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Today'’s agenda part 1

« 0935 - Richard Nicholls, Visit Britain: “Domestic and Inbound
Performance and Prospects.”

« 1000 - Justin Reid, TripAdvisor: “UK Tourism - is it ok to peek out
from behind the Covid sofa yet?”

« 1030 - DMO Panel: “What are we seeing on the ground?
Destination insights and data.”

« 1115 - Coffee break

S d by: q
TouRISM e SDABTA

the voice of tourism Travel With Confidence




Today’s agenda part 2

- 1130 — David Edwards, Scattered Clouds/ETOA: “OK-UK? A long-haul
journey through time: past, present and future”

« 1200 - Linda Ristragno, IATA: “Nose-dive and recovery. Is global
aviation back on the right flight path?”

« 1230 - Nejc Jus, WTTC: “A World In Motion: Global Travel Insights”

« 1300 - Mike Saul, Barclays: “Saving their money or splurging on
holidays? What's the consumer thinking and doing?”

1330 - Lunch

« 1500-1700 English Tourism Week Parliamentary Reception
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Richard Nicholls

Head of Research and Forecasting
VisitBritain/VisitEngland
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Domestic and Inbound Performance and
Prospects

Richard Nicholls, Head of Research and
Forecasting, VisitBritain/VisitEngland
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B 2022 inbound vs 2019: most of the volume and all of
the value had returned by the autumn

N Change vs.  Overall the average spend per visit in 2022
Total Visits (000) 2019 (January to November) was £844 vs £703 for the
same period of 2019.
Last 3 months - -
9,380 -8% * In the first half of the year average length of stay
(September-November) was much higher than normal but this started to

Year to date (January- 27 580 settle down in the third quarter.
Mol - In the last 3 months of data (Sep-Nov) average

spend per visit was up 8% in nominal terms but

Change vs. gfter adjusting for inflation this was a 6% decline
Total Spend (£m) 2019 in real terms.

Last 3 months
(September-November)

Year to date (January- )
November) 240

International Passenger Survey by the ONS 2022. Jan-Jun 2022 and 2019 excludes those travelling via Eurotunnel as IPS did not restart NI
interviewing there until July. All values and percentage changes in spend are in nominal terms. A s

7,460 0%




B 2022 inbound: VFR and North America recovering
well

* Holiday visits surpassed pre-pandemic levels for the first time

Total Visits Change vs. in November 2022, also reaching a new record 1.2 million
(000) 2019 visits.

* Visits to friends and relatives also surpassed pre-pandemic

3,610 . . ..
levels in November 2022, to a record 1.2 million visits.
3,270 8% - Business visits continue to be the slowest journey purpose to
 Visits from Europe were just 2% below 2019 in Sep-Nowv.
H (0)
AT fal e Inbound visits from North America continued to surpass pre-
ToralENone 6.630 pandemic levels.
 Visits from Rest of World were just above half of pre-
H (o)
North America 1,530 A pandemic levels in total, but with big differences by market.
Rest of World 1,210

International Passenger Survey by the ONS 2022



B Flight arrivals to UK up to 17% below 2019 levels

Arrivals in each week starting on the date shown, vs. the same time in 2019, within the ForwardKeys
database. Global total.
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Bl UK tracking similar to Western Europe

Arrivals in each week starting on the date shown, vs. the same time in 2019, within the ForwardKeys
database. Global total. Arrivals to the UK vs arrivals to Western Europe.
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B Bookings pace has slipped a bit from high point

Bookings made in each week starting date shown, vs. those made the same time in 2019, within the
ForwardKeys database
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B Inbound visits to recover to 35.1m in 2023 (86% of
2019 level) - but forecasts likely to be revised up

Inbound tourism to the UK — visits (millions), trend and forecast. January forecast.

50 -
| 432
45 411 403 409
20 39.1 38.8
353 368

304 319 92
30 -
25
20 -
15 -
10 -
5 _
O _

o o o o o o o o o o o o o o o )

(Q\] AN AN (Q\] (Q\| (q\| AN AN (Q\| (Q\] (Q\] AN AN (Q\] (Q\] AN

7 B
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B Air capacity to the UK: April-June 2023 vs. 2019
Overall intl’ capacity at -7% but huge variation.

Seats available, Apr 2023-Jun 2023 vs. same time in 2019, NB low cost carriers have recovered
by selected country of origin. capacity quicker than legacy, on average
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- Economic outlook

« Outlook: inflation still darkening short term prospects though is Inflation forecast, global average:
easing. Key question is whether there will be a delayed reaction in

terms of travel behaviour to recent income squeeze? -mmmm

29% 6.8% 6.8% 3.6%

 Inflation: globally this has risen from a high of over 8% last year to o o o o
around 7% in early 2023 and easing further throughout 2023 and B2 | A | B | 9.0 | S
2024. Q3 4.6% 8.4% 4.9% 3.0%

. Qonsumer confidence; EL_J and US consumer cqnfic_lenqe both Q4 56% 7.9% 4.3% 3.0%
jumped to a 12-month high in February, though still historically low.

« Economic outlook: a number of countries have not yet recovered
to pre-COVID levels of real consumer spending (UK included).
Weak growth forecast for 2023 and modest for 2024, picking up in
2025.

- Exchange rate: US dollar down from late 2022 high point but
remains strong. Pound also weaker than historic norm against
Euro.
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Hotel occupancy on par with 2019 levels for
January (and Dec). RevPAR above 2019 level in
nominal terms but not adjusted for inflation.

January comparison Bedroom Occupancy % RevPAR £

2019 2021 2022 2023 2019 2021 2022 2023
Total England 65% 23% 47% 65% £56 £11 £35 £61
East England 63% 30% 55% 69% £39 £13 £33 £47
East Midlands 61% 28% 54% 64% £35 £13 £30 £41
Greater London 72% 19% 38% 65% £94 £12 £42 £98
Northeast England 59% 23% 51% 61% £32 £10 £29 £37
Northwest England 62% 21% 49% 64% £39 £10 £31 £45
Southeast England 63% 27% 49% 64% £42 £12 £32 £48
Southwest England 60% 27% 53% 61% £37 £12 £35 £42
West Midlands 64% 20% 47% 63% £41 £8 £27 £43
Yorkshire & Humberside 60% 22% 53% 66% £34 £9 £32 £44

VISIT IS @

Source: England Occupancy Survey - Hotels BRITAIN VisitEngland




Domestic and outbound trip intentions are up year on year;
domestic intentions are close to the November high point

Proportion anticipating going on any overnight UK and overseas

% of UK adults anticipating going on any
trips in the NEXT 12 MONTHS, Percentage, February 2023, UK*

overnight UK trips, Percentage, February 2023 vs
2022 data, UK

—a—UK overnight trip

mFeb 2023 dataiFeb 2022 data
—a—(Qverseas overnight trip 46

NO DATA
AVAILABLE 38
FOR JULY -

0 W o o7 68 o 69 70 72
5 58 59 1 60 59 ®

26

-7
S.Sﬁi/-—"'* 49 47 O 53 O, 53 52 51
T o 43 44 43 44 e ——
- il . 11
QUESTION 9

FORMAT -
CHANGED |
— 1

% intending trips in % intending trips in % intending trips in
winter (Feb-Mar) spring (Apr-Jun) spring (Jul-Sep)

Nov-21
Dec-21
Jan-22
Feb-22
Mar-22
Apr-22
May-22
Jun-22
Jul-22

Aug-22
Sep-22
Oct-22
Nov-22
Dec-22
Jan-23
Feb-23

Question: QVB2a. Thinking of your next UK holiday or short break, when are you likely to go on this trip? QVB2b. And when else do you anticipate going on a UK holiday or
short break? QVB2c. Thinking of your next OVERSEAS holiday or short break, when are you likely to go on this trip? QVB2d. And when else do you anticipate going on an

overseas holiday or short break? Base: All respondents. February 2022 = 1,756, February 2023 = 1,757 Note: Multiple choice question. Totals may exceed 100% as some !RETSA!J S Vind
respondents anticipate taking multiple trips across several time periods.




- Cost of living: there has been a reduction in the proportion
saying “the worst is still to come” with an uplift in those saying

‘“things are going to stay the same”

And the rising cost of living has consistently been cited as the top barrier to trip taking (chart not shown)

Perception of the situation with regards to cost of living Feelings about situation during the ‘cost of living crisis’

crisis
n n n n n ] n mI'm one of the lucky ones

— better off than before

m The worst is o0 19 20 1% 17 20 20 20 18 the crisis
stil to come I'm alright — the ‘cost of
living crisis’ has not really
affected me and confident
it won’t
51 I’m cautious - things are
Things are 47 50 49 54 49 47 52 47 OK but | feel | have to be
going to stay very careful
the same
23 I’'ve been hit hard — no
11 14 13 14 17 option.but to cut back on
10 13 spending
14 PRIy = The worst 22 21 20 25 94 21 22 21 25 wmAlthough I've been hit
has passed hard and should cut back,
Jun22 Jul'22 Aug'22 Sep'22 Oct'22 Nov'22 Dec'22 Jan'23 Feb'23 o BKE BKE s e BKE BKE s s I'll spend today and let

Jun'22 Jul'22 Aug'22Sep'22 Oct'22 Nov'22Dec'22 Jan'23 Feb'23  tomormow look after itself

Question: Q7b: And now regarding the ‘cost of living crisis’ in the UK and the way it is going to change in the coming few months, which of the following best describes your
opinion? Base: All respondents. February 2023 = 1,757; Question: Q17: There has been a lot of talk about how the ‘cost of living crisis’ has affected people’s financial
circumstances. If you had to choose, which ONE of the following statements would best describe your feelings about your own situation, right now? Base: All respondents.
February 2023 = 1,757, VB7b. Which, if any, of the following factors do you see as potential barriers to you taking a UK short break or holiday in the next 6 months? !Rﬂaﬂ s VisitEngland




Barriers to domestic overnight breaks: cost of accommodation
is now top, and cost of fuel worries have eased

Individual costs barrier to taking UK holidays and short breaks in next 6 months, Percentage, UK

=o--Cost of accommodation

—e—Cost of fuel

Cost of drinking/eating out

o= Cost of visitor attractions

None of these/No barriers

—e—Cost of public transport

== Cost of activities

Jun-22 Jul-22 Aug-22 Sep-22 Oct-22 Nov-22 Dec-22 Jan-23 Feb-23
a
. . L i : . . o : VISIT
Question: VB7bii. Which, if any, of these costs are the main financial barriers to you taking a UK short break or holiday in the next six months? BRITAIN VisitEngland

Base: February 2023 = 1757.



Many will look to cut back on spending while on
overnight trips, while 30% will cut the number of trips

‘Cost of living’ impact on UK holidays and short breaks, Percentage, February 2023, UK

Choose cheaper accommodation [IIIIIININGEGEGEGEGEGENEEEEEEEEEEE 32
Look for more ‘free things’ to do GGG 05
Spend less on eating out [ IIENEGGGENEEEEEE 22
Cut back on buying gifts/shopping at the destination [ IINININGEGEGEGEGEGEGEGEGEGEGEGEGEGEGEEN 2
Visit fewer visitor attractions | KGN S
Do fewer activities | IIINININININGGEGEGN 1S
Travel when it's cheaper (i.e. outside of busier time periods) IIIIINININIGIGIGEEEE 17
Take fewer UK short breaks/holidays N 16
Choose self-catering accommodation [ IEEEIEIGGEGEGEGEGEGEGEGEGEGE 16
Stay with friends or relatives [N 13 Reduce the Feb
Take a holiday in the UK instead of overseas NG 13 number of UK 2023

Take shorter UK short breaks/holidays | 12 overnight trips  data
Travel less at the destination | N 10 NEtT ‘f?V\{er'ad .
Take day trips instead of UK short breaks/holidays | S 10 tﬂgﬁﬁs’tfaod’ ay 30%

Take UK short breaks/holidays closer to home | 10
Will not go on UK short breaks/holidays [N 8
The cost of living crisis isn’t likely to influence my UK short... 25

VISITINS

Question: VB7c. How, if at all, would you say the ‘cost of living crisis’ is likely to influence your UK short breaks or holidays in the next six months? BRITAIN VisitEngland
Base: February 2023 = 1757.




B Domestic volume and value statistics - update

« Context and previous data releases:

« The domestic volume and value stats (GBTS — overnights; GBDVS — day trips) were retendered by
VisitEngland, VisitScotland and Visit Wales with a new agency and new methodology in 2020. We then
went dark on domestic data collection due to COVID, followed by delays in setting up the new data.

- Data for 2021 overnights and day trips was released in late 2022. Due to the change in methodology, these

are badged as experimental statistics. They are not at this stage calibrated to the pre-COVID surveys but
we are looking at other datasets that might help compare.

« For more detail, as well as methodological information, please go to these links:

https://www.visitbritain.org/gb-domestic-overnight-tourism-latest-results and https://www.visitbritain.org/gb-
day-visits-latest-results

* Next steps:

« We are scheduled to release data for 2022 overnights and day trips on May 4th. 2021 data will also be
revised.

« Data for January-April 2023 is due to be released on June 13th. We are due to return to a regular monthly

release schedule by autumn.
VISITISS
BRITAIN


https://www.visitbritain.org/gb-domestic-overnight-tourism-latest-results
https://www.visitbritain.org/gb-day-visits-latest-results
https://www.visitbritain.org/gb-day-visits-latest-results
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- Coming up...

- Official volume and value stats:
- Domestic: overnights and day trips data for 2022 to be released on May 4. 2021 data will also be revised.
Data for Jan-April 2023 is due to be released on June 131,

* Inbound: IPS 2022 full annual data 26t May.

« Other projects and workstreams:

« MIDAS project (Motivations, Influences, Decisions and Sustainability) — inbound study in 29 markets
conducted in 2022. Main report released but more granular reports and analysis coming: next two topics
likely to be Customer Journey and Premium Travellers. htips://www.visitbritain.org/MIDAS-research-project

«  We have initiated a workstream looking at new data sources, particularly timely behavioural data. We have
signed up to short term rentals data from Transparent.

« Trip Tracker surveys for Easter and (tbc) Coronation weekend

VISITINS

BRITAIN



https://www.visitbritain.org/MIDAS-research-project

Justin Reid

Director of Destinations, Travel and Hotels, EMEA
TripAdvisor
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UK tourism, is it safe to
peak out from behind the
back of the sofa post
Covid?
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Justin Reid

| Director of
Destinations, Travel
and Hotels, EMEA

Justin Reid

@JustinReid

Web Dev. for @RealWire, Membership hack for @LincolnMClub & Volunteer for
@Lincs_LSAR. Rock Climber, Whisky Drinker, Photographer

© Lincoln, UK & justinreid.co.uk [ Joined January 2008

1,507 Following 1,278 Followers

@ Followed by ALASTAIR CAMPBELL @ Tripadvisor

Tweets Tweets & replies Media Likes
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We are
the world’s
biggest
and most
preferred
travel
company

23

languages across the globe

20
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velers guided every month
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Global Unique Users - Travel, January 2023

& Tripadvisor

Booking
Airbnb
Expedia
Skyscanner
Kayak
Agoda
Hotels.com
Trivago

Tripadvisor Subsidiary

Source:SimilarWeb, January 2023

82,709,869
64,084,647
57,285,352
38,703,174

34,021,471

31,208,468
29,193,252
27,565,885

202,501,588

242,571,769

00
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UK Unique Users -

& Tripadvisor

Booking
Skyscanner
Jet2

Tui

Airbnb

Easy Jet
British Airways
Premierinn

Expedia

Source:SimilarWeb, January 2023

Travel, January 2023
12,513,980
7,564,413
6,438,710
6,192,870
5,931,520
4,042,445
3,649,235
3,613,157
3,259,292

19,556,822

o



Traffic Into the UK
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Looking at UK
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Bookers

mm 2023 wm 2022 == 2021 == 2020 == 2019
4000000
3000000
2000000
1000000
0
Q QA QO Q N Z N & S S e 2
F F & = N A I A P
& X N N S @ e
N 2 Q O S ex
c® < Q



Before and after pics for Scotland

2019

United States
Germany
Canada
France
Australia

Spain

2022

United States
IRELAND
Canada
Germany
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Traffic out of the
UK
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Top international
destinations for UK
users, ranked on
unique user traffic

Last 90 days

Source: Tripadvisor Internal Data, 2022-2023

Top Destinations For UK Users, Ranked on

Unique User Traffic

Rank Destination
1 Tenerife
2 Lanzarote
3 Majorca
4 Alicante
5 Paris
6 Malaga
7 Gran Canaria
8 Dodeconese
9 Barcelona
10 Fuertevntura




But what
are they
thinking?
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Executive summary

In the Fall of 2022, Tripadvisor carried out a wide-ranging sentiment survey in the United Kingdom, with the goal of examining both the state
of travel leading into 2023, as well as highlighting the tremendous purchasing power of travellers. In these slides, we identify and elaborate
on several distinct takeaways in consumer travel sentiment, as well as roles and spending habits relating to travel:

A bright travel outlook in 2023

o More than 9in 10 respondents plan
to travel in the next 12 months.
Building on the recovery seen in
2022, travel intent is higher than
pre-COVID (2019).

e They're planning to travel more,
and for longer periods of time
compared to past behaviors. More
than half (56%) will take three or
more trips in the next 12 months.

Travel is a non-negotiable expense

Travel accounts for the largest
share of discretionary budget
(21%).

« While inflation and rising costs are
on travellers’ minds, more than
seven in ten respondents plan to
spend more or the same on travel

as last year.

If necessary, they would rather
scale back other purchases to
maintain travel (95% of

respondents).

Spending power extends across
multiple categories and travel
stages

« Respondents prepare for travel by
purchasing from a wide range of
categories.

« These are not one-off purchases,
but rather regular pre- and in-
travel behavior.

« More than half agree that
shopping is an important category
to allocate travel budget and time.

« Fewer than one in ten respondents
don't typically shop during leisure
trips.

Source: Tripadvisor, An Economic Portrait of the Traveller, N=829; United Kingdom; September 2022
*Frequent travellers are defined as those who are planning 3 or more trips over the next 12 months

Those who travel more, spend more

Frequent travellers* are especially

enthusiastic consumers: They book
accommodations at higher rates,

they dine out, purchase clothes

and accessories more frequently
than occasional travellers.

Nearly half (45%) of frequent
travellers will spend more on
travel in the next 12 months than
the past year, compared with 32%
of occasional travellers.

(0T0]



MORE
MORE
LONGER PERIODS OF TIME
MORE
PAY HIGHER RATES
DINE OUT
MORE FREQUENTLY
SPEND MORE ON TRAVEL

WILL NOT CUT BACK ON TRAVEL
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Leisure travel is a top priority over the next 12 months

93% 89% 14% 17

of respondents plan of respondents of respondents of respondents are
on travelling over the are planning to are planning to not currently planning
next 12 months travel for leisure travel for business to travel

Source: Tripadvisor, An Economic Portrait of the Traveller, N=829; United Kingdom; September 2022 @
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Travel intent is higher
than 2019 travel in
nearly all markets,
including the U.K.

= Traveled in 2019  Intend to travel in the next 12 months

96%
93%  93% 929 93% 92% 93% 94% 95%

88%
I I |
Total (6 countries) United States United Kingdom Australia Japan Singapore India

Source: Tripadvisor, An Economic Portrait of the Traveller, N=4,959; Australia, Japan, Singapore, United Kingdom, United States, India; September 2022 @



Travel IS a non-
negotiable
expense
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Leisure travel accounts for
the largest share of annual

discretionary budget _

U.K. respondents allocate more than
one in five discretionary dollars to
leisure trips.

Source: Tripadvisor, An Economic Portrait of the Traveller, N=829; United Kingdom; September 2022

19%

B Health/wellness
m Other

Home goods and home
improvement

Entertainment
Shopping
® Restaurants and bars
B Leisure travel
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Despite global concern

about rising costs, 727 of U.K.

respondents plan to spend

more or at least the same B Spend intent over the next 12 months, compared to last 12 months
on travel as last year 32%

Four in ten will spend more; Only 27%
1in 10 plan to spend much less
over the next 12 months

17%

13%
10%

2%

Much more money  Slightly more money About the same Slightly less money Much less money I'm not sure

Source: Tripadvisor, An Economic Portrait of the Traveller, N=829; United Kingdom; September 2022 @
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But they also have a bigger
travel appetite —craving
more trips and longer trips—

Contributing Factors to Increased Travel Spend, Next 12 Months

oppe o B Taking more trips [ Taking longer trips Spending more at destination
and are willing to pay for it
50%
Travelling more frequently was the 42%
second most popular factor for i 9% Sk
. . 35%
anticipated increased travel spend by 33%
UK. respondents. 30%
30% 26%
20%
10%
0%
Total us UK AU JP SG

Source: Tripadvisor, An Economic Portrait of the Traveller, N=4,959; Australia, Japan, Singapore, United Kingdom, United States, India; September 2022
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They’'re planning
to travel for longer

Length of travel is increasing in
addition to trip numlber, with
more reporting plans to take
1+ week long trips, and fewer
people taking shorter trips

Source: Tripadvisor, An Economic Portrait of the Traveller, N=829; United Kingdom; September 2022

m Reported trip length, 2019  Intended trip length, next 12 months

32%
26%

1-2 days

40%
38%

3-6 days

31%
35%

1 week

0,

1-2 weeks

W E
(0 >
° K5

10%
10%

More than 2 weeks

5 2%
I’'m not sure

N
] &
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If necessary, travelers would rather scale back other
purchases to maintain their wanderlust

90%

of UK. respondents would decrease
spend in other categories to save
for their next vacation

By age: Younger respondents in
particular are more willing to prioritize
saving for travel over other
purchases

Source: Tripadvisor, An Economic Portrait of the Traveller, N=829; United Kingdom; September 2022 :i :
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Those who are considering
cutting spend, but have not
yet, are also cutting other
categories, prioritizing travel

Travel falls to the bottom of
the downsizing list

Source: Tripadvisor, An Economic Portrait of the Traveller,

Clothing/accessory purchases
Technology purchases {153

Home goods/improvements %4
Dining out Y44

Groceries/alcohol purchases JEIEA
Entertainment/events 4:3A

Paid leisure activities and hobbies A:¥3
Makeup/hair/skincare purchases A%

Food deliveries AY

Gym memberships/Personal
training

Personal vehicles ¥4

TV/music subscriptions P4

Professional salon hair cuts/hair
styling 14%

Rideshares, taxis REF3

Domestic travel 11%

International travel 11%

N=829; United Kingdom; September 2022
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Eating local during travel:
Local options account for 3
of the top 5 preferred
dining options, including
the top 2 spots

Local casual

60%
restaurants

Local cafes ¥4

Fast food restaurants BeZ¥A

Local fine dining

34%
restaurants

Chain casual
restaurants

28%

Fast casual restaurants PAKA

Food trucks or street

()
food 22%

Chain fine dining

14%
restaurants

Source: Tripadvisor, An Economic Portrait of the Traveller, N=829; United Kingdom; September 2022
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Destination Geold

Traveler Type

User Market User Country

Traveler Segment Start Date

End Date

| Unitec Kingeom v | 186216 v | [(an

v | [(an) v | [(am

v | [can v | 01/01/2019

| I e Data Through

16/03/2023

Average Traveler Rating

4.26

Average Accommodation Rating

4.11

Average Attraction Rating

4.49

Average Restaurant Rating

4.22

Destination Geold

Traveler Type

User Market User Country

Traveler Segment Start Date

End Date Data Through

| Unitec Kingdom v | 186216 v | [cam

v I [ (An) vJ I(AII)

v] I(Au) vl |29/02/2020

| |28/02/2023

16/03/2023

Average Traveler Rating

4.26

Average Accommodation Rating

4.10

Average Attraction Rating

4.48

Average Restaurant Rating

4.25

Destination Sk v Geold

Traveler Type

User Market User Country

Traveler Segment  Start Date

End Date Data Through

Yorkshire v | |1528574

v | [(am

v | |(am v| [(an)

v | |can v | |29/02/2020

| |28/02/2023

16/03/2023

Average Traveler Rating

4.28

Average Accommodation Rating

4.20

Average Attraction Rating

4.37

Average Restaurant Rating

4.29




Destination % v Geold

Traveler Type

User Market User Country

Traveler Segment  Start Date

End Date

[United Kingcom v | [186216

v ] I Foraign

v | [can)

. ] I Unitac States

v | [cam v | |01/01/2019

Data Through
| 16/03/2023

16/03/2023

Average Traveler Rating

4.38

Average Accommodation Rating

4.28

Average Attraction Rating

4.58

Average Restaurant Rating

4.32

Destination Yk v Geold

Traveler Type

User Market User Country

Traveler Segment  Start Date

End Date

[EmiratecfDu.. v | 2630221

v I [Foreign

v l [ United States

v | [can

v] [cam v | |01/01/2019

Data Through
| |16/03/2023

16/03/2023

Average Traveler Rating

4.70

Destination Yk v Geold

Traveler Type

Average Accommodation Rating

4.71

User Market

User Country

Average Attraction Rating

4.72

Traveler Segment  Start Date

Average Restaurant Rating

4.67

End Date

[Rome v | 187751

¥ I |Foreign

v | [cam

X I | United States

v | [cam v | [01/01/2019

Data Through
| 1670372023 ]

16/03/2023

Average Traveler Rating

4.51

Average Accommodation Rating

4.39

Average Attraction Rating

4.67

Average Restaurant Rating

4.43

Destination & v Geold

Traveler Type

User Market User Country

Traveler Segment  Start Date

End Date

[P=ris v | (187147

v | |Foreign

v | IUnited States

v | [cam

v | |(am ~ | |o1/0172019

Data Through
| (1670372023 |

16/03/2023

Average Traveler Rating

4.41

Average Accommodation Rating

4.48

Average Attraction Rating

4.50

Average Restaurant Rating

4.25




UK Search Trends
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Top attractions in
UK

2022-2023

Source: Tripadvisor Internal Data, 2022-2023

5. Borough Market

4. Natural History Museum
3. Harry Potter World

2. 02 Centre

1. Sky Garden
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Top Attraction Categories by Share of
Traffic

Type of attractions

Outdoors, Nature&Parks = o7y,
Sights&Landmarks | 18y
Tours | 16%
Spas, Wellness & Health |~ 9%
Shopping = 8%
Bars, Clubs & Nightlife | 5%
Museums | 4%
Amusement Parks || 4%
Transportation & Traveler resources | 4%

Cultural Sites - 3%

2022-2023

Source: Tripadvisor Internal Data, 2022-2023 @
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Top cities looked at by users from All

London, England

Paris, lle-de-France

Rome, Lazio

New York City, New York

Las Vegas, Nevada

Dubai, Emirate of Dubai
Istanbul, Istanbul

Madrid, Community of Madrid
Orlando, Florida

Barcelona, Catalonia

Uniques
156,107,641

128,512,334

50,818,047
83,471,057
83,190,768
66,034,382
65,832,210
61,614,117

99,825,788

Page Views
368,274,192
335,855,083
255,523,954
215,555,574
208,689,888
218,829,238
182,204,208
158,456,332
141,235,186
158,323,256



In SuMmmary:

o« We're getting there but we're not there yet!

e Intentions are HIGH , actions trailing a little

o Travelis NOT about pent up demand...much more than this

o Externally UK still loves lager and “a bucket and spade”

o People love what the UK has to offer...especially your attractions
e Butthey do love other places more..

o ButlLondon is still #1in the world !
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DMO Panel

Nick Brooks-Sykes — Marketing Manchester
Hayley Beer-Gamage — Experience Oxfordshire
Kathryn Davis - Visit West
Asa Morrison - Visit Great Yarmouth

Travel with confidence
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Welcome to the Tourism Alliance

Tourism Insights Conference

239 March 2023
0930-1400
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David Edwards

Tourism Statistician
Scattered Clouds/ETOA
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OK-UK: A long-haul journey through time — past,
present and future
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Inbound visits to the UK by world region since 1978 (000s)

—North America —FEurope Other countries Source: ONS




Inbound spend by world region since 1978 (£m, 2022 prices)

Spend by world region for 2020 is estimated based on overall
total and assumption that mix is equivalent to that seen in 2021
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o
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2022 Q1-3

—North America —Europe Other countries Source: ONS




Inbound visits from long-haul source markets in 2019

USA

Australia

China

Other Asia
Canada

Other Middle East
India

Other Central & Sth.America
United Arab Emirates
Hong Kong

Other Africa
Japan

South Africa

New Zealand
Thailand

Mexico

Other Caribbean
Pakistan

Other North Africa
Egypt

Sri Lanka
Barbados

Tunisia

Jamaica

500,000

1,000,000

1,500,000

2,000,000

2,500,000

3,000,000

3,500,000 4,000,000 4,500,000

Source: VisitBritain




Growth (000s of visits) from long-haul markets 1994-2019

USA

China

Other Asia

India

Australia

United Arab Emirates
Other Middle East
Other Central & Sth.America
Canada

Hong Kong

Other Africa
Thailand

Mexico

New Zealand
Other Caribbean
Pakistan
Barbados

Other North Africa
Egypt

Sri Lanka

Tunisia

Jamaica

South Africa
Japan

800 1,000 1,200 1,400 1,600 1,800

Source: VisitBritain




Inbound visits from long-haul source markets by journey purpose

7,000,000
6,000,000
5,000,000

4,000,000

3,000,000
2,000,000
1,000,000 I I I
| - lI

Business Holiday Study Miscellaneous
m1994 m2019 Source: VisitBritai




Regional spread of visits in 2019

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
ETO m London mRestof England = Scotland m'Wales = Northern Ireland = Nil nights

Source: VisitBritain



Seasonal spread of visits in 2019

Long-haul

10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
A Jan = Mar & Apr = Jun JUI = Sep [ OCt = DeC Source: VisiiBritain




Multi-country trip propensity for long-haul visits to Britain

New Zealand
Australia
Brazil
Singapore
South Korea
India

USA
Canada
China

Hong Kong
Japan

UAE

Saudi Arabia
Qatar
Kuwait

0% 10%

I 2 %
I £ 0%
. 30 %
I 33 Y%
I 3%

S ———— R Y
==  Wias

I 6%

I 4%

_170/19% The all-market average is just 13%
I 2%
I 1%

60% 70%

Source: VisitBritain



Britain's rank out of sixty nations in 2022

ETOA

Tourism Culture People
Australia 2 2 5
Brazil 12 9 10
Canada 7 5 12
China 5 7 14

India

Japan

Saudi Arabia
South Africa

6

Source; VisitBritain
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Europe
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Change in share of overseas trips by US citizens 2000-19 (pp)

Portugal
Croatia
Iceland
Hungary
=pain Meanwhile the share of overseas trips by

Ireland

héorway US citizens destined for India increased
reece

DeRmaTk by 1.3 percentage points between 2000
SN and 2019, with the share heading to

Czech Republic . .
Finland China up 1.1 percentage points

Russia

Poland
Sweden
Austria
Belgium

Italy
Netherlands
Switzerland
Germany
France

United Kingdom

\,
»
o
I~
w
N
R
o

Source: US DOC




UK and Swiss performance in attracting visits from India

800,000
700,000
600,000
500,000
400,000
300,000

200,000 M
/

100,000

2006 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019

—Switzerland - arrivals at hotels UK - all staying visits
—UK - hotel / guest house Source FSO. ONS




UK and Swiss performance in attracting visits from China

1,200,000
1,000,000
800,000
600,000
400,000

200,000

et

2005 2006 2007 2008 2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019

—Switzerland - arrivals at hotels UK - all staying visits
—UK - hotel / guest house Source: FSO, ONS
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Outbound forecasts for world regions (2019 = 100)

2019 2020 2021 2022 2023
—North America —Northern Europe Western Europe

—Southern/Mediterranean Europe —Central/Eastern Europe North East Asia
—South East Asia —3South Asia Oceania
—Middle East Source: Tourism Economics




Market prospects

* Despite the easing of restrictions Tourism Economics forecast
outbound travel from China to Europe will be at least 50% below
2019 levels in 2023 due to capacity constraints and the need for
traveller confidence to be fully restored

* Full recovery from China not anticipated until 2026

* Travel to Europe from India and Brazil forecast to be 20-30%
below 2019 levels this year and fully restored by 2025

* At the Europe level arrivals from the US forecast to be 10-20%
down on 2019 in 2023, but destinations in Western and Northern
Europe could match pre-pandemic levels

ETOA



Intention to travel long-haul in 2023 by source market

1 _ o
Australia 1%
I _ O
Brazil ik

I
Canada LI

30% 40%
m Definitely not planning Definitely planning




% that would consider a holiday in Britain in next 5 years

China

Hong Kong
Australia
New Zealand
USA

Saudi Arabia
Canada

SE Asia
UAE

India

Japan
South Korea
Brazil

80% 90%

Source: VisitBritain
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Estimated and projected share of the global economy 1980-2027

—Advanced economies —Emerging market and developing economles

Source: IMF




Top nations for High Net Worth Individuals in 2021 (000s)

United States
Japan
Germany
China
France
United Kingdom
Switzerland
Canada
Netherlands
Italy
Australia
India
South Korea
Iran
Spain
Russian...
Saudi Arabia
Kuwait
Taiwan
Norway
Hong Kong
Brazil
Austria
Sweden HNWIs are individuals with liquid assets in excess of US$1 million
Belgium

1,000 2,000 3,000 4,000 5,000 6,000 7,000 8,000

Source: Capgemini




Global population; estimates and projections (m)

]
Africa

748 710

i 369 425
l 169 173
[ L]

Europe Latin America/ Northern America
Caribbean

1950 m2020 2050

Oceania

Source: Worldometer
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Number of runways at leading European airports
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Air Passenger Duty rates from April 2023

ETOA

Flights of between 2,001 and 5,500 miles - £87 for
travel in the lowest class of travel available on the
aircraft, £191 for travel in any other class.

For flights over 5,500 miles equivalent figures are
£91 and £200 respectively.




Breaking news: World not flat, Britain not at its centre

Long-haul travel set to become more about
transpacific and transpolar travel than transatlantic

ETOA




Change in ethnic mix of US population 2010 to 2020

Asian alone or in combination

American Indian and Alaska Native alone or in
combination

Black or African American alone or in combination

White in combination

-25,000,000 -15,000,000 -5,000,000 5,000,000 15,000,000 25,000,000
Source :US CensusBureau




Share of foreign born population of Australia by arrival date

5%

Arrived before 2016 Arrived since 2016
W Born in UK B Born in Asia




Bureaucracy

Visa fees Guidance

Electronic Travel Authorisation
You can apply for a Standard Visitor visa, or if you visit the UK regularly you (ETA)
can choose to apply for a long-term Standard Visitor visa instead.

People travelling to the UK without a visa will soon

Fee  Maximum length of need to getan ETA.

stay

From: UK Visas and Immigration
Published 9 March 2023
Last updated 9 March 2023 — See all updates

Standard Visitor visa 6 months

Standard Visitor visa for medical 11 months
reasons

Standard Visitor visa for academics 12 months

2 year long-term Standard Visitor visa 6 months per visit

FINLAND

5year long-term Standard Visitor visa 6 months per visit il

f“’ l 3
0 ) &

10 year long-term Standard Visitor visa 6 months per visit b

POLAND
GERMANY UKRAINE

~. ol it
FRANCE 4o BT [ wi™ ROMANIA

ITALY

The fee for single OR multi-entry Schengen
visas is €80 and the form has 37 questions




Vacancies (000s, seasonally adjusted)
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Linda Ristragno

Assistant Director, External Affairs/Global Accessibility & Tourism
IATA
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Nose-dive and
recovery. Is global
aviation back on the
right flight path?

Linda Ristagno

Assistant Director External Affairs, IATA




Introduction

* Travel and Tourism are major driver of the global economy
* Air travel provides vital links for the recovering global tourism industry.

* According to the UNWTO World Tourism Barometer, international tourist arrivals almost
tripled from January to July 2022 (+172%) compared to the same period in 2021.

* The steady recovery reflects strong pent-up demand for international travel as well as
the easing or lifting of travel restrictions
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Recovery remains broadly on track despite headwinds

Industry RPKs are currently 70% of 2019 level, CTKs at 92%
Industry CTKs & RPKs, %ch vs the same monthin 2019

Nov.2022
versus
20% ~ Nov.2019
0% A \ T T T ll/\l/\——_l\—”_l_\/\l/\'f\‘VA T
\ T %
- o -
20% | o i s -26%
\ - s -~
: - ~ -31%
-40% - -34%
\
-60% - =
— / o= -
--— - = - -
-
-80% - i
_ - " = = Industry RPKs Industry CTKs
-100% A International RPKs Domestic RPKs
-120% -
Jan-20 Apr-20 Jul-20 Oct-20 Jan-21 Apr-21 Jul-21 Oct-21 Jan-22 Apr-22 Jul-22 Oct-22
<
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Domestic market performance remains mixed

Recovery trajectories reflect country-specific developments

Domestic RPKs (indexed to 100 in Jan 2020)
120 - e ChiNg ====Japan e==USA «—Australia ==India ——Brazil

100 -

40 -

20 A

O 1 |l T T 1 1 T 1 T 1
Jan-20 Apr-20 Jul-20 Oct-20 Jan-21 Apr-21 Jul-21 Oct-21 Jan-22 Apr-22 Jul-22 Oct-22
=2FE

102 Source: IATA Monthly Statistics ’ATA




International travel steadily recovering
Key Asia Pacific markets continue to lag, reflecting travel restrictions

International RPKs %ch vs same monthin 2019

20% A
NG ] RN 1 i RS i s, 1 B M, 10t i 0 R iyt S S
e AfriCa - Asia Pacific
-20% - D e
==EUrope =|_atin America / =
——Middle East —North America ,..../l
-40% A ’——\\/'
60% - ’
- M//
-80% - '__’—"_d
.
e
-100% T S — T T T T T T T T T
Jan-20 Apr-20 Jul-20 Oct-20 Jan-21 Apr-21 Jul-21 Oct-21 Jan-22 Apr-22 Jul-22 Oct-22
=2¥E
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Passenger numbers expected to recover by 2024

Industry recovers to 2019 level by 2024 All regions recover to 2019 level by 2025

. Global passenger departures, billions per year Index. 2019 = 100
1 120 :

i New -

baseline =" 10
forecast \_<:'
7 Pre-COVID e 80
baseline \ "
forecast R
} g Range of
uncertainty 60
4
2019 level 2
i recovered
by 2024

2010 2012 2014 2016 2018 2020 2022 2024 2026 2028 2030 World  AsiaPadfic = Ewope  Americas Af’icaéxidd'e

DY

Annd
W

104 Source: IATA/Tourism Economics Air Passenger Forecasts ’ATA
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Driving factors: profit, people planet, governance

Economic Governance

Environmental

i

105 28 March 2023 IA



Key takeaways - economics

e 2022 highlights the resilience of the air transport industry. After the largest shock in history, recovery is well
underway and is forecast to continue into 2023.

* The recovery has accelerated in 2022 as travel restrictions have been lifted, and international traffic has
closed the gap with the domestic recovery.

e Tourism is very vulnerable to crises and disastrous events, and for a destination to be resilient in the long
term it is important to implement a response built on sustainability in its different environmental, social
and economic dimensions.

Industry-wide passenger numbers are expected to recover their pre-pandemic level by 2024.

Pent-up demand helps overcome cost/price pressures, but this will likely wane in 2023.

DY
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Key takeaways — social

107

The concept of resilience is applicable to different fields (legal, scientific, IT, tourism, etc.) and
always refers to the ability of the system in question to recover or return to its initial state after a
traumatic event.

It is worth looking at resilience as a state of continuous evolution and in the long term, in line with
the concept of sustainability.

Tourism is very vulnerable to crises and disastrous events, and for a destination to be resilient in
the long term it is important to implement a response built on sustainability in its different
environmental, social, governmental and economic dimensions.

28 March 2023 IATA



And some question marks

* Are states confident that we can manage future outbreaks of communicable diseases without the total
shut down of air transport, travel and tourism?

* Where does aviation fit in countries strategic plans for growth of the tourism industry? What is expected of
airlines in developing the tourism sector?

* Do governments have a “whole of government” approach to tourism?

* |If so, what can ‘Ministries of Tourism’ do to promote the conditions needed for successful aviation growth
particularly the availability of cost-effective infrastructure, modernization of facilitation processes, and
pandemic preparedness?

DY
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Nose-dive and
recovery. Is global
aviation back on the
right flight path?

Thank you!




Nejc Jus

Head of Research
World Travel and Tourism Council (WTTC)

Z?IljzﬁglE Sponsored by: ':—:BABTA
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Nejc Jus, Head of Research, WTTC
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Members

Airports
Airlines

Cruise
Destinations
Tour Operators
Travel Companies
OTAs

GDS

Car Rental
Hotels

Digital Players
Travel Services
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)
WORLD

TRAVEL &
TOURISM
COUNCIL

b

)

A

_®

[ V& ] : C Executive Committee
AUNHEPRESPI R | ‘

170+ Members (CEOs and Chairs) | All geographies | All industries in Travel & Tourism

CARNIVAL HILTON EUROPEAN VALUE RETAIL INTREPID GROUP TUI GROUP MSC CRUISES ROYAL CARRIBEAN DALLAS FORT WORTH
CORPORATION  Christopher J Nassetta TRAVEL Desirée Bollier Darrell Wade Sebastian Ebel Pierfrancesco Vago CRUISES INTERNATIONAL
Arnold Donald President & CEO COMMISSION Chair Co-Founder & Chairman CEO Executive Chairman Jason Liberty AIRPORT
President & CEO Luis Araujo President & CEO Sean Donohue
President CEO

LN

AMERICAN EXPRESS JTB CORP DUBAI AIRPORTS SANDALS RESORTS JAPAN AIRLINES TRIP.COM GROUP VIRTUOSO

INGLE INTERNATIONAL INC.
COMPANY Hiroyuki Takahashi Paul Griffith Adam SteW.art Yuji Akasaka Jane Jie Sun Matthew Upchurch Patrick Andersen Robin |ngg ¢
Gl_znda I\E/IcNeaI_ Chairperson of the CEO Executive Chairman Representative CEO President & CEO CEO CEO
President, Enterprise Board Director, Executive
Strategic Partnerships President
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Research

For over 30 years we have been quantifying the impact of Travel & Tourism in 185 countries in our
annual Economic Impact Research.

CITY TRAVEL & TOURISM TRAVEL & TOURISM TRAVEL & TOURISM
ECONOMIC IMPACT SECTOR BENCHMARKING FOCUS RESEARCH
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Travel & Tourism Total Contribution to GDP - Global 2022-2032 forecast:
2 25 126 million
new jobs

10 10%
z 0
é 8 8% g +5-8 /0
5 3 Average Annual Growth
2 6 &% (T&T GDP)
S 5
3 5 Vs
5 4 4% <
S 0
: +2.7%
3
? | 2% Global Economy GDP
e o8 average annual growth rate
0 0%

2019 2020 2021 2022 (F)

mmm T&T Contribution to GDP - USS trillions —e—T&T Contribution to GDP - share of GDP Source: WTTC/Oxford Economics, April 2022
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International Arrivals - Global

0%
1.5Bn -10%
-20%
-30%
1.1Bn 20%
916 Mn 0%
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-100%
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Source: Oxford Economics, Dec 2022

International Arrivals - % below 2019 level

World

3.1% l I l
16.6%
-19.7%
28.3%
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2019 Global international arrivals: 1.5 bn

Share of global international arrivals - 2019
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ational Arrivals — Shares by Region

COUNCIL

2023 Global international arrivals: 1.1 bn
(Forecast)

Share of global international arrivals - 2023
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CITIES ECONOMIC IMPACT RESEARCH

8 Cities covered in
this year’s research
10-year projections:

T&T in 2032
0/ Of all jobs in the
8 A) cities analysed

Doha forecast for largest
increase (2019-2022)

¢ 0

oo +21%
Increase in T&T
contribution to GDP

Key indicators: direct T&T GDP
contribution, employment, international
& domestic visitor spending, leisure

& business spending

Cities accounted for almost half of all
international visits pre COVID-19

Lack of international travel had a
severe impact on cities during the
pandemic

Our research shows that travellers are
returning to cities, with 2022 marking
the first year of true recovery

Sponsored by:

VISA



2022 Cities Economic Impact Research

Direct T&T GDP (82 cities combined)

2019: 2022 Forecast:
us$734bn Us$582bn

-21% below 2019 levels

Direct T&T Jobs (82 cities combined)

2019: 2022 Forecast:
18.4mn 15.7mn

-15% below 2019 levels

Source: WTTC/Oxford Economics, November 2022

2032 Forecast:
us$1.1tn

2032 vs. 2022 average
annual growth: 6.3%

2032 Forecast:
25.2mn

9.5 mn new direct jobs
between 2022-32

)
WORLD

TRAVEL &
TOURISM
COUNCIL

Sponsored by:

VISA



Direct T&T GDP 2022 vs. 2019 (% change)

Cities above 2019 levels in 2022

Doha forecast for largest
increase (2019-2022)

+21%

Increase in T&T
contribution to GDP

Source: WTTC/Oxford Economics, November 2022

Rank City 2022 (F)
1 Doha 21%
p. Warsaw 14%
3 Sanya 10%
4 Orlando 10%
5 Rio De Janeiro 9%
6 Las Vegas 5%
7 Miami 5%
8 Johannesburg 4%
9 Lisbon 4%
10 Antalya 3%

Sponsored by:

VISA



Largest T&T City Economies wouo?

TOURISM

Direct T&T GDP in 2022 and 2032 (USD bn) .
Rank City 2022 (F) Rank City 2032 (F)
1 Paris 35.7 1 Beijing 77.3

2 Beijing 32.6 2 Shanghai 70.9

3 Orlando 31.1 3 Paris 49.2

4 Shanghai 29.7 4 Orlando 45.0

o Las Vegas 23.0 o = Las Vegas 36.5

6 New York 21.1 6 Guangzhou 34.9

7 Tokyo 18.0 7 New York 34.3

8 Mexico City 16.8 8 Macau 33.3

9 London 14.9 9 Bangkok 31.5

10 Guangzhou 13.2 10 Tokyo 29.9

Sponsored by: V’SA

Source: WTTC/Oxford Economics, November 2022



T&T Direct Contribution to City GDP — European Cities

T&T direct contribution to city GDP: 2032 (F)

T&T direct contribution to city GDP: 2022 (F)
(US$, billion)

Europe Global :

Rank Rank iy L
1 1 Paris 35.65
p 9 London 14.92
3 () Istanbul 10.31
4 16 Munich 9.94
5 18 Milan 8.80
6 19 Amsterdam 8.61

7 22 Barcelona 8.12
8 24 Berlin 7.71

9 27 Rome 6.95
10 29 Lisbon 6.46

(USS$, billion)

e [t ety
1 = K] Paris 49.15
2, = 12 London 21.07
3. * 23 Munich 12.45
4 1 28 Berlin 11.48
5 % 31 Amsterdam 11.35
6 T 32 Barcelona 11.02
7 Kk} FEW 10.95
g8 * 34 Rome 10.84
9 39 Milan 9.60
10 * 42 Madrid 8.53

)
WORLD

TRAVEL &
TOURISM
COUNCIL

Sponsored by: V’SA



ENVIRONMENTAL & SOCIAL REPORTING i

Building on WTTC’s economic impact research, revealing T&T’s environmental and social footprints.
Evidence for sustainability & the sector’s progress on the SDGs

Example of indicators:

j Y #Environment
&= #Climate

= GHG emissions

Scope 1-3 included and international transport

= Water footprint

= Energy source

= Air pollution
= Resource input

185 countries (global and regional) for 2010, 2019, 2020 and 2021

123
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COUNCIL

T&T’s CLIMATE FOOTPRINT o

TRAVEL & TOURISM'S CONTRIBUTION TO
TOTAL GREENHOUSE GAS EMISSIONS

% OF TOTAL GHG EMISSIONS

18% AVERAGE ANNUAL GROWTH FROM 2010 TO 2019
(]

15.5% TRAVEL & TOURISM GDP
16%

1t 2 4% 4.3%
12%

12.2% m Europe ave. World
10%

- 7.0%

8% GHG EMISSIONS LINKED TO TRAVEL & TOURISM
oy ’_\ 6.6%

4%

0%

2010 2019 2020 2021

e JNITED KINGDOM s Europe ave. ssss=\Norld
Note: These figures are under embargo



EMISSIONS PER UNIT OF GDP il

TRAVEL & TOURISM'S GREENHOUSE GAS
EMISSIONS INTENSITY

GHG EMISSIONS (CO2e kg) PER USD OF GDP*

07 Emissions per unit of GDP

0.6 continue to fall

0.5

i « The chart shows emissions per $1 of T&T
GDP (2010 — 2021).

o « Data indicates that emission intensity for the

0.2 sector is falling.

0.1 * Travel & Tourism emissions per dollar

e generated, are going down.

2010 2019 2020 2021

B UNITED KINGDOM @ Europe ave. @& World
Note: These figures are under embargo



COUNCIL

T&T SUB-SECTOR EMISSIONS B

INDUSTRIES CONTRIBUTING THE MOST TO TRAVEL & TOURISM GHG EMISSIONS IN 2021
% OF TOTAL TRAVEL & TOURISM GHG EMISSIONS

Transportation i

Utilities
Manufacturing

Agriculture & Food

Fuels B UNITED KINGDOM M Europe ave. M World

0% 10% 20% 30% 40% 50% 60%

Our GHGs data includes Scope 1 (direct), Scope 2 (utilities),

Scope 3 (supply chain) and international transport emissions Note: These figures are under embargo



A World in Motion: o
Shifting consumer travel trends in 2022 and beyond

COUNCIL

« Travel intention remains strong — leisure travel
spending's share of consumer wallet remains
unchanged despite high inflation

* Influence of social media on travellers' decision
making

« Areturn to the pre-pandemic favourites - cities and
beach holidays

* An increased tendency towards ‘blended’ trips
* Luxury segment remains buoyant
* Interest in sustainable travel remains strong

* The desire for flexible booking policies and
payment options

« Travellers are again booking trips further in
advance and staying longer In partnership with:

Trip.com Deloitte.
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Challenges for the Sector

COUNCIL

« Economic headwinds — high inflation « Sustainability

« Strong demand for sustainable travel options
* Increased regulation ESG and Biodiversity

« Ambitious targets to reach Net Zero

« Capacity Constraints
* Infrastructure
» Supply chain issues

» Efficiency — need to continue investing in
technology

« Workforce shortage

« Staff shortage problem globally, particularly in
Europe and the US

» Upskilling and reskilling including new digital
skills

» Facilitate labour mobility



WOR LD.7

Staff Shortages — key issue for the sector TR

COUNCIL

WTTC report discusses how staff shortages are impacting the T&T sector

T&T labour shortages in Q3 2022 _
Recommendations to governments

EU 1.19mn  (1in 9 unfilled jobs) and businesses

US 412,000 (1 in 15 unfilled jobs) . Facilitate Labour Mobility

Italy 250,000 (1 in 6 unfilled jobs) . Facilitate Flexible and Remote Work
Spain 137,000 1 in 8 unfilled jobs) . Enable Decent Work and Provide

( - .
UK 128,000 (1in 14 unfilled jobs) Competitive Employee Benefits

1in 19 unfilled jobs) : \I?Veo\;;lrgfcznd Support a Skilled

. Promote Opportunities within the
Sector

. Strengthen Collaboration at all Levels

. Adopt Technological and Digital
Solutions

France 71,000 (
Portugal 49,000 (1 in 10 unfilled jobs)




Concluding Remarks




)
WORLD

TRAVEL &
TOURISM
COUNCIL

r more details visit www.
‘or contact nejc.jus@wttc.org



http://www.wttc.org/

Mike Saul

National Head, Hospitality and Leisure
Barclays
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AHANCE e SDABTA

oooooooooooooooo Travel with confidence




-
»

-
-
T
>
-

Tourisr?ﬁa\'gightx '

Mike Saul, National Head of Hos;i’falj

\
% BARCLAYS




Hospitality & Leisure Industry Overview

Hotels
- Hotel Owners
- Hotel Managers

. . - Hotel Franchisees & Franchisors
Gaming and Gambling Travel

Bfatting shops Travel Operators
Bingo Travel Agents
Online Betting and Gaming Online Travel Agents
Casinos (physical and virtual) DMC’s/Inbound
Lotteries

HOSPITALITY & LEISURE
3.2m employees
Generates 4% of UK GDP worth > £120bn pa -
Direct and significant contribution indirectly
4th Largest Industry Sector — ahead of
Manufacturing, Transport and Financial Services

Food & Drink Professional Sport

Restaurants & Restaurant Groups Football Clubs/Associations
Quick Service/Fast Food Cricket Clubs/Associations

Cafes/Coffee Shops Rugby Clubs/Associations
Motorsport

Bars Leisure Operators
Late Night Bars Camp Sites Golf Clubs

Pubs Health & Fitness Clubs Professional Sport Regulating Bodies

Cinema/Theatre Operators
Entertainment Centres
Holiday Parks

Competitive Socialising




Market & Customer Insights

Market intelligence
based on facts

Barclays Market and Customer
Insights uses actual
transaction data to help give
you a deeper understanding
of your business, so you can
take action.

Barclays’ scale unlocks insights based on:

1 million billion yearly 1 million app-engaged

customers transactions customers






Travel vs 2019

Jan 2023
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Travel — vs other non-essential spend

‘ Other Non-Essential YoY

Other Non-Essential vs 2019

Travel vs 2019
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Travel — Spend 2022 vs 2019

7.3% -9.3% 8.3% 11.2% 5.5%

Travel Agents Airlines Cruises & Ferries Hotels, Resorts & Other Travel
Accommodation

Spend per Spending Customer

6.5% -0.6% 35% 9.8% -1.0%



Travel — Customer Stats

2019 54.8%
. [
0.0% 10.0% 20.0% 30.0% 40.0% 50.0% 60.0%

54%

of Barclays customers spending on Travel
in 2022

-0.9% vs 2019

222 N

2020 | <705

2019 £1,170
s [ .5
£- £200 £400 £600 £800 £1,000 £1,200 £1,400

£1,238

Average Barclays customer spend on
Travel in 2022

+5.8% vs 2019



International Spend %

Percent of Barclays spend happening outside the UK

7.0% 6.8%

6.0%-
5.0%-

4.0%-
2022

3.0%-

2.5%

2.0%-

1.0%-

0.0%

January ' February ' March l April l [ EN I June ' July ' August ' September ' October  November  December



International Spend Location
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70%
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20%

10%

0% 3% 3m%  37%  3T%

15.5%

2019

9.2%

2020

9.5%

2021

13.9%

2022

m Oceania

= Europe

m Asia & Middle East
Americas

m Africa

Largest Absolute
Spend Growth
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Country

Spain

Turkey

Greece

United Arab Emirates
Italy

France

Portugal

Romania

Ireland

Cyprus



Travel — Credit / Debit card spli
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Travel — Spend Growth 2022 v 2019 by Age

8.0% 7.1%
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Travel — Spend Growth 2022 v 2019 by Region

London 0.1%

West Midlands (England)

East Midlands (England)

East of England

South East (England)

North East (England)

North West (England)

WEIES

South West (England)

Yorkshire and The Humber

0.0% 1.0% 2.0% 3.0%

3.4%
3.9%
4.1%
4.3%
4.9%
5.5%
5.8%
6.2%
4.0% 5.0% 6.0%

*Excluding Scotland & Northern Ireland

7.0%

7.0%

8.0%



Barclays Spend Report

Email
contact-mci@barclays.com

CC your marketing, insights and
strategy managers to get them all
registered for our free monthly spend
report

Hospitality & Leisure

Hospitality & Leisure

Strong growth in Entertainment & Travel

Entertainment spending grew 21.3% in
January compared to this time last year,

in part due to the restrictions in place last
year but also due to big cinemareleases
such as Avatar: The Way of Water, Babylon,
and Whitney Houston: | Wanna Dance with
Somebody boosting spending.

The Travel sector continues to see strong
growth compared to last year as the
absence of restrictions and pre-flight
testing saw more Brits travel further afield.
This comes as Travel Agents and Airlines
saw year-on-year growth of 83.1% and
75.7% respectively.

21.3%7T B

Entertainment spend grew by 21.3%
versus January last year, up from the
9.2% growth seen in December 2022.

January spend growth per customer

Hospitality & Leisure
Digital Content & Subscription
Eating & Drinking

Restaurants

Bars, Pubs & Clubs

Takeaways and Fast Food
Other Food & Drink
Entertainment

Hotels, Resorts &
Accommodation

Travel

Travel Agents
Airlines

Public Transport

Other Travel

| Hospitality & Leisure

%

19.0%

21.3%

12.2%

66.1%

83.1%

75.7%

37.9%

41.6%




In Strictest Confidence

This deliverable has been prepared by Barclays Bank PLC (“Barclays”). This deliverable shall not constitute any offer to sell or the
solicitation of any offer to buy any security, provide any underwriting commitment, or make any offer of financing on the part of
Barclays, nor is it intended to give rise to any legal relationship between Barclays and you or any other person, nor is it a
recommendation to buy any securities or enter into any transaction or financing. Customers must consult their own regulatory, legal,
tax, accounting and other advisers prior to making a determination as to whether to purchase any product, enter into any transaction
of financing or invest in any securities to which this deliverable relates. Any pricing in this deliverable is indicative. Although the
statements of fact in this deliverable have been obtained from and are based upon sources that Barclays believes to be reliable,
Barclays does not guarantee their accuracy or completeness. All opinions and estimates included in this deliverable constitute the
Barclays’ judgment as of the date of this deliverable and are subject to change without notice. Any modelling or back testing data
contained in this deliverable is not intended to be a statement as to future performance. Past performance is no guarantee of future
returns. No representation is made by Barclays as to the reasonableness of the assumptions made within or the accuracy or
completeness of any models contained herein.

Neither Barclays, nor any officer or employee thereof, accepts any liability whatsoever for any direct or consequential losses arising
from any use of this deliverable or the information contained herein, or out of the use of or reliance on any information or data set
out herein.

Copyright in this deliverable is owned by Barclays (© Barclays Bank PLC, 2023).

No part of this deliverable may be reproduced in any manner without the prior written permission of Barclays.

Barclays Bank PLC. Registered in England. Registered No. 01026167 Registered Office: 1 Churchill Place, London E14 5HP



savills

Savills-UK Hotels Landscape —
March 23



Headline RevPAR’s fully recovered, driven by strong ADR bounce savills

2022 vs 2019

26% RevPAR: £76

22% RevPAR: £135 ReVvPAR: £62
14 9%

RevPAR: £115

9.5%

% difference to 2019
N
2

London Regions Staycation markets UK serviced apartments

m Occupancy mADR ® RevPAR

Source: STR

Restricted - External



Luxury and Economy saw strongest bounce in RevPAR driven by ADR growth savills

London 2022 vs 2019 All UK 2022 vs 2019
0o REVPAR: RevPAR:
% £289 40%  £227 RevPAR:
£54
30% RevPAR 30%
RevPAR: ReVPAR: oo oap. . R - ; Rz RevPAR: Ref\:lspsA T 218% poyear
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The real challenge will be around operational cost control




Welcome to the Tourism Alliance

Tourism Insights Conference

239 March 2023
0930-1400

Z?ﬂzﬁyE Sponsored by: %BABTA

. the voice of touris Travel with confidence




Join us for the
English Tourism Week Parliamentary Reception

Hosted by Simon Jupp MP
1500-1700
Terrace Pavilion, House of Commons

& $pABTA 4% PASC
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CARAVAN AND Travel with confidence www.pascuk.co.uk
MOTORHOME CLUB
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