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Inflation remains high but has peaked and is expected to return to
the target 2% rate by the end of 2024

UK consumer price inflation
Year on year growth
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Despite ongoing pressures, household disposable income has
returned to growth

Household disposable income
Year on year growth
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Note: Disposable income measured as total household income minus taxes minus basic spend
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Most consumers feel financially stable at the moment, but there is
variability across demographic groups

“How would you describe your financial situation at the moment?”
% respondents, Sept-23
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Consumer sentiment in the outlook for household f

negative but has improved markedly...

UK consumer sentiment in outlook for household finances

Balance of opinion, 2008-2023
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...and is now net positive for younger and higher income groups

UK consumer sentiment in outlook for household finances — by demographic group
Balance of opinion, Sept 2023
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People have on balance spent more on holidays this year than last

Will you spend more or less on holidays in 2023 compared with 20227

% respondents
- )

Much more A bit more About the same A bit less Much less

PwC Source: PwC Consumer Survey (Sep 2023)



People are spending more on holidays due to cost inflation,
prioritising travel and some catch up

You said you will spend more on holidays this year compared to last year. Which of these apply to you?
% respondents

| am taking similar holidays 379
but they cost more this year °

| am taking more holidays than usual o
. 25%
because | want to treat myself this year

| am taking more holidays than usual o
o 7 . 18%
because it is a priority this year

| am catching up on travel 24%
| wasn't able to take during COVID ° B cost
| Priority
| am taking a deferred holiday o
from last year 14% Catch up

Note: Of those saying they will spend more this year
PwC Source: PwC Consumer Survey (Sep 2023)
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Where people have cut back, it is primarily due to affordability, as
well as some unwind from catch up last year

You said you will spend less on holidays this year compared to last year. Which, if any, of these apply to you?
% respondents

| wanted to take more holiday this year

0
but couldn’t afford to 24%

| am taking fewer holidays than usual this year

(V)
due to high interest rates raising my mortgage costs 8%

| took more holidays than usual last year

o
because | wanted to treat myself %

| took more holidays than usual last year to catch up 59
on travel | wasn’t able to take during COVID ° [ ] Affordability

. . , Catch up last year
| am still taking the same amount or more holidays

o
this year but | am finding better deals 5% I Deals

Note: Of those saying they will spend less this year
PwC Source: PwC Consumer Survey (Sep 2023)
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When thinking about 2024, there are some factors which could
impact spending

Which of the following drivers, if any, might cause you to spend less on holidays in 2024 compared with 20237?
% respondents

High costs of everyday products (e.g. food, fuel) 39%
High costs of utilities (e.g. energy, water)

Rising interest rates
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Concern over losing my job

High costs of holidays (e.g. travel, accommodation)

The weakness of the pound

) | have travelled more than normal this year to treat myself 14%
7 3 :
% 'g | have travelled more than normal this year as | had savings | could spend 9%
T E i
| have caught up on travel | missed during COVID this year 8%

PwC Source: PwC Consumer Survey (Sep 2023)
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C.70% of people say they will spend the same or more on holidays
next year as they did this...

Will you spend more or less on holidays in 2024 compared with 20237
% respondents

23% 37% 9% 4%

Much more A bit more About the same A bitless Much less Note sure yet

PwC Source: PwC Consumer Survey (Sep 2023)
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...with older and more affluent groups in particular expecting to
spend more

Will you spend more or less on holidays in 2024 compared with 2023? — by demographic group
Balance of opinion
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Where people expect to spend more next year, it is due to cost, taking
more holidays and trading up to more premium options

You said you will spend more on holidays next year compared to this year. Which of the following, if any, apply to you?
% respondents

37%

16% 18% 17%
13% 14%
1% 10%
7%
Holidays will be More holidays More short Abroad Longer holiday Long haul More expensive More expensive Travel in
more expensive breaks / instead of UK instead of accommodaiton package premium
secondary short haul

holidays

PwC Source: PwC Consumer Survey (Sep 2023) 15



Where people expect to spend less, it is a mix of taking fewer holidays
and finding ways to spend less when they do travel

You said you will spend less on holidays next year compared to this year. Which of the following, if any, apply to you?
% respondents

23%

21% 22%
18%
> 16%
14% 15%
o 1% 10% 10% 11%
8% 7%
. - l
No UK

Fewer Fewer Less Shorter Short haul Less All Economy Look for Book early Book late Holidays
holidays short holidays instead expensive holiday instead of expensive inclusive insteadof special togeta togeta will be
breaks / of abroad accomm- long haul package package premium  offers better better cheaper
secondary odation price price
holidays

PwC Source: PwC Consumer Survey (Sep 2023)
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People are planning to take a mix of domestic and international
holidays next year

Where are you planning to take a holiday in 20247

o
Yo respondents Ppt change since Oct-22

Europe 34% -3%
UK 7%
North America 1%
Caribbean 0%
Asia 1%
Africa 0%
South America 0%
Australasia n/a
Middle East -2%
| haven't yet decided where | 0
. . 11%
| will go on holiday next year i
| will not take a holiday next year -2%

PwC Source: PwC Consumer Survey (Sep 2023) 17



We continue to see some polarisation in booking timings, with both
early and late bookings expected

When do you plan to book a summer holiday for 2024?
% respondents

January-March 16%

Booking early

April-dune 1%
- Booking late
July-August 7%

| haven't yet decided if | will 0
) 14%
go on holiday next summer

Note: excludes people not planning to take a summer holiday next year
PwC Source: PwC Consumer Survey (Sep 2023)




Key takeaways

PwC

High inflation
and interest
rates

Cost of living
pressures
easing

High cost of
holidays

Holidays a
priority

Uncertainty
leading to late
bookings

Protected
spend

Some pent up
demand
unwind

People still
coming back
into market
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POLL — Do you expect revenues to be higher or lower in 2024 vs 20237



POLL — What are you most excited about seeing unleashed in 20247






The majority of consumers say that sustainability issues are
impacting their holiday taking...

Have sustainability issues had any impact How is it impactig your holiday-taking/holiday plans?
on your holiday-taking/holiday plans? % respondents
% respondents

Changing how far | travel

Has not
made an impact Changing how often | travel
Changing what transport | use
Changing the type of destination | go to
Has made Changing the type of accommodation
an impact

Choosing holiday providers with
good sustainability credentials

Paying extra to off-set my
emissions when booking flights

PwC Source: PwC Consumer Survey

14%

13%
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...with a generational divide which suggests an increasing trend for
the future

Have sustainability issues had any impact on your holiday-taking/holiday plans? — by age group
% respondents

Has made an impact

Has not made an impact
but will do in the future

Has not made an impact
and won’t do in the future

18-24 25-34 35-44 45-54 55-64 65-74 75+

PwC Source: PwC Consumer Survey
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Sustainability can be a decision factor for people but there are also
trade-offs with experience and price

To what extent do you agree or disagree with the following statements?

% respondents

I Agree

PwC

Experience

Neither agree nor disagree M Disagree

sustainable holiday options
| am not willing to pay more for 44% 339%
sustainable holiday options

| look for travel companies ) 0 0

with sustainability credentials e S7%
The experience is more important 49% 34% 13%

to me than sustainability

Source: PwC Consumer Survey 26






Consumers are generally positive about the potential for generative
Al to support their holiday bookings...

Generative Al (e.g. ChatGPT) is being widely used by companies. If a travel company used each of the following Al supported
features would it make you more or less likely to book with them?
% respondents

Balance
More Likely Neither Less Likely of opinion
Higher quality information on a holiday option o o +249
(e.g. photos, descriptions) Lk ’
Personalised website content o o +15Y%
(e.g. showing areas of interest to you) 2 °
Personalised search results o o +14%
(e.g. tailored for your interests) S °
Personalised recommendations for add-ons o +6Y%
(e.g. upgrades, activities) Sk 192 °
Personalised emails o +59,
(e.g. on areas of interest to you) 2o 1 °
A live chat app to answer questions 52% +2%
A live chat app to help you put a personalised o 1%
itinerary together el ik °
A live chat app to help you choose a holiday 54% -5%

Note: Balance of opinion is % saying more minus % saying less
PwC Source: PwC Consumer Survey
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...although there is a clear generational divide

If a travel company used each of the following Al supported features would it make you more or less likely to book with them?

— by age group

Higher quality information on a holiday option

0,
(e.g. photos, descriptions) e
Personalised website content .
(e.g. showing areas of interest to you) 21%
Personalised search results o
(e.g. tailored for your interests) 21%
Personalised recommendations for add-ons o
(e.g. upgrades, activities) 18%
Personalised emails .
(e.g. on areas of interest to you) 1%
A live chat app to answer questions 18%
A live chat app to help you put a personalised o
itinerary together 28%
A live chat app to help you choose a holiday 259

Note: Balance of opinion is % saying more minus % saying less
PwC Source: PwC Consumer Survey
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There is considerable investment from financial investors in a
buoyant market, when the sector has a good story

M&A activity in the UK travel sector
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The market is poised for increased investment into the travel sector

Deals activity in the global travel sector follows wider market sentiment, with a c. 9-month lag
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Confidential. This document is provided for the purposes of your discussions with PricewaterhouseCoopers LLP. This document, and extracts from it and the ideas contained within it, may not be used for any other purpose
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