counsellors

OCTOBER 2023

e

othe-
)ATN TO TNE



66

45% of consumers told us that
holidays are their number one
spending priority.

Introduction

After what has been anunprecedented period to spend atleast as much on travel next year as
for the travel industry, consumer demand they didin the last 12 months, with most already
has surged over the past year. The sectoris planning a trip for the next sixmonths.

undoubtedly basking in the glow of what was a

We’re excited to launch our first Travel Tracker
very successful peak summer season.

report, which explores some of the other

In the midst of the current cost-of-living crisis, hot topics shaping the future of ourindustry,
the question|’'m constantly asked is whether including sustainable travel.

we should expect demand for travel to remain
so healthyin the yearahead. |amincredibly
optimistic onthat front.

While the travel industry has changed
dramatically inrecent years, these research
findings reinforce my strong conviction that the
Not only are our forward bookings at Travel bestis stillyet to come for consumers and travel
Counsellors stronger than ever before, up more operators alike.

than 20% against this time last year, but this

report - which explores consumers’ attitudes S‘(’eve B}VM

towards travel - reinforces our confidence in the

. outlook. CHIEF EXECUTIVE
?.fv‘ af) ‘ 45% of consumers told us that holidays are their
_F#‘ﬂ' o ..~& ki : X number one spending priority. More than three
{N"m“i-"f“ﬁwﬂ*‘ B LSRG quarters of those surveyed told us that they plan
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contents

This inaugural Travel Counsellors Travel Tracker gathered
data to help answer three critically important questions for
the travelindustry as we look to the year ahead:

()] Howdo we value travel?
()2  Howmuchdo we spend to get our travel fix?

()3 Doessustainable travel matter to consumers?

Report methodology:
090

Q N

The findings of this Through Censuswide, Censuswide is amember e
report are drawn from Travel Counsellors of ESOMAR - a global . —
: : N U . RN independentresearch, surveyed 2,000 association and voice of
‘ = ;’ ‘? g 9 . e ' : . ol R commissioned by nationally representative the data, researchand
' DS " Y Travel Counsellors UKrespondents aged insightsindustry, and

‘ P AT T A . and undertaken by 16+ between18.09.2023 complies with the Market
. . ' . . . . . . . R Censuswide. -20.09.2023and 2,001 Research Society code

Rl At nationally representative of conductbasedonthe
R Ay ad N, [ VAL i UKrespondents aged ESOMAR principles.

16+ between11.10.2023-
12.10.2023.
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How do we
value travel?

Ourresearch shows thereisalotto be
optimistic about for the future of the travel
industry. Despite the current pressures on
consumer spending, for nearly half of them,
holidays are their number one spending
priority in the year ahead (a figure that rose to
80% when we surveyed our own customers).

Covid-19 has transformed consumers’
approachto travel. 38% say they value
holidays more than before the pandemic
and nearly a quarter (23%) say they are more
motivated to get out and explore the world.

29% of respondents told us theirmain
motivation for going on holiday was to
escape everyday life, making it the second
mostimportant driver behind the desire
torelaxand unwind. Nearly a fifth (16%)
admitted they ‘live for their holidays’.

When it comes to booking a holiday almost
oneinten (/%) said they decide tobook a
holiday afterabad day at work and a further
16% are prompted to book after hearing
about theirfriends’ travels. 15% are inspired
by seeing others’ holiday experiences on
social media.

Overall, 58% of Brits have beenon an
international holiday in the last 12 months

and on average, the data showed that
consumers are planning to take two holidays
abroad next year. Spain was the numberone
overseas destination, followed by France and
Greece. Looking aheadto 2024, USAtops
the travel bucket list formost consumers,
followed by Australia and Italy. This sitsinline
with our own data which saw Spain as number
one destinationvisited in the last 12 months,
and looking ahead to summer 2024 Florida is
currently taking the top spot.

Beach holidays were among the most
popularholiday type last year, with nearly half
(47%) of respondents selecting this option.
City breaks also scored highly for nearly two
fifths (39%) of respondents.

When it comes to all-time favourite holiday
types, the trend continues as beaches take

the top spot for half (50%) of allrespondents,

closely followed by city breaks (39%).

When we asked respondents to describe the
perfect holiday, the top must-haves were to
soak up the local culture (35%), followed by
enjoying new experiences (31%).

L 66

experiences for my clients
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. T honestly believe travel really does broaden the
mind and I love being able to create amazing

Travel Counsellorbasedin Devon

We asked consumers what their
number one spending priority
over the next 12 months is.

49%

picked holidays and travel. Thisrose to
80% when we surveyed our own Travel
Counsellors customers

Other top household spending
priorities include:

Home & garden
renovations

Clothes, shoes,
accessories

Eating & drinking out

Leisure activities
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How do we
value travel?

On average, the datarevealed 1.84 holidays

_ Whilst 6% of people visited
abroad perpersoninthelast12 months.

the USAinthe past12 months,
nearly a quarter (23%) say
ittopstheirlist as a travel
destinationin 2024

Two thirds of 25-34 year olds took more
than two holidays last year compared to just
under half of those aged 55+.

This age group were also the most favourable
towards multi-destination holidays.

Number of holidays abroad per Top five holiday

person over the last 12 months destinations for 2024
50% 25%
23%
40% 20% o 1
30% 32% 15% )
17% 16%
20% 10%
15%
10% . 5%
o o
One Two Three Four  More thanfour USA Australia Italy Greece Canada
Favourite holiday types
50%
49%
40%
900
30% 57
32%
20%
21%
13% 9
3%
0% )
Beach City All-inclusive Lakes & Cruise Multi- Adventure or Train Motoring Skiing
mountains destination activity

said that needing
something to look
forward to was their
main motivation for
booking a holiday

What, if anything, is your main
motivation for going on holiday?

| want to escape
everyday life

I need something positive
tolook forward to

What makes the ‘perfect’ holiday?

| like to soak up the local
culture

| want a holiday that matches
my personal interests
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How much do we
spend to get our

travel f1x?

Despite the current pressures on consumer
spending, three quarters (76%) of our
respondents told us that they plan to spend
atleast the same on theirtravel next year as
they didin the past twelve months.

The average spend on overseas holidays

in the last twelve months was £3,223.
Meanwhile, only 16% of respondents told us
they actually stick to theirbudgets when on
holiday, with 81% telling us they eitherdon’t
budget ordon’t stick to theirbudgets when
travelling.

How much people plan to
spend on their holidays
next year compared to
this year

26% § More

£3,223

Mean spend on overseas holidays

10%

Of respondents spent more than
£7,000 on overseas holidays in the
past 12 months

Those in the West Midlands
spent the most on their annual
holidays in the last 12 months,

more than the
% national average

The role of
the travel
advisor

With the industry continuing to gain
momentum since travel has resumed post-
pandemic, Travel Counsellors has seen a
huge uptickinthe number of customers that
are actively seeking the expert advice and
personalised service to craft the perfect
holiday experience. This demand has helped

to propel the business to over £800m of total

transactionvalue onits platforminthe last 12
months.

When we spoke to our own customers, two

thirds of respondents said that having a Travel

Counsellormade a difference in being able
to find the best holiday possible, tailored
to what they want. Our customers said that
having someone to stay in touch if anything
changes such as flights, and to ensure
asmooth and easy process was hugely
important to them.

With holidays being such a priority, our
researchindicates that a third of people are

looking to book trips 4-7 monthsin advance,

with1in 3 people opting to book through a
travel advisor because it saves them time.

Top reasons for bo
through a travel 3 ‘VISO

[
¥
Saveg me time

%

V
Trusted / exp
advdg ]

T‘.’:
Someonetok
and supporti
gowrong / nég
change my pl

__l 2

of respondents have
booked a holiday through

*\ﬂ\

51% The same NOEs B Gt o e F'm tucky my lifelong a travel advisor in the last
perfect holiday experience, as paSSIOH for travel has 12 months. This rises to
say they are likely to become a fulfilling — ! h »
% exceedtheir budget career that I love 0o’ among those with a
household income over

when on holiday or while travelling K arina B a w€ o £75 000

Travel Counsellor
basedin Cardiff

D49 | Less
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Does sustainable

made me consider more sustainable 46% 37%
tl"avel atter tO travel options Agree Neutral  Disagree
COnsumerS ¢ | am concerned about the impact of air

travel on the environment when booking 36% 40%

The focus on sustainable travel has intensified say that record summer my holiday Agree Neutral ~ Disagree
inrecent years. This was brough to the fore temperatures and extreme

again during the summer when southern 407 heat in southern Europe

Europe suffered from arecord-breaking 0 & in2023 has affected their

heatwave. summer 2024 plans

But, there’s a gap between awareness and lwould b; Wf!'“?g to pay more fora

action. Ourresearch found that nearly half . sustainable holiday A A

of respondents are concerned about the saythey ha\{e sustamableo ;Lgere \l:lse%‘?ral Disagree
impact of air travel on the environment, while 857 ho"dﬁy habits but(jonly]??é

just13% planto reduceiit. v frag/teleyalmto reauce air

It was clear that attitudes differ by generation

and young adults are more eco-conscious.

| want travel companies to offer more
Nearlythreg quarters pf16—24—year—9|ds N sustainable options 544 39%
would consider sustainable travel options, are willing to pay more for a Agree Neutral  Disagree
and over half are willing to pay extrafora sustainable holiday
sustainable holiday compared to 41% of all
adults polled.

Breaking this down even further, the average of 16-24 year olds will

Britis willing to spend 14% on top of the change their 2024 summer | would feel happier stayingina

existing price to ensure their holiday is more holiday plans due to 2023 particular accommodation if it had a 497 387 ,
sustainable, whereas 16-24 year olds would summer record temperatures sustainable certification or label Agree  Neutral  Disagree
pay nearly a quarter more. comparedtojust 30% of

those aged 55+

Sustainability and so-called eco-travel are topics that
come up with my customers more and more. At Travel
Counsellors we understand the options available to
travellers to make their holidays as green as possible.
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p ran so smoothly, all transfers
were amazing and the hotels lovely. Michelle
thought of everything and was always on
hand whenever needed.

July 2023

Fabulous Sonia Murray-Smith took away
any stress.Sheis amazing and | will always
use her forany holiday | book. | have also
recommended her to family and friends who
alluse her now too.

August 2023
(19

Uli at Travel Counsellors helped to craft the

holiday of a lifetime for us! No detail was
too small, and no question too silly. From
giving us advice on the local tipping culture
to the ideal packinglist, Ulimade sure we
were prepared and this paved the way fora
seamless holiday with no bad surprises.

September 2023

Excellent

* ok ok Kk Kk

Based on 6,127 reviews

Trustpilot

About Travel

Counsellors

Manchester-based Travel Counsellorsis the
UK’s largest and fastest-growing technology
platform for travel entrepreneurs that
connectsover 1,900 independent business
owners, ultimately enabling them to deliver
exceptional levels of customer service. Inthe
yearto 31 October 2022, Total Transaction
Value (“TTV”) on the platform was more than
£800m, up more than 20% against the prior
year.

Travel Counsellors operates across six
countries (UK, Ireland, the Netherlands,
Belgium, South Africa and the UAE) and
employs 300 peopleinits UK headquarters
and overseas offices. The Company provides
a high touch, digitally enabled platform,

that enables and empowers business

owners to harnessinnovative and constantly
evolving tools and technology to build
theirbusinessesin a way that suits them,

with limitless potential and scale. Thisis
underpinned by the knowledge and power of
a global community and strong people first
culture.

The company operatesits own ATOL
supported financial trust which safeguards
customers from any failure of a travel supplier
involved in their booking.

Since 2018 the company has been backed
by international investment firm, Vitruvian
Partners.

Travel Counsellors is multi-award winning and
has a five star, ‘Excellent’ rating on Trustpilot.
It was foundedin 1994.

www.travelcounsellors.co.uk

Total Transaction Value increase
against the previous year

Independent business owners
empowered by Travel Counsellors’
platform

Travel Counsellors’ world-leading
customer satisfaction

THESUNDAY TIMES

Best Places

to Work 2023
WINNER
Sunday Times Best Top Homeworking Agency |
Places to Work 2023 TTGTop 502023
WINNER FINALIST
Travel Weekly Agent Luxury Homeworking
Achievement Awards 2023 Business of the Year | TTG
Homeworking Agency of the Year (Large), Best Agency LUXU ry AWa rdS 2023

to Work For (Large) and Sustainability Champion of
the Year (Large)
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www.travelcounsellors.co.uk

Media enquiries:
Hudson Sandler
hudsonsandler@travelcounsellors.com



