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TheUK economy continuesto prosper. Britain’ sGrossDomestic Product
should increase by 1.9% in 2000 ganding at US$1,29% hillion. The
unemployment rate, which fell to 4.3%in 1999, isthelowest that it hasbeen
in25years Thecountry dso hasalowinflation rate of 2.5% and the pound
gerling has been the world’ ssrongest currency for the lagt 5 years

Britain isavery important travel market. It isthe fourth mog important
market intheworld after the USA, Germany and Japan. In 1998, more
than haf (52.0%) of al tripsweretaken abroad. Theyear 1998wasthefirst
year that more British red dentsopted to hdiday proportionally more abroad
thana home. TheBritishtravel market produced 55milliontripsin 1999and
generated USH35 billion in expenditure. Tourismintelligencel nter national
edimat esthatby 2005, theUK will produce58millionvigtorstodedi nations
abroad and generate US$45.9 million in revenues

The British travel market isan important source market for many overseas
dedinationsand even for travel within the UK. Consder that:

* The UK hasapopulation of 59 million, the second largest populaion in
Europe.

e The British have an enormous appetite for travd.

* TheBritish are experienced travdlers and are inclined to seek out new,
unexplored destinations.

» Thederling is oneof thestrongest world currencies and the UK economy
isbooming.

» TheBritish have alarge number of paid holidays and taking vacationsis
socially acceptable.

Key Trendsto Watch

Britain’s nine regions are very diverse having
GrO.Wth different leves of income, rate of growth,
regions unemployment and propensties for travel. The

regionswiththegreates travel market potential
(inorder of importance) are: SouthEagt, L ondon,
NorthWes & Merseysde, EastandWes Midlands.

Long-haul ThetopfourBritishlong-haul regonsin 1998 were
travel is North America, East Asia& Pecific, Africaand the
: Caribbean. Measured by therate of growth over the
growing period 1988-1998 the top three long haul regions
ae The Caribbean (Barbados and Dominican

Republic), theMiddle East EEgypt and Dubai) and

South andCentra America(Brazil and Argenting).

Future The UK market will continueto grow well into
¢ the2005. The Americas(USA, Canada, South and
prospects Centrd Americaandthe Caribbean will experience
themog rapidgrowthfromtheUK market, followed
by Africa, South Asa, Eas Asaand the Pacific.

Source: TourismIntdligence International, How the British will Travel 2005.
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British Market - Winners& Losers

Cubahas the
greatest growth

Spain and France
receive the most UK
arrivals

Destination No. of months No. of Travdlers % Change
1999 1999/1998

Cuba 12 85,829 3354
Antigua& Barbuda 12 71,313 24.02
Thailand 12 457,110 21.60
Ma dives 12 63,919 14.70
Austrdia 12 528,431 13.03
Maurtius 12 58,683 12.21
Snggpore 12 401,118 12.07
Barbados 10 167,392 10.96
New Zed and 12 168,271 8.36
Jamaca 12 124,930 719
USA 12 4,252,162 6.97
South Africa 5 151,871 6.16
Canada 9 656,824 4.36
Germany 12 1,648,935 426
Japan 12 182,894 0.75
Cayman Islands 12 23422 -1.98
Hong Kong 12 308,754 521
Aruba 12 2,773 -8.39
Phillipines 12 88,920 -8.99
Turkey 12 814,889 -18.23
Dominican Republic 12 108,045 -42.59

Source: World Tourism Organisation, 2000

Market & Consumer Trends

Rapid spa growth

Weddings and
honeymoons

Hotel & Resort Trends

Luxury floating
hotels

Four Seasons
expands

The spaindustry is growing by leaps and bounds as i ndicated by the
preliminary resultsof the nter national SpaAssociati on (1SPA) Industry
Sudy. 1n 1999, therewere5,689 spafacility locationswith $5.3 billion
in sales volume. The research showed that spas received 95 million
visits in 1999, with more than 70% coming from the day spaindustry.
Visitsintheresort/hotel and destination spas categories madeup nearly
20% of the business. Overall, thenumber of spasincreased by 52%
between 1997 and 1999, while the number of visits increased by
70% and revenuegrew by 152% in thesameperiod. Thisindustry
IS set to doublein size every four years.

With the average cost of a UK wedding costing US$20,584.50
(E13,7323), many UK couples are looking to the Caribbean to tiethe
knot since the average wedding package costs US$675 (£450).
Together with ahoneymoon packagethetotal bill isaround US$5,250
(£3,500) which makes the Caribbean very competitive on the cost
side compared with other destinations.

A chainof luxury floating hotelsin yachtsisto belaunched by Harbour
Quay Hotds. Thefirst 200-room permanently moor ed yacht will
be London’s Docklands and will be aimed at the top end of the
businessmarket. Itwill house?2 restaurants and abrasserie, swimming
pool, spa, cinema plus hedth and fitness rooms.

Four Seasonswhich openeditsfirst Middle Eastern hotel in Cairo this
year, plans another 6 hotes in Jordan, Egypt, Lebanon, Saudi
Arabiaand Qatar . Shanghai isexpected to get aFour Seasonshoted by
the end of 2001. Hotels in Budapest and Prague will extend the
company’ sreachto Eastern Europe. New venturesin Dublinandinthe
south of France will strengthen its presence in Western Europe where
it operates 6 hotels.
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Focus. The UK Independent Traveller

A growing market

Factors driving
independent travel

Reasons for
independent travel

Favourite
destinations

Independent vs
inclusive travel

Spending patterns

Trends to watch

In 1999, 46% of al travellersin the UK travelled independently. When
one examines the growth of independent and packaged holidays over
1967-1999,therehasbeenasteadyincreaseinthegrowth of independent
holidays, while the growth of packaged holi days has been morevol dtile.

Theindependent travel market offers good potential for growth and
this trend will continue to increase dueto anumber of factors:

Changing consumer taste and lifestyles,

Package tours as alaunch pad for independent holidays,

Growth in the seat-only market and expansion of |ow-cost airlines,
Growthin accommodati on-only sales and non-hotel accommodation,
Growth of frequent flyer programes,

Improved quality and standards of independent operators,

Growth of timeshare business and property ownership abroad,

Y outh and gap year travel,

Tour operators offer flexible, independent options,and

The Internet.

Themai nreasonfortravel ling independentl y indi catesamaturing market.
This is highlighted i n the reasons given bel ow:

Freedom,

Flexibility and choi ce of accommodati on,

Good vaue for money,

Trave off the beaten track,

Mohility (choice and length of stay in any one place),
Experiencethe country asit redly is, not on atour,
Choose med times and type of foods eaten,
Experience adventure of the unknown, and

Individua experience.

In 1998, the top 10 desti nati on for i ndependent holidays by UK residents
were France (28.3%), Spain (20.8%), United States (9.7%), Irish
Republic (7.6%), Italy (3.4%), Netherlands (3.2%), Belgium (3.1%),
Portugal (3.0%), Germany (2.4%) and the Rest of Aga (1.7%).

There has been agrowing trend towards taking i ndependent holidays in
the UK. This has important implications for the packaged holidays
offered by tour operators. Themoreindependent travel decisionsthat
are madethelessthedemand for the traditional packaged holiday
offered by tour oper ator s. Therehasbeen the simultaneousdevel opment
of independent travel and the all-i nclusive package.

Spending by independent travellers in the UK tends to vary widely. In
1995, US$360 was spent per visit abroad.

» Growth in the student travel market.

* Thelnternet as apowerful source of information.

* Growthinlong haul destinations especidly to the USA, the Far East
and the Caribbean.

* Increasing demand for independent travel by affluent families with
children under 15.

Source: Tourism Intdligence International, How the British witll Travel 2005
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Editorial

A very important characteristic of the British traveler is the growing preference for independent
holidays, that is, holidays in which the main holiday € ements (transportation, accommodation and
“other services”) are bought independently from different sources. It is dso important to consider that
Brital n hasthe largest proporti on of its populati on on-line, compared with the rest of Europe- one-third
of Britons areon-line, asimilar proportion to Japan. UK consumers also shop the most on-line after
Americans. Already, almost half (45%) of British consumers find the internet will be the most
convenient way of booking holidays by 2005.

Thecombination of an experi enced travel market with astronginclinationtovisit far away destinati ons,
together with a growing familiarity and confidence with buying on-line, provide the single most
important i mperative for thegrowth of thei ndependent travel market. Growth of thei ndependent travel
market will conti nue. Thereare striki ng simil arities between the profile of the internet customer and the
profile of the independent traveller. The internet and the independent traveller seem to be ided
bedfdlows.

Trendsto Watch

Frenchman guilty in A Frenchman on trialin alandmark court casewasfound guilty

sex case in October this year of child rape during a “sex vacation” in
Thailand in 1994. The court ordered the public transportation
worker to pay damages to the girl who was 11 years old when the
incident took place and sentenced to seven years in prison.

Hotel chain to open TheCaribbean dl-inclusiveresort chain, Sandalswill open atr avel

agency in London. The Sandals and Beaches Holiday trave
agency isaimed at driving businesstoitsall-inclusiveresorts. Up
to nine people are beng recruited to staff the agency.

travel agency

Technology Update
Price drives on-line Morethan half (57%) of consumersweremor econcerned about
shobbin prices than security (42%) when buying on-line, according to a
pping pan-European shopping survey by Jupiter Communications and
Ipsos. Price wasthe factor that would motivate existing shoppersto
buy more on-line, ahead of other factors such as security, shopping
experience and ddivery.
Air travel sales A total of 82% of all on-linebookers of travel products/services

bought air trave ; 60% bought hotd rooms; 45% bought car rental
and 32% bought thegtre tickets. In fact, more on-line bookers
bought theatretickets, compared with packagetours, according
tothe Trave Industry Association. Packagetour sales onthe internet
isaso declining according to thel atest data from phocuswright.com.

dominate the web

Mobile internet Micr osoft isintalkswith British Telecom and VV odafoneregarding

services offeringmobile internet service. Thecompany claimsthat investing
in relationshipswith leading operatorswill enableusersto access
customised corporateservicesat anytime,any placeandfrom any
device. Microsoftclamsto have the biggest Internet network inthe
world with more than 200 million users a month in 33 countries.
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