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Latest travel outlook




World Inbound Tourism Spending Forecast Scenarios 2019-2026
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Baseline Inbound Receipts by Region
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Value driven recovery

Inbound Tourism Spending for Top European

Destinations 2020/2025 Faster rebound
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LATEST TRAVELOUTLOOK )

Redefining source market value for greater
returns to local communities

Outbound Tourism Spending by Top
Source Markets 2020/2025
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LATEST TRAVELOUTLOOK

Digitalisation to drive recovery

European Travel Forecast Sales 2019/2020/2025
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Consumer-centric

Flexible
Personalised

Seamless and low touch

Influential Features of Travel Planning and
Booking 2020

B Free cancellations
M Free upgrades
1 Flexible payment terms

B AR/VR to visualise travel
experience
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Building trust

Person-to-person
Family & friends

Influencers

Importance of Family In-Person Conversations 2020
% of respondents agree they are extremely to very influential

Poland France German UK USA
All ages 435 41.9 i 41.4 46.8
Generation Z 457

Millennials 45 4
Generation X 40.0 37.8 38.2

Baby Boomers 33.9 32.8 40.7 32.2 37.6

Importance of Social Media Influencers 2020

Poland France Germany UK

All ages 13.9 30.1 27.4 _

Generation Z 221
Millennials 19.3
Generation X 13.0 25.7 21.4 23.0
Baby Boomers 4.3 10.6 14.1 11.3

Source: Euromonitor International Digital Survey, December 2020
Note: Green indicates a high % share of respondents, compared to red for a low % share
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CHANGING CONSUMER VALUES

Purpose-driven brands resonate

Green Activities by Key Country 2021
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Source: Euromonitor Voice of the Consumer Survey, January 2021
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CHANGING CONSUMER VALUES

Social values more prominent

Social Values by Key Country 2021

B Boycott brands/companies that don’t share my social/political beliefs

W Buy from brands that take support social and political issues that are aligned with my values
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Nature, safety, volunteering,

sustainable, close to home

Arts & heritage, shopping, adventure,
packages, family friendly,

group tours, city breaks

Source: Euromonitor Voice of the Consumer Survey, January 2021

Global Consumers Travel Preferences
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Consumer Interest in Sustainable vs Mass Travel Destination Features 2021
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Source: Euromonitor International Lifestyles Survey, January 2021

Note: Selected at least one sustainable travel featuresincluding eco-tourism, voluntourism, immersion in local
culture, sports/adventure, nature and outdoors activities;

Selected at least one mass travel features including packages, all-inclusive resorts, group tours, family friendly and

shopping

8%

of global consumers seek
sustainable travel options

52%

of global consumers seek mass
market options
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Sustainable transformati




Top 10 Countries in the Sustainable Travel Index

Latvia
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sustainable tourism
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Source: Euromonitor International
Note: rank 1 = best performing; yellow dash signifies no change, green arrow - positive
movementand red arrow — negative movementin the ranking
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Croatia Performance in the Sustainable Travel Index
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Playing catch up

= Travel falling short in sustainable action

= Positive momentum growing with
Tourism Declares and COP26

= Pioneers like Intrepid go from B Corp to
science-based targets

Travel and Tourism Comparative Commitment to
Sustainability 2020

My company will keep pre-COVID-19
environmental sustainability commitments
despite the unfolding economic crisis

My company currently implements a
sustainability strategy.

My company is supporting local
communities during the COVID-19
pandemic

My company ensures sustainability is
incorporated in NPD launches

My company is purpose-driven

The CEO of my company is a sustainability
activist

0% 50% 100%
% of respondents

B Other Industries M Travel & Tourism

Source: Euromonitor International — Voice of the Industry Survey —

Sustainability, June 2020 m %ﬁ%ﬂ%{"lgﬁm




Paradigm shift to value Optimised benefits to build
driven tourism trust for opening up

Digital and sustainable
transformation critical for
building strong foundations
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Caroline Bremner, Head of Travel Research
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