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Holiday ambitions and 

spend on the rise 

4 in 5 Britons are expecting to spend more or the same amount of money on their holidays in 2015, a 

rise on 2014.  Rising financial confidence is supported by the consideration of more holiday options, 

particularly long haul, emphasising the need for destinations to remain top-of-mind. Marketing 

remains central to achieving this, influencing 1 in 4 Britons’ most recent holiday decision. Role of 

social media also increasing, particularly amongst the younger generations. 

Overseas holidays up 

but not to traditional 

destinations 

Intention to holiday overseas has risen for the third consecutive year but trips to traditional Western 

Europe/Mediterranean countries are set to decline.  The overseas rise is led by adventurous long-

haul destinations such as USA/Canada, Central/South America, Asia and Australasia.  Alternative 

short-haul locations such as Eastern and Central Europe are also set to rise in popularity.  

Generation Y leading the 

breakaway 

The rise in consideration of more adventurous destinations is led by Generation Y (20-34 year olds). 

Driven by their use of social media and a fear of missing out, they are the more ‘experience-hungry’ 

age group.  Social media check-ins and photo sharing present a constant stream of holiday 

possibilities and the quest to stand out becomes more competitive.  Tellingly, Generation Y are most 

likely to holiday in the UK because it’s cheaper, unlike older generations who do so because of the 

UK’s appeal.  The onus is on traditional destinations to communicate what ‘tick-box’ experiences they 

have to offer. 

 

Longer planning and 

stay 

The predicted rise in long haul holidays means that the lead time between booking and travelling has 

increased, as has the expected length of holiday.   Holidays to North America require the most 

amount of planning (5.1 months), over a month more than holidays to the UK (4.1 months).  

Destinations seeking to compete with long-haul will need to schedule their marketing accordingly. 

UK main holidays have 

dropped short breaks 

have bounced back 

Intentions to take a main holiday in the UK have continued to fall, although not to the extent 

witnessed in 2014.  Reassuringly for the UK holiday market, intentions to take a domestic short break 

have increased and make up the vast majority of all UK holidays.  The prevalence of short breaks 

means that venues and attractions need to promote themselves as must-see to avoid being 

overlooked by time-pressed holiday-makers. 
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UK holidays are hassle 

free 

‘Less hassle to organise’ was the most popular reason given for choosing a UK holiday over a holiday 

overseas, not cost.  ‘Not enough time to go abroad’ was also cited.  This matches research elsewhere 

which paints a picture of an increasingly time-pressured and impatient society, who when faced with 

dozens of reviews and booking options, opt for the path of convenience.  For outbound operators the 

onus should be on simplifying the booking and research process.  For the domestic market it is 

important to communicate the ease and familiarity of staying at home.   

 

Staycation legacy of 

improved perceptions of 

UK offer 

The staycation has left a legacy of improved awareness of the UK’s offer, almost half citing this as a 

reason for increasing their holidaying in the UK.  This is testimony to the work conducted by the UK’s 

‘Visits’ as well as by individual destinations.  It also suggests that an improved financial situation won’t 

necessarily lead to a drop in domestic holidays.   The overriding reason for Britons taking a domestic 

holiday is ‘the natural environment’, with Wales leading the way.     

Provenance an area for 

development 

Our research elsewhere highlights the growing importance of provenance (local experiences and 

produce) in driving holiday choices and experiences. The UK scores relatively low in this area 

compared to other countries.  Whilst this is to be expected given the familiarity of what is on offer, 

Scotland does significantly better than the other home nations.  Their ‘Meet the Scots’ campaign 

draws on typical Scottish experiences and is a good example for others to follow. 

Wellness tourism to 

boost the UK coastline 

According to research by SSI, wellness tourism is growing twice as fast as tourism generally.  This 

report reveals that 2 in 5 Britons have taken a wellness holiday, with Generation Y overwhelmingly 

most likely to have done so.  The UK coast is regarded as the most suitable setting for a UK wellness 

holiday, providing a perfect opportunity to rejuvenate struggling coastal towns.   

 

Wellness includes any health-enhancing activity, not just spa and body treatments.  Many 

destinations already provide this, and will just need to change the tone of their communications.  

Others who wish to get on board should ensure they provide adequate facilities.  Local and 

responsibly sourced food, knowledge of  the local countryside and provision for bicycles are a must. 
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Review sites continue to 

be influential in Holiday-

booking behaviour 

Review sites have an increased influence on bookings in 2015, with 7 in 10 using online reviews to 

help decide the holiday destination for at least some of the holidays they take. Review sites are 

relatively age neutral, with similar influence across generations. There has been a slight increase in 

the perception of trust and accuracy of online review sites, although this has remained fairly constant 

since 2014.  

Social media influence 

on holiday bookings has 

increased  

Nearly one third of all Britons are influenced by some form of social media in their holiday decision-

making, rising to half amongst 20-24 year olds. Social media sites are a growing influence in selling 

an experience, particularly Facebook and Instagram which can use imagery to create an emotional 

connection.  User-generated promotion is also important.  Around half use social media on their 

phone on their holiday with nearly 2 in 10 uploading photos.  Notably social media use is not restricted 

to younger generations with a fifth of adults aged 55+ also influenced by this medium.  Destinations 

should encourage check-ins, photo opportunities and offer free wifi to facilitate the process. 

 

Digital detox counter-

movement? 

Interestingly, the proportion using a smartphone on their last main holiday has decreased across all 

age groups, most notably amongst adults aged 35yrs+. This may relate to the emerging ‘digital detox’ 

trend while on holiday, where digital devices are surrendered in favour of escaping from the day-to-

day.  Should venues be offering ‘wifi-free’ as well as ‘free-wifi’ zones? 

A range of mobile uses Those who do use their mobile phones on their holiday, do so for a wide range of reasons.  The single 

most common use of smartphones on a holiday is taking photos.  Around half use an app, the most 

common being weather reports, followed by maps.   1 in 5 check their work emails. 
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*Social grade is a classification system based on occupation and it enables a household and all its members to be classified according to the occupation of the Chief Income Earner.  
Typically ABC1 households will contain  management, professional, students (white collar) and C2DE  skilled/unskilled manual workers, state pensioners, unemployed (blue collar)
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UK OVERSEAS 

2014 2015 2014 2015 

ABC1  43 39 82 84 

C2DE 49 47 71 72 
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USA / Canada 

UK 

West Europe / Med 

Asia 

mailto:jon.youngr@bdrc-continental.com
mailto:jon.youngr@bdrc-continental.com
mailto:jon.youngr@bdrc-continental.com


Other regions considered (%) 

Africa  
Caribbean 

Aus/NZ 

E/C Europe 

S/C America 

Middle East 
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41 39 50 39 47 

56 57 57 56 56 

22 25 12 24 18 

18 10 8 14 9 

17 5 5 9 10 

10 7 5 9 6 

9 3 5 7 4 

10 5 4 7 7 

12 5 3 8 6 

7 3 2 6 2 
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A holiday where you book the travel 

independently from the 

accommodation 

An all inclusive package with a 

tour operator 

Other type of package holiday 

where travel and accommodation 

is all included 

A cruise 

Other 

Not sure 
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4.1 
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4.3 

9 

5.1 

12 

4.8 
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3 ±

10 

1 

2 

5 ±

6 

7 

8 ±

9 ±

4 ±
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8 ±

1 

3 

4 ±

6 
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31% 

48% 

16% 

Convenient escape 
(Less hassle, work-

pressure 

and less free time)  

57% 

Improved offer 
(More aware of UK offer 

+ UK more appealing) 

46% 
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69 72 80 76 49 63 

60 76 56 53 80 72 

49 42 36 30 32 44 

30 44 34 66 69 43 

39 37 37 42 29 35 

31 37 36 23 36 27 

8 12 8 12 13 24 

6 3 4 39 17 35 
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On the Move Research Division, London 

Comprising Hotels, Hospitality, Transport, Travel, Tourism, Leisure and Public Sector Specialist Teams  
+44 (0)20 7400 1000 
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bdrc-continental.com 
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Market 
dynamics  

and opportunity 

Customer 
experience  

and loyalty 

Brand 
strategy and 

communications 

Product 
development  

and pricing 

Channel 
development  

and innovation 

Employee 
engagement  

and perceptions 

Regulation 
and  

compliance 

Manage risk and opportunity 

Guide acquisition and retention strategy 

Optimise service delivery 

Validate concepts and ideas 

Better allocate resources 

Gain competitive advantage 
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2012 award for survey 

design excellence 

mailto:jon.youngr@bdrc-continental.com
mailto:jon.youngr@bdrc-continental.com
mailto:jon.youngr@bdrc-continental.com
http://www.surveysampling.com/en


64 

Regular conference 

sponsors & speakers 

Market perspective 

through syndicated 

research & market reports 

Holiday report Attractions & Accomm 

business monitors 

Visitor experience 

benchmarking 

Taste 

of the 

Nation 

Visits to Visitor 

Attractions Census 

Fundraising Verdict 
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BDRC Continental 

London 

BDRC China 

Beijing 

BDRC Jones Donald 

Sydney 

BDRC Asia 

Singapore 

BDRC Asia 

Indonesia 

BDRC Americas 

Washington DC 

• International consumer insight consultancy 

• Launched 1991 

• Conduct research in 70+ countries 

• Group revenues – c 27m Euros 
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