
Consumer 
perspectives

The Travel Convention – Unleashing New Potential

October 2023



PwC

Where have we been?

Agenda

1

Where are we now?2

Where are we going?3

2



PwC 3

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

Source: ONS, PwC Economics

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

Note: Disposable income measured as total household income minus taxes minus basic spend
Source: Asda Income Tracker

Household disposable income
Year on year growth
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Most consumers feel financially stable at the moment, but there is 
variability across demographic groups

Source: PwC Consumer Survey

“How would you describe your financial situation at the moment?”  
% respondents, Sept-23
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Consumer sentiment in the outlook for household finances remains 
negative but has improved markedly…

Notes: Balance of opinion is % of people saying better off in next 12 months more minus % saying worse off
Source: PwC Consumer Survey

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

Notes: Balance of opinion is % of people saying better off in next 12 months more minus % saying worse off
Source: PwC Consumer Survey

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

Source: PwC Consumer Survey (Sep 2023)

Will you spend more or less on holidays in 2023 compared with 2022?
% respondents

14% 24% 41% 10% 11%

Much more A bit more About the same A bit less Much less
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People are spending more on holidays due to cost inflation, 
prioritising travel and some catch up

Note: Of those saying they will spend more this year
Source: PwC Consumer Survey (Sep 2023)

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

I am taking similar holidays 
but they cost more this year

I am taking more holidays than usual 
because I want to treat myself this year

I am taking more holidays than usual 
because it is a priority this year

I am catching up on travel 
I wasn’t able to take during COVID

I am taking a deferred holiday 
from last year

37%

25%

18%

24%

14% Catch up

Priority

Cost
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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

Note: Of those saying they will spend less this year
Source: PwC Consumer Survey (Sep 2023)

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

I wanted to take more holiday this year 
but couldn’t afford to

I am taking fewer holidays than usual this year 
due to high interest rates raising my mortgage costs

I took more holidays than usual last year 
because I wanted to treat myself

I took more holidays than usual last year to catch up 
on travel I wasn’t able to take during COVID

I am still taking the same amount or more holidays 
this year but I am finding better deals

24%

8%

7%

5%

5% Deals

Catch up last year

Affordability
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When thinking about 2024, there are some factors which could 
impact spending

Source: PwC Consumer Survey (Sep 2023)

Which of the following drivers, if any, might cause you to spend less on holidays in 2024 compared with 2023?
% respondents

High costs of everyday products (e.g. food, fuel)

High costs of utilities (e.g. energy, water)

Rising interest rates

Concern over losing my job

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

The weakness of the pound

I have travelled more than normal this year to treat myself

I have travelled more than normal this year as I had savings I could spend

I have caught up on travel I missed during COVID this year
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C.70% of people say they will spend the same or more on holidays 
next year as they did this…

Source: PwC Consumer Survey (Sep 2023)

Will you spend more or less on holidays in 2024 compared with 2023?
% respondents

11% 23% 37% 9% 4% 15%

Much more A bit more About the same A bit less Much less Note sure yet
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...with older and more affluent groups in particular expecting to 
spend more

Note: Balance of opinion is % saying more minus % saying less
Source: PwC Consumer Survey (Sep 2023)

Will you spend more or less on holidays in 2024 compared with 2023? – by demographic group 
Balance of opinion

18-24 25-34 35-44 45-54 55-64 65-74 75+ A B C1 C2 D E

15% 14%

22%
20%

26%
24%

35% 35%

24%

17%
19%

15%

19%
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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

Source: PwC Consumer Survey (Sep 2023)

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

Frequency Type of holidayInflation

37%

16%
13%

18% 17%
14%

11% 10%
7%

Holidays will be 
more expensive

More holidays More short 
breaks / 

secondary 
holidays

Abroad 
instead of UK

Longer holiday Long haul 
instead of 
short haul

More expensive 
accommodaiton

More expensive 
package

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

Source: PwC Consumer Survey (Sep 2023)

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

Frequency Type of holiday Shopping around
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14%

8%

21%
18%

16%

11% 10% 10%

4%

22%

15%

11%

7%

Fewer 
holidays

Fewer 
short 

breaks / 
secondary 
holidays

No 
holidays

UK 
instead 

of abroad

Less 
expensive 
accomm- 
odation

Shorter 
holiday

Short haul 
instead of 
long haul

Less 
expensive 
package

All 
inclusive 
package

Economy 
instead of 
premium

Look for 
special 
offers

Book early 
to get a 
better 
price

Book late 
to get a 
better 
price

Holidays 
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Price
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People are planning to take a mix of domestic and international 
holidays next year

Source: PwC Consumer Survey (Sep 2023)

Where are you planning to take a holiday in 2024?
% respondents
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20%
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We continue to see some polarisation in booking timings, with both 
early and late bookings expected

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

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

9%

10%

16%

11%

7%

14%

17%

I have already booked

September-December

January-March

April-June

July-August

I haven’t yet decided if I will 
go on holiday next summer

Don’t know

Booking late

Booking early
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Key takeaways

Pressures

Mitigators

High inflation 
and interest 

rates

High cost of 
holidays

Uncertainty 
leading to late 

bookings

Some pent up 
demand 
unwind

Cost of living 
pressures 

easing

Holidays a 
priority

Protected 
spend

People still 
coming back 
into market
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POLL – Do you expect revenues to be higher or lower in 2024 vs 2023?
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POLL – What are you most excited about seeing unleashed in 2024?
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The majority of consumers say that sustainability issues are 
impacting their holiday taking…

Source: PwC Consumer Survey 

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

57%

43% Has not 
made an impact

Has made 
an impact

14%

13%

9%

9%

9%

8%

5%

Changing how far I travel

Changing how often I travel

Changing what transport I use

Changing the type of destination I go to

Changing the type of accommodation

Choosing holiday providers with 
good sustainability credentials

Paying extra to off-set my 
emissions when booking flights

How is it impactig your holiday-taking/holiday plans?
% respondents
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...with a generational divide which suggests an increasing trend for 
the future

Source: PwC Consumer Survey 

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

8% 14% 12%

34% 33% 33%
21%

15%

25% 22%

20% 21% 15%

20%

77%
62% 66%

46% 46% 52%
59%

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

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

Has not made an impact
but will do in the future

Has made an impact
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Sustainability can be a decision factor for people but there are also 
trade-offs with experience and price

Source: PwC Consumer Survey 

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

23%

44%

28%

49%

35%

33%

37%

34%

37%

18%

30%

13%

I am willing to pay more for 
sustainable holiday options 

I am not willing to pay more for 
sustainable holiday options 

I look for travel companies 
with sustainability credentials 

The experience is more important 
to me than sustainability

DisagreeNeither agree nor disagreeAgree

Price

Experience
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Consumers are generally positive about the potential for generative 
AI to support their holiday bookings…

Note: Balance of opinion is % saying more minus % saying less
Source: PwC Consumer Survey 

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

49% 13%Higher quality information on a holiday option 
(e.g. photos, descriptions)

30% 56% 15%Personalised website content 
(e.g. showing areas of interest to you)

30% 55% 15%Personalised search results 
(e.g. tailored for your interests)

24% 57% 19%Personalised recommendations for add-ons 
(e.g. upgrades, activities)

24% 56%

37%

Personalised emails 
(e.g. on areas of interest to you)

25% 52% 23%A live chat app to answer questions

23% 53% 24%A live chat app to help you put a personalised 
itinerary together

21% 54% 25%A live chat app to help you choose a holiday

More Likely Neither Less Likely

19%

Balance 
of opinion

+24%

+15%

+14%

+6%

+5%

+2%

-1%

-5%
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…although there is a clear generational divide

Note: Balance of opinion is % saying more minus % saying less
Source: PwC Consumer Survey 

If a travel company used each of the following AI supported features would it make you more or less likely to book with them? 
– by age group
% respondents

18-24

Higher quality information on a holiday option 
(e.g. photos, descriptions) 14%

Personalised website content 
(e.g. showing areas of interest to you) 21%

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

21% 7% -1% -11% -12% -24%

17% 13% -3% -14% -13% -27%

Personalised search results 
(e.g. tailored for your interests) 21% 28% 4% -1% -14% -17% -27%

Personalised recommendations for add-ons 
(e.g. upgrades, activities) 18% 24% 13% -4% -12% -18% -27%

Personalised emails 
(e.g. on areas of interest to you) 11% 22% 12% -6% -9% -10% -26%

A live chat app to answer questions 18% 26% 16% -3% -14% -17% -33%
A live chat app to help you put a personalised 
itinerary together 28% 32% 13% -5% -18% -24% -35%

A live chat app to help you choose a holiday 25% 32% 19% -9% -13% -23% -37%
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There is considerable investment from financial investors in a 
buoyant market, when the sector has a good story

Financial investor
Strategic investor
Other

M&A activity in the UK travel sector

Source: Mergermarket, Companies House, press releases, CapIQ
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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

Source: Travel Deals volume: Dealogic. MSCI Index: CapIQ

286
337

473
542

627 666 660
686

650

754

888

1,064
1,079

882

778

924
996 1,021

1,010
1,065

1,005

940

1,079

820 809

447

553
742

418

0

500

1,000

1,500

2,000

2,500

3,000

3,500

4,000

4,500

5,000

0

250

500

750

1,000

1,250

1,500

1995

1996

1997

1998

1999

2000

2001

2002

2003

2004

2005

2006

2007

2008

2009

2010

2011

2012

2013

2014

2015

2016

2017

2018

2019

2020

2021

2022

2023

Index Value

D
ea

l V
ol

um
e

Global Travel Deal Volume (excl. UK) UK Travel Deal Volume MSCI World Index Value FTSE 350 Index Value



Thank you

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 
and may not be disclosed to any third parties. This document does not constitute a contract of engagement with PricewaterhouseCoopers LLP, and is subject to the terms of any subsequent engagement contract that may be 
entered into between us.

© 2023 PricewaterhouseCoopers LLP. All rights reserved. “PricewaterhouseCoopers” refers to PricewaterhouseCoopers LLP, a limited liability Partnership incorporated in England or, as the context requires, other member 
firms of PricewaterhouseCoopers International Limited, each of which is a separate legal entity.
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