs.21% of Winter 2023)

6% - WICKLOW =

(vs.1% of Winter 2023)

8% - CORK
(vs.9% of Winter 2023)

Source: Failte Ireland, Domestic Tracker — Nov22 to March23 / Nov23 to Feb24 ‘@ Significant Increase: year-on-year
Base: those who made a winter ROl trip: 2023: 416, 2024: 284 Shows counties 8 Significant Decrease: year-on-year

with 5% or more share in 2024

%)

Failte
Ireland

General domestic trips to Dublin decreased

from 21% in winter 2022/23 to 17% in winter

2023/24.

Regional brand penetration

WMAAY

WILD ATLANTIC WAY
&

LI S A AL AN

IRELAND'S
- AMCIENTEABT™
Liaaa- Trraph Tre

B Irelands Hidden
e HEARTLANDS

41%
)

(45%

31)% -

(22%

17%

(21%)

11%
)

(11%

17
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A clear importance of higher energy state motivations such *)
as Adventure and Social Energy as a catalyst for winter travel

Failte
Ireland

Motivations by lifestages™ Those travelling
as couples

There are clear characteristics of
Celebration winter travel.

Being predominantly driven by
Adventure and Social Energy, they
are engaging, high energy
experiences, and are trips made
with a clear purpose. Travel is for
specific things, being bursts of
energy around things to do or
people to see. As such, they are
shorter in nature, with 62% of
overnights lasting for only two
nights.

B Bonding

B Reconnection

B Time Out

B Exploration

B Adventure

W Social Energy

Winter 23/24 Unconstrained Adults Couples
under 45 |
—_—— e e e e e e e e e — - —
Source: Failte Ireland, Domestic Tracker Nov 2023 to March 2024 *For generalleisure trips and not directly

Base: Those who took a general leisure winter break (n=303) comparable to Motivations flip book 18
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Consumers are participating in multiple activities on their o Ireland
winter breaks, engaging in a breadth of experiences on

offer

Activities on a winter break

Families UnconstrainelUnconstraine| Travellingas
d Adults < 45| d Adults 45 +| couples

do a least one . .
ac IVIt_y on winter farmers market/gardens ’ ? ? ¢ ¢
overnight breaks.
On average, = Indoor attractions _ 37% 34% 41% 37% 40%
those doing any
aCtZIté do Toured around by car _ 36% 32% 27% 47% 40%
Attended music/ - 11% . . . .
dance performance ’ 13% 12% 9% 10%

Source: Failte Ireland, Domestic Tracker Nov 2023 to March 2024
Base: Those who took a break in ROI in next winter months (Nov to March) (n=474)

Avgr.age nn
activities
19
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Clear differences in expectations across lifestage groups ‘*) rraelllgﬁd
are illustrated by patterns of satisfaction/VFM ratings

Satisfaction / Value for money (Top 2 Box)

In particular, Younger Unconstrained Adults are more

likely to seek higher energy motivationssuch as
86% Social Energy and Adventure,suggesting a certain
level of engagementand thrill is needed.

W Satisfaction While immersioninto the place and atmosphere is

sought by Older Unconstrained Adults, with winter trips

B Value for Money . .
driven by Exploration.

Useful mechanisms to create and then
match expectations with experiences
could include:
| 1. Purpose builtitineraries or packaged
Winter 23/24 Unconstrained Families Unconstrained winter eXperien ces
| Adults 4ot Adults <45 2. Tactical Marcomms tailored to each
Winter22/23  77%  47% s s T Ao 6% 0% group's preferences and motivations

Source: Failte Ireland, Domestic Tracker
Base: Those took an ROl break in the Winter months (286)

20
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Ireland

Winter city breaks are primarily driven by adults, by those @ Failte

travelling as a couple, alone, or with friends

Winter city break travel party and lifestages

16% _ 21%
Unconstrained
adults 45+

Alone

B Other adult party

® Unconstrained

Adult family adults <45
B Families
W Families
m Couple
Winter city break travel Lifestage of winter city-
party breakers

Source: Failte Ireland, Domestic Tracker March 2024
Base: If took Winter City Break from Nov 23 to Feb 24 (n=329)

Families leave their kids behind

when taking winter city breaks

(41% have kids, but less than a
guarter travel with kids).

22



The profile of city trips has shifted this winter, with a *) Eae'llgﬁd

significant decrease in trips to attend public events

Type of winter city break taken

B General leisure

W Attend a
private event
0,

Attend a public ) L

event e 12%

Visit friends

and relatives . 33% e :

26% 32% & 30% There has beena significant decreasein
consumers taking city breaks to Dublin to
attend public events this winter (19% this
Winter 22/23 Winter 23/24 Dublin Other Cities winter vs 29% last year).
Source: Failte Ireland, Domestic Tracker, 2023 @ Significant Increase: year-on-year

Base: Those who went on a winter city break (n=329) - Significant Decrease: year-on-year
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While still the leading destination for winter city breaks, *) Failte
overnight trips to the capital were down year on year

Winter city break destinations*

2022: 19% / 2023: 23% - GALWAY

2022: 7% [ 2023: 9% - LIMERICK

Source: Failte Ireland, Domestic Tracker March 2024
Base: Those who went on a Winter City Break (n=329)

2022: 56% / 2023: 46% - DUBLIN &

2022:12% [ 2023: 11% - KILKENNY

2022: 7% / 2023: 12% WATERFORD ®

2022: 20% / 2023: 15% - CORK

- Significant Increase: year-on-year

8- Significant Decrease: year-on-year

Ireland

There has been a significant decrease
in domestic city breaks to Dublin this
winter, following a significant jump in
visitation over winter 2022.

A combination of factors may be
contributing to this.

As 2022 was the first Covid free
winter, pent up demand likely drove
the spike in visits to Dublin last year.
Along with this, there was a drop in
trips to the capital for public events this
winter, while Younger Unconstrained
Adults favoured Galway for their city
breaks.

*Percentages don’t add to 100% as some consumers could
have been on multiple city breaks over the Winter period

24
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Taking a ‘City Tour’ has increased this winter, but *) rraelllgﬁd

otherwise, activities show a similar pattern to last year

What activities did you do on your Winter city break?

Winter 2023-24 Winter 2022 16% took a City Tour, up from 9% last

winter. This was primarily driven by

! >2% v Dublin, by visitors seeking to discover new
went sopping - patts of the city, meet new peaple, have
cultural experiences, and have an
0,
Visited city attractions _ 20% 16%
Visited city parks/gardens _ 19% 15%
Went on a city tour _ 16% M 9%
Went to a Christmas market _ 13% 14%
Went to a specific festive event - 11% 9%
Visited other outdoor activities - 10% 13%

visitedaspa [ 7% 7%

Source: Féilte Ireland, Domestic Tracker March 2023 /2024 - Significant Increase: year-on-year
Base: Those who took a winter city break in winter 2022-23 (n=382) / winter - Significant Decrease: year-on-year
2023-24 (n=329)
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Fun times, good food, and relaxing with good company in a *)
vibrant atmosphere were key highlights for city breaks this winter

Failte
Ireland

Verbatims: Highlights of winter city break

1. The Christmas Setting

The Christmas setting and vibrancy is
a key part of winter city breaks.
Christmas lights in cities or shopping
centres but also Christmas markets
hold a strong appeal.

2. Atmosphere

The generally warm winter
atmosphere is a draw to winter city
breaks. Places can be buzzing which
Is part of the attraction.

3. Family/Friends

A winter city break is a great
opportunity to spend time with loved
ones. It can also be an opportunity to
reconnect with relatives or old friends.

Source: Failte Ireland, Domestic Tracker

Christmas

Atmosphere Relaxing

Food and
drinks

Family /
Friends

fun

Base: Verbatims - those who went on a winter city break (n=329)

4. Relaxing

A winter city break is a good

opportunity to relax and treat oneself.

I’'s a needed break from routine, a
chance to unwind and indulge.

5. Food and drinks

Many stated that food and drinks
were their highlight of their winter
city break, citing for example the
pubs with roaring fires and great
music. This can also be the
opportunity for a different food
experience.

6. Fun

Visitors enjoy a winter city break
and generally mention having fun.
More specifically it can be specific
city experience (for example a
castle) or some activities.

26
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Intentions to take domestic short breaks softened
considerably with the onset of more challenging economic

conditions

but are now holding stable

INTENT & CONSIDERATION - Travel within the REPUBLIC OF IRELAND (short breaks)

Consideration

emmmNext 12 months

esmwNext 6 months

Next 3 months

86%
0 o 82% 82
81% 80% 799, 81% 80% 78% 79% 77% 76%

%
79% 78% -
76% 75% 75% 220, 74% 74% 75% 22% 73% 73%

52%
46% 45% 7% 440, 46% 47% 46% 2%

9 3% 400 9 41% 390, 40%
9%, ° 38% 36% 37% 38% 39% 39% 36% 38% 39% ° 370

43%
41% % 409
40% ;1202 36% 38% 379, 38% 35% 349 o
33% 0:33%..3106"32% 32% 32% 32% 33% 200 33% 3196347 340,
27% 28% 26% 0 27% 26% 27% 550, 27%
23% “°7° 23% 24% 25% 230 2% o 22% 2105 21% 23% 24% 23%

32% 32% 34% 30%

Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar
'22 22 22 22 22 '22 '22 '22 '22 '23 '23 '23 '23 '23 '23 '23 '23 '23 '23 '23 '23 24 24 24

Source: Failte Ireland, Domestic Tracker - Significant Increase: year-on-year - Significant Decrease: year-on-year
Base: Totalsample (n=1300 per month) Significant Increase: month-on-month Significant Decrease : month-on-month

®)

Failte
Ireland

28



sa;.z-“g;xg&ins@ ts

In contrast, intention for Abroad short breaks is high and
stable, illustrating a stronger potential for growth

INTENT — Travel ABROAD (short breaks)

e\ ext 12
months

esmwNext 6 months

Next 3 months

Source: Failte Ireland, Domestic Tracker
Base: Total sample (n=1300 per month)

56% 55% 56% c40. 550 56% 55%

) )
53% 50 50% 53% 50, 53% 53% 99, 50% 51% 51% 510, 23% 53% 520 51% 53%
()

46% 46% 4
0 0 9
41% 41% 40% 39% 38% 399% 41% 40% 40%

44% 43% 439, 4%

39%

44% 44%
42%
40% 40% 41% 0
37% 39%

32%
10/ o) 0, 0,
299 3 (o] 299, 31% 31% 28% 8% 299% 290, 30% 31% 29% 28% 30% 31%

o/, 28%
26% 27% 259

26% 27% a0 25%

Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec Jan Feb Mar
22 22 22 '22 22 '22 '22 '22 22 23 '23 '23 '23 '23 '23 '23 '23 '23 '23 23 23 24 24 24

- Significant Decrease: year-on-year
Significant Decrease : month-on-month

- Significant Increase: year-on-year
Significant Increase: month-on-month

®

Failte
Ireland

29
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Over the next 6 months, Younger Unconstrained will drive

ailte
*) Ireland

Abroad travel, but Families are showing increasing Abroad

Intent

INTENT — 6 months intent crossover (short breaks)

Unconstrained Adults <45
@smm» Abroad only
Both ROl and abroad

@R Ol Only

42% 44%
(]

38% 38% 38% 38% 379 39% 40% —
19% 21%V20% 20%  21% 18% 21% 199

13% \
8% 20 10%

f Lo )] T Irc 6% Su 6% T 4/
Jul-23  Aug-23 Sep-23 Oct-23 Nov-23 Dec-23 Jan-24 Feb-24 Mar-24

Source: Failte Ireland, Domestic Tracker
Base: Total sample (n=1300 per month)

Families traditionally supportthe domestic peak season with

longer holidays but there may be shift in short break
behaviour given divergent short-break intentions

Unconstrained Adults 45+

31%  31%  yg9 31% 3% 319

28% 27%  27%
27% 27%

26% o Jyy 2% 25%  26%  gay
0 0

8% 9% 9% 0% oy g 9%
5!1 T 4/ T
Jul-23  Aug-23 Sep-23 Oct-23 Nowv-23 Dec 23 Jan-24 Feb-24 Mar-24

Families

38%  38%

33% 329 329 32% O4% 3% 34%

31%
28% ° 8% 29% 56% 29% 579 29% 579

[
6% S 5\% 4Qy 6% 5% 7% SA) 7%

%
Jul-23  Aug-23 Sep-23 Oct-23 Nov-23 Dec-23 Jan-24 Feb-24 Mar-24

30
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Aspirations for travel are evident for 2024, however, a cautious
optimism s present, with consumers prepared to reduce spending

to tackle the cost-of-living if needed

The mood of Irish consumers appears
more positive when compared to the
same time last year. That said, the
current level is significantly belowthe
long-term average for consumer
sentiment, implying confidence is
subdued presently.

While there is an element of relief for
consumers that price pressures are
easing, this is offsetby continuing
strains on spending power and
ongoing concerns about the economic
outlook.

Desireto travel is
evident

The main motivation to save in 2024 is fora
rainy day, followed by saving for a holiday,
home improvements, a new car or a new home.
The opportunity to travel also features more
strongly this year as part of the top three new
year's motivations (+5%).

Failte
Ireland

*

Hospitality at risk of
reduced spending

Travel operators are observing an upsurge in
long-haul bookings abroad as people’s sense of
adventure returns post-Covid. Group travel,
authentic experiences and bucket-list trips are
on consumers’radars for 2024.

Source: Credit Union Consumer Sentiment Index, Red C Consumer Mood Monitor,
Reflecting Ireland report, Irish Times, PTSB report: Reflecting Ireland report January 2024

&
62% Goaing Lo rastaurants
[ 1
56% Going to pubs
0
52% Weekend breaks in Ireland
51%
i Holdays in lreland

o _
49% Holidays abroad

Consumers are prepared to make
cutbacks to tackle the cost-of-living.
However, consumers aren’t prepared to
give up their overnightholidays

immediately, with eating and drinking out

being the first to cut back on, if needed.
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Financial constraints do not hit everyone evenly, with \‘*
lower social grades the most impacted

Failte
Ireland

To what extent has your financial situation changed Expectations for the Irish economy six months
compared to the same time last year? from now (% get better LESS % get worse over
the next six months)

SOCIAL
CLASS

45% 5
37% . E
33% > 32%
28% i
-31 | -30 -30
o i
18% : 41
13% |
I ChangevJan-24  +4% | +15%  +1%  +2%  +9%
AB

TOTAL! A8 c1 c2 DE

B Improved (Net) M Stayed the same (Net) B Worsened (Net)

™

-10

Sources: Failte Ireland, Domestic Tracker — Sept 2022 — Mar 2024 waves Base: All ROl residents 1000 per
month. Red C Research: Consumer Mood Monitor, April 2024 33
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Key findings \‘7', Ireland

« Maintaining a positive momentum through 2024 will have its challenges.

« Interms of trips taken, the domestic category continues to grow. However, this growth is driven by those already engaged in ROI
as a destination —so increases in the number of trips per person (frequency) are central to continued growth.

« The strategy of regional dispersal and seasonality aligns to increasing frequency, in seeking to provide new or alternative occasions
for travel.

« The macro-environment will play a key and influential role in short-term domestic behaviour.

« Inthe absence of improvements to discretionary income, general increases to the cost of domestic holidays will curtail demand.
Issues with accommodation supply will compound this effect.

- The weather (albeit a long-cited barrier to travel) is becoming a prominent element due to more recent patterns —the summer
wash outin 2023; 2024 —already wetter than average.

- Both these elements may tip the ‘value’ equation in favour of Abroad travel, adding further momentum to destinations that are
already showing growth in demand.

+ lllustrating value-for-money remains a key challenge in converting domestic demand.

- Communicating and cultivating exceptional visitor experiences shifts appraisals away from cost towards value. Differentiated
experiences aligned to the ebb and flow of motivations across seasons will help meet visitor needs. Social Energy and Adventure,
as they are energy and activity based, provide reasons to travel both peak / off-peak, but also to less busy / popular destinations.
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