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TIME AND MONEY
ARE PRECIOUS
COMMODITIES

The UK leisure sector must embrace up-to-date
to remain at the forefront

of what are exceptionally crowded consideration sets.



At a glance

Perma-crises are causing consumers to re-evaluate how they spend their time and money. Mustard

has conducted research to help our clients understand the implications.

Thank you for taking the time to open and read this report.

In Q2 2023, Mustard conducted a survey with a sample of h=638 UK consumers aged 18+. We
set out to understand how consumers in the UK are navigating the cost-of-living crisis and the
implications for the leisure and tourism sector in terms of attitudes, current behaviour and
future intentions. We wanted to learn more about what different audiences are prioritising, to
help find solutions, so that destinations and attractions (and the wider sector) can bounce-back
from Covid with an offer aligned to their new priorities. This report shares the headlines with
stark reminders of the challenges being faced, and with recommendations on how to maximise

the opportunities that exist through making some small changes to the offer and / or
messaging.

For more information, please get in touch. We would love nothing more to chat you
through the insight and implications.

Richard Walker Andrew Wiseman Hannah Crayk
Director Director Associate Director
+44 (0)7973 787902 +44 (0)7765 475122 +44 (0)7809 869649
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We are by no-means done wit

perma-crises




Visits to many attractions are yet to recover to

pre-Covid levels

Total number of visitors to DCMS-sponsored
museums in England from 2011 to 2022 (in 1,000s)
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Source: DCMS

-23% -1.61m

Visitors in Millions of
2021 c/f 2019 fewer visits

Whilst there was a 69% increase in
visits to ALVA attractions compared
to 2021, it still represented a 23%
decline compared to 2019, equivalent
to 161.2 million visits.



Behaviour post-Covid

As was commonly reported, when venues were forced to close, UK consumers found new ways to
spend leisure time - taking advantage of the time permitted outdoors

These
behaviours

WEVE

stuck!

o4
%ﬁao 3590 <y they do this MORE

since the Covid Pandemic

Days out exercising
(hiking, walking,

running, cycling, etc.)

The pandemic induced a seismic shift in people’s attitudes to nature.
Successive lockdowns inspired more people and new audiences to enjoy the
countryside and the great outdoors, invoking new and renewed interest
in National Parks as destinations.

But even the great outdoors face challenges of their own. National park
authorities in England are anticipating budget cuts in excess of
£16m over the next 3 years. Impacting on visitor centres, staffing and
path maintenance. They face increasing pressures from various land
uses, including agriculture, urbanization, and infrastructure development.
Climate change and a decline in biodiversity also poses a significant
threat. Rising temperatures, changing precipitation patterns, and extreme
weather events can have detrimental effects on ecosystems, wildlife
habitats, and visitor experiences. Attractions must adapt to these changes,
implement sustainable practices, and mitigate their own carbon footprint.

A4b. Thinking back to before Covid (February 2020). To what extent do you do the following activities more often, less often, or the same as before Covid?
(Base: 293+ respondents. Balance: Don't Know / Never done that activity (A1))



The forecast’s not great...

“Total domestic travel spending in Great Britain
fell dramatically in 2020 over the previous year
due to the impact of the coronavirus (COVID-19)
pandemic. While domestic tourist spending

amounted to nearly £92bn in 2019,
. That year, spending on
domestic overnight trips in Great Britain added up
to less than £10bn. Meanwhile, the

According to the forecast,

n

Source:
https://www.statista.com/statistics/1255947/coronavirus-impact-domestic-travel-spending-britain/



https://www.statista.com/statistics/1255947/coronavirus-impact-domestic-travel-spending-britain/

However, in-bound tourism Is recovering...

And forecasts are edging upwards...but are yet to reach 2019 levels

37.5m

45 2023
In-bound
visits

40

35

30

2° Visit Britain and Statista are

forecasting 37.5 million
visits in 2023 from a low of 6
;s Mmillions in 2021.
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Source:

https://www.visitbritain.org/q1-2023-inbound-data
https://www.statista.com/statistics/287133/annual-number-of-overseas-visits-to-the-united-kingdom-uk

“Our latest inbound forecast for
2023 is 37.5 million visits,

. Inbound visitors are

forecast to spend £30.9 billion,

109% of the 2019 level in nominal

terms although 90% in real terms

(taking inflation into account).

, due to data for late 2022
coming in stronger than expected.”
Visit Britain



The US remains the leading inbound market

Germany, Italy and Australia are the slowest to recover.

Leading inbound travel markets for the UK 2019-2022, by spending

(in £Million GBP.)
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Source:

https://www.visitbritain.org/q1-2023-inbound-data
https://www.statista.com/statistics/287133/annual-number-of-overseas-visits-to-the-united-kingdom-uk






The Cost-of-Living crisis is going to be hanging
around for a while longer

Household incomes are not expected to return

to levels seen in 2021 until 2027. -5.7% =30 pts

Forecast Expected fall in UK Consumer

12 ] household Confidence in
disposable July 2023
income
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L

The Office for Budget Responsibility forecasts
that household disposable income is set to

March 2073 foracast reduce by 5.7% between 2022 and 2024, the
/ largest two-year fall since records began in

=
L

L
L

Percentage change on a year earlier
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A 4
Meanwhile, in terms of GFK’s UK Consumer

4 Confidence Measures, in July 2023 the Overall
2009 2020 2021 2022 2023 2024 2025 2026 2027 2028 Index Score decreased six points to minus 30.
Source: OMS, OBR All five measures were down in comparison to

the previous month - in particular “General
Economic Situation over the NEXT 12 months”.

https://www.gfk.com/press/uk-consumer-confidence-drops-six-points-in-july 11



The ColL crisis is hitting visitor spontaneity

It is the younger generations that are feeling the need to plan more. Just a third of the younger

audiences say rising prices has had “"no impact” compared with more than half of Baby Boomers

Gen Z

GenY

Gen X

Baby Boomers

To what extent are your decisions

“planned” or “spontaneous”?

22% 65%
27% 60%
26% 54¢%

29% 51%

Totally planned
Mostly planned, sometimes spontaneous
m Mostly spontaneous, sometimes planned

m Totally Spontaneous

o

o
3

=

Impact of cost-of-living and rising prices on relatively

Gen Z

GenY

Gen X

Baby Boomers

spontaneity
25% 34%
24% 34%
19% 28%
21% 20%

Now MUCH more planned
Now slightly more planned
No Impact
® Now slightly more spontaneous

® Now MUCH more spontaneous

AS5. If you were to visit @ museum, art gallery or similar attractions, to what extent would the decision be “planned” or “spontaneous”? (Base: 638 respondents)

36%

37%

45%

529%

A6. How has the rising prices and cost of living crisis impacted on how “planned” or “spontaneous” you are in regards to visits to museums, art galleries or similar attractions? (Base: 638 respondents)

12



And it impacts the activities they choose

UK consumers are definitively cutting back on how often they visit
(and the extent to which they intend to visit) paid-for attractions

Net impact -40.6% -38.8% -38.6% -38.5% -37.8% -37.2% -33.6% -22.4% -22.2%
I do this
MORE OFTEN
now
44% 44% )
° 47% 48% 46% 45% 49%
No impact 62% 63%

I do this
LESS OFTEN
now

\[e]

applicable /
I wouldn't do

- B

‘m @ EMUSOEUM:
gmi ARAR 3,

Take part in Attend Visit theme Go to the Visit zoos,

0
4 0

this anyway

L

Attend live
music,
concert or gig

N Go to the isi Visit
sporting parks / theatre safari parks cinema Visit art museums

events adventure or aquariums galleries
parks

indoor
entertainment
activities
(bowling, mini-
golf, escape
rooms, etc.)

Ada. To what extent has the cost-of-living crisis (which began in Autumn 2022), impacted on how often you do the following??
(Base: 293+ respondents. Balance: Don't Know / Never done that activity (A1))

-17.4%

53%

29%

i

Visit National
Trust or
English

Heritage sites

+14.1%

63%

2o
Days out
exercising

(hiking,

walking,

running,
cycling, etc.)

13



Communicating VFM and “getting moneys worth” has
never been more important

How the cost of living crisis is impacting engagement with leisure attractions

Choose visitor attractions that have free entry

Go to places that are more local

Less likely to buy souvenirs or gifts at visitor attractions
Go to places where the day out can be discounted

Go to places that I can drive to easily

Go to places where you can get your money / times worth
Less likely to visit paid-for exhibitions

Go to places where I can bring my own food

Less likely to give a donation on top of the entrance fee
Cut-back on leisure days out

Go to places where food / drink are value for money
Book train / travel tickets in advance

Get membership for unlimited free entry

Visit places in smaller groups

It has no impact

46%
I 7%
36%
36%
K0
33%
32%
31%
30%
30%
29%

11%

I 14

People are clearly prioritising
visits to local and free
attractions.

Almost all (86%) are cutting
back or changing behaviour in
some way. Most of the ways in
which consumers intend to “cut
back” feature

— either in terms of
the entrance fee itself or what
they spend when they are
there.

Others are cutting back on
travel expenditure, whilst
about a third are cutting back
on the

they take for leisure (Gen Z and
Gen Y in particular).

A5. Thinking specifically about how inflation and the cost of living crisis has impacted your behaviour when visiting museums, art galleries and other types of visitor attractions,

which of the following, if any, apply to you? (Base: 638 respondents)



Previous research has shown
the vast majority of UK adults
are now deeply concerned
about the cost of living crisis
and their personal finances.

Whilst Gen Y have often been known
for being the “"squeezed generation”
burdened by student debt and priced
out of the housing market, it is the
older who currently
show greater levels of concern about
the economy.




Gen X have surpassed Gen Y as the biggest worriers

Those aged 42-57 are typically the most worried about the Cost of Living crisis

How concerned are you currently about the “cost of living”?

(i.e. inflation, rising prices, etc.)

Extremely concerned

Very concerned

Moderately concerned

Slightly concerned

Not at all concerned

35%

24%

26%

10%

1%

30%

27%

22%

13%

3%

26%

20%

14%

2%

Baby
Boomers

25%

22%

27%

23%

2%

In a previous survey, we found 4 in 5 UK adults (80%)
were AT LEAST moderately concerned about the cost-
of-living, with more than half (56%) saying they are
EXTREMELY or VERY concerned. Almost the whole
population (96%) were concerned to some extent.

In contrast to the last financial crisis and the “Credit Crunch”,
the latest “squeeze” seems to be impacting Gen X the most
(38% extremely concerned) and the younger Gen Z (35%).

Life-stage — in terms of mortgages to pay, families to feed,
retirements to plan, etc. - is a key factor Gen X. Meanwhile,
Gen Z are graduating and carving out careers on lower
wages, and are concerned about affording life’s essentials as
wages lag behind inflation.

Perhaps unsurprisingly, Baby Boomers show the lowest levels
of concern, although, they are also more likely to be
concerned than not.

Other data sources suggest concerns with the economy skew
upwards with people living in small towns/rural communities,
but generally concern is evident across ALL demographics
and income brackets.

2022 CoL Survey (NatRep): C1. How concerned are you currently about the “cost of living” (i.e. inflation, rising prices, etc.)? (Base: 1,002 respondents)



Cost of Living has impacted Gen X the most - but the
generations adjust in different ways

I'm more likely to
choose visitor
attractions that
don’t have an
entrance fee

Itryto

have in total

I'm more likely to
visit places where 1
can get a
off the
cost of the day out

I'm more likely to choose
places where I / we can
spend a significant time
and get our moneys
worth

I'm more likely to visit
places that are local
and I don’t have to

travel that far to

I'm more likely to
choose visitor
attractions that
don’t have an
entrance fee

I'm more likely to
visit places where I
can get a
off the cost
of the day out

I'm more likely to choose
places where I / we can
spend a significant time
and get our moneys
worth

Itryto

I have in total

Younger generations
will look for deals /

discounts / vouchers
and want "moneys
worth”

Older generations
will try to save on
travel and retail

I'm more likely to
choose visitor
attractions that
don’t have an
entrance fee

I'm
from
retail shops at
museums, gallery or
visitor attractions

I'm more likely to visit

and I don't have to
travel that far to

I'm more likely to
visit

I'm more likely to
visit places where 1
can get a
off the cost
of the day out

I'm more likely to visit
places where I can
from home

Baby Boomers

I'm more likely to
choose visitor
attractions that
don’t have an
entrance fee

I'm more likely
to visit places
that are local and
I don’t have to
travel that far to

I'm less likely to
buy souvenirs or
gifts from retail
shops at museums,
gallery or visitor
attractions

I'm less likely to
give a donation
overall or pay gift
aid / a donation on
top of the entrance
fee

A5. Thinking specifically about how inflation and the cost of living crisis has impacted your behaviour when visiting museums, art galleries and other types of visitor attractions, which of the following, if any,
apply to you? (Base: 638 respondents)



Concerns around the price of holidays and days out is lower than daily expenditures (such
as groceries, energy bills, etc.) but is MORE of a worry than attending specific events.
UK consumers don’t want to compromise on their holiday time and memory making!

Petrol / Diesel Going on Holiday
Not worried about cost / price rises 18% Not worried about cost / price rises 32%
Slightly worried about cost / price rises 35% Slightly worried about cost / price rises 38% —64%
Very worried about cost / price rises [ IENGTNGEGEGEGEGEE 4% Very worried about cost / price rises [N 6% worried
Flights Meals Out
Not worried about cost / price rises 51% Not worried about cost / price rises 35%
Slightly worried about cost / price rises 27% Slightly worried about cost / price rises 44%
Very worried about cost / price rises | NI 20% Very worried about cost / price rises | NI 19%
Train Travel Attending Sporting Events
Not worried about cost / price rises 46% Not worried about cost / price rises 65%
Slightly worried about cost / price... 30% Slightly worried about cost / price rises 18%
Very worried about cost / price... NN 21% Very worried about cost / price rises [ 13%
Days Out Concerts / Music Festivals
Not worried about cost / price rises 32% Not worried about cost / price rises 66%
Slightly worried about cost / price rises 43% =65% Slightly worried about cost / price rises 17%
Very worried about cost / price rises | NN 22% worried Very worried about cost / price rises I 11%

2022 CoL Survey (NatRep): C3. Now thinking about the prices and costs of specific things, what things are you MOST concerned about in terms of price rises and affordability...?
(Base: 1,002 respondents)

18



Despite this, days out and mini-breaks are
still being planned and taken




more holidays and days
out are being planned in



The expected average number of holidays / short-breaks per person is up from 2.09 in 2022
to 2.57 in 2023 - the proportion saying they will take ZERO breaks has dropped from 25%
to 13%, with a majority of these being taken in the UK.

How many different holidays (or short breaks involving an Will they be taken abroad, in
overnight stay) do you expect to take? the UK or both?
2022 2023

10orMore M 1% 10 or More [ 2%

2.09

Average

2.57

Average
holidays /

N
7 N

holidays /
short-breaks
per person in
2022

UK ONLY
419%

short-breaks
per person in
2023

BOTH UK AND
ABROAD

36%

0 I 25%

Quarter 3 2022: S11. How many different holidays (or short breaks involving an overnight stay) do you expect to take in 2022 as a whole (including any ones you may have already had)?
Quarter 2 2023: S7a. How many different holidays (or short breaks involving an overnight stay) do you expect to take in 2023 as a whole (including any ones you may have already had)?
Quarter 2 2023: S7b. And will these short breaks or holidays be taken abroad or in the UK?

21



Intention to Visit 4

For all types of activities / attractions, intention to visit outstrips recent visitation, especially for
National Trust /English Heritage properties who are set to attract new visitors. Less so for art galleries.

EVER Done 75% 62% 65% 72% 69% 58% 58% 55% 599% 48% 46%
Done in 58 51 549 a5% 449 43 429 36% 38% 35%
LAST 3 years 0 ° ° 0 ° ° ° °
10?/0 4%
Next 3 years 630 upit uplirt
/0 6 1 o/o 41:/:; . 2‘:/1;= . 4%
o upli upli uplift
58% p

IIIHHHII

years

[o)
12% 51% 49% 48% 47%

40% 40% 399,

o [l

&

M @ B

A W I M O

[plgly]
mlplinlel
- - ) - Attend
Go to the Days out Visit National Visit Visit zoos, Go to the Attend live Take part in Visit theme Visit art sportin
" exercisin museums safari parks theatre indoor K P g
cinema reising Trust or or aquariums music, : parks / galleries events
(hiking, English q concert or gig ~ entertainment adventure
Walklng, Heritage sites activities pal‘kS
running, (bowling, mini-
cycling, etc.) golf, escape
rooms, etc.)

Ala. Which of the following leisure activities have you ever done? (Base: 638 respondents) Alb. And when did you last do the following?
Alc. And which of the following do you think you will do in the next 3 years? (Base: 638 respondents) 22
Alc. And which of the following do you think you will do within the next 12 months? (Base: 593 respondents) — Balance: None / Don't Know at Alc



Intention to Visit

Attractions with typically higher ticket prices are those where demand is dragging the most.

{200
it
Visit zoos,

safari parks
or aquariums

Opportunity to
convert lapsed visitors
inc. those intending

to visit in next 3 years

Visit theme
parks /
adventure
parks

experience.

Lower intention to
visit combined with
low levels of recent

Visit National Trust or a
English Heritage sites

Attend live
music,
concert or gig

[+)
TMUSEUM

Visit
museums

Strong intention to visit
relative to recent
experience

2
Ao

Days out
exercising
(hiking, _——" Take part in indoor
Go to the walkl_ng, entelftamm_ept activities
running, (bowling, mini-golf, escape
theatre ]
cycling, etc.) rooms, etc.)

L

Attend
sporting
events

g liglyl
Imlnlimly)

Go to the
cinema

Intended participation
(compared with recent experience -
i.e. new audience “uplift”)

Ala. Which of the following leisure activities have you ever done? (Base: 638 respondents) Alb. And when did you last do the following?

Alc. And which of the following do you think you will do in the next 3 years? (Base: 638 respondents)
Alc. And which of the following do you think you will do within the next 12 months? (Base: 593 respondents) — Balance: None / Don't Know at Alc

Recent participation
(compared with “ever”)

@

Visit art
galleries

Most in need GI

of igniting intention
(40%) or encouraging
regular / repeat visits




Intention to Visit

Each audience has different intentions, but all activities span all generations to some extent.

Go to the
cinema

g liglyl
Imlnlimly)

Days out exercising

qa (hiking, walking,
O running, cycling, etc.)

Take part in indoor
entertainment activities

n (bowling, mini-golf, escape
rooms, etc.)

Attend live
music,
concert or gig

o 2e
r -1 . "
1 b/
Visit zoos, Visit theme
safari parks parks /

or aquariums  adventure parks

Go to the
cinema

g ligly]
mlmlimlel

Days out exercising

qe (hiking, walking,

O Q running, cycling, etc.)
‘m Visit zoos, safari
g]:]:[s parks or aquariums

Take part in indoor
entertainment activities
(bowling, mini-golf, escape
rooms, etc.)

<)
MUSEUM -
Visit
museums

Alc. And which of the following do you think you will do within the next 12 months?
(Base: 593 respondents) — Balance: None / Don't Know at Alb

Indoor activities and
“competitive

socialising” are more
prominent amongst
younger audiences

Older audiences
skew more towards
cultural and
historical activities —
Baby Boomers in
particular

Go to the

g liglyl

cinema

Imlnlimly)

2
Ao

e

Days out exercising
(hiking, walking,
running, cycling, etc.)

Visit National
Trust or
English
Heritage sites

Visit
museums

Attend live
music,
concert or gig

Baby Boomers

Days out exercising

qa (hiking, walking,
O running, cycling, etc.)

Visit National
Trust or
English
Heritage sites

ki

o)
MUSEUM

pliglyl
(mlplnle!
Visit Go to the
museums cinema

Go to the
theatre

Attend live
music,
concert or gig




Intention to Visit

White British audiences are statistically more likely to engage with a greater breadth of

activities / attractions. Art galleries are not attracting family audiences.

[glgly]
plpiely
Go to the

cinema

@

Visit art

galleries 5
Emussumz
Visit
museums z'
& [

260

Days out
exercising

Rl | A
Attend live n
music,

concert or gig

Go to the [J©
theatre

Visit National
Attend Trust or
sporting English

events Heritage sites

Alc. And which of the following do you think you will do within the next 12 months?
(Base: 593 respondents) — Balance: None / Don't Know at Alb

)
l.%‘l
| h e
Visit theme

_ parks /
—_x adventure

d

Take part in
indoor
entertainment
activities

i
Visit zoos,

safari parks
or aquariums



Drive engagement with multi-sensory experiences

Embrace the tech! 2D is not enough nowadays, there is a desire for multi-sensory, immersive
and interactive experiences - especially for reaching younger audiences.

Gen Z: want multi-sensory immersive experiences

Multi-sensory (use of smells, sounds, interactive)
Audio/visual effects & immersive experiences
Workshops / Hands-on activities

Opportunity to see behind the scenes

Make use of AR / VR

Designed by expert curators / artists

I 43%
I 32%
I 30%
A 28%
I 26%

Gen Y / Millennials: want family-friendly

Multi-sensory (use of smells, sounds, interactive)
Ausio/visual effects & immersive experiences
Opportunity to see behind the scenes

Workshops / Hands-on activities

Workshops / activities events designed for children

Make us of AR / VR

S 5%
S 2%
S 28%
S 28%
26%

T 6%

Gen X: want exclusivity

Multi-sensory (use of smells, sounds, interactive) _ 36%
Ausio/visual effects & immersive experiences _ 36%
Opportunity to see behind the scenes 35%
Touring events and exhibitions _ 28%
Make us of AR / VR [N )50y,
Workshops / Hands-on activities _ 23%

Baby Boomers: want the experience to come to them

Touring events and exhibitions

Ausio/visual effects & immersive experiences
Opportunity to see behind the scenes
Multi-sensory (use of smells, sounds, interactive)
Designed by expert curators / artists

Make us of AR / VR

33%
I 2
I 25
I 250
I 23
B s

B6. Thinking about the types of things you may see or experience when visiting museums, art galleries or other visitor attractions, which of the following, if any, would appeal to you?

(Base: 593 respondents) —

26



Drive engagement with multi-sensory experiences

Prospective visitors want an enhanced experience. It's not (just) about the shareable
Instagram-able moments.

F"

N
Only

8%

Said that creating more
“Instagram-able moments”
would be appealing.

The ability to capture (and share)
memorable moments is now a basic
expectation of a visitor experience and
is not sufficiently differentiating to
influence decision-making /
drive visits.

-

B6. Thinking about the types of things you may see or experience when visiting museums, art galleries or other visitor attractions, which of the following, if any, would appeal to you?
(Base: 593 respondents) —



Improving accessibility and enhancing experiences

There are many examples of how museums and galleries around the world are embracing
technology to improve accessibility as well as enriching and expanding the cultural experience.

DU,

Developed in partnership with Bloomberg
Philanthropies, YSP’s new digital guide provides a
way to explore its sculpture collection in Yorkshire
from anywhere in the world.

The app features new content created by YSP’s
curators and exhibiting artists.

Ai-Da - using robots to assist Holograms and projections at A new virtual museum -
in art creation Monstra Di Leonardo Museum of Plastic 2121

[l Perspectives: Kedisha Coak
Bl William Turnbull's Queen 2

W)
#
l

é

muﬁiia

-
-
-
-
-
-
-
-
-
-

Holograms at the Illinois Projection mapping in Van Gogh Unit London - Italian classic

Holocaust and Education Alive at Media City exhibition in NFT form
Centre.

28



Remembering some want a digital detox

Nearly 1 in 5 use a holiday as an excuse to ‘switch off’

The increasing reliance and expectation of digital technology and connectivity presents
both opportunities and challenges for attractions. While technology can manage and
enhance visitor experiences, and support research and education, it can also lead to the erosion
of solitude and tranquillity, disrupt wildlife, and create conflicts between technology users and
those seeking a more immersive “natural” experience. Outdoor attractions in particular need to
strike a balance by implementing responsible technology policies and ensuring digital connectivity
is available where necessary while preserving the intrinsic qualities of outdoor spaces.

16%

Claim to take a ‘digital

detox’ on holiday

29


https://mediahub.london-luton.co.uk/news/24012023/london-luton-airport-predicts-2023-travel-trends

From cabins off-grid to remote islands, some destinations
are catering for those looking to digital detox.

VISIT

KOTKA
& unplugged. HAMINA

* Unplugged invites guests to ‘switch off’ and recharge for 72 « Guests to Finnish island Ulko-Tammio will be encouraged to
hours in one of their off-grid cabins. put their phones away as the island has declared itself phone

) ) ) free this summer
« Guests place their phones and devices in a lockbox for the

duration of their stay and encouraged to reap the benefits of "We encourage visitors to put their phones away voluntarily and to focus their senses
a digital detox on nature rather than on their phones. This is a great initiative that could be
g ' implemented in other nature and recreational destinations, too,”

Joel Heino, a manager at Parks & Wildlife Finland

Source: https://unplugged.rest/

https://fortune.com/well/2023/07/05/ulko-tammio-finland-phone-free-summer-disconnect-vacation



https://unplugged.rest/
https://fortune.com/well/2023/07/05/ulko-tammio-finland-phone-free-summer-disconnect-vacation/

Focusing on City Breaks

In terms of day-trips and overnight stays to UK cities, most UK adults will visit a UK city for
leisure purposes, in particular Gen Y / Millennials.

Frequency of visit to other UK cities (day trips)

o Once a month or more [ 7%
7 1 / o Every 2-3 months [ 25%
Twice a year I 25%
Take a day Onceayear [y 14%
leisure trip to a Every 1-2 years | NENEGEINIGGGEGEN 9%
UK City at least Every 3 years + [ 6% Gen Z: 13%
once a year Never [N 10°% »| Gen Y: 5%

Gen Z: 9%
Baby Boomers: 13%

Frequency of visit to other UK cities (O/N stays)

6 6 /o Once a month or more 0T 49,

Every 2-3 months [T 15%
Twice a year [T 25%
Once a year Y 22%

Take a short-

break inc. a O/N

stay in a UK City
at least once a

Every 1-2 years | 10%

ear Every 3 years + [ NNRNRNE 9% Gen Z: 13%
v Never [N 13% »| Gen Y: 8%
Gen Z: 11%

Baby Boomers: 19%

B4a. How frequently do you visit other cities in the UK (i.e. ones you don't live in) specifically for a leisure day trip? (Base: 593 respondents)

B4b. How frequently do you visit other cities in the UK (i.e. ones you don't live in) specifically for a leisure overnight stay or holiday? (Base: 593 respondents)
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The Eurovision Effect ‘Q

nLiverpooI’s profile is on the rise, ranking third overall, and high on the intended City Break destination
list for older generations. Manchester (currently the UK’s 3™ most visited city) is more popular with
younger generations. Eurovision contender Glasgow, meanwhile, didn’t make the Top 10.

London London London
Mcr/Salford Edinburgh Edinburgh Liverpool
Edinburgh Mcr/Salford Edinburgh

Liverpool Brighton Mcr/Salford Chester

Brighton Liverpool Brighton Mcr/Salford

Glasgow Cambridge Oxford Oxford
Cardiff Bristol Cambridge Brighton
Bristol Oxford Cardiff Bristol

B5a. Which of the following cities in the UK would you be likely to visit for a leisure day-trip or overnight stay in the next 3 years? (Base: 593 respondents)
B5b. Which of the following cities in the UK would you be likely to visit for a day-trip or overnight stay in the next 12 months? (Base: 593 respondents) 32



What does the broader sector look like beyond 2023?

Here are FOUR factors that are predicted to influence future decision making....

1.People will increasingly seek inspiration from a wide variety of places.
o Whether it's engaging with local communities, recreating favourite on screen moments, or planning an entire trip around a

specific restaurant, people continue to value and feel passionately about travel. Key insight: 81% of Gen-Z and Millennials
want to tell friends / family they discovered a new destination spot.

. \ —
2. The Rise of 'Set-Jetting’

o Travellers will seek out destinations that captivate them onscreen, with travel inspiration found anywhere from smartphones

and binge-worthy TV series. Key insight: 70% of Gen-Z and Millennials say that they have been inspired to visit a
destination after seeing it featured in a TV show, news source, or film.

— Y
3. Immersion (more than an Instagrammable moment)

o Visitors to leisure attractions want to play increasingly active roles in an experience. Layered Reality’s immersive Gunpowder
Plot Experience is a one such example of this trend. The Layered Reality technique combines digital technology, live theatre

and real physical sensations to create unique and memorable experiences. Key insight: 64% of Millennials and 49% of
Gen X say they would REVISIT an experiential attraction / event.

e e

4. Wellness and Adventure tourism

o People are investing in themselves — and that includes body, mind and spirit. This includes the likes of yoga retreats and
similar “escapes” to the continued growth of exciting and challenging experiences. Trends aligned to this include Bleisure
travel (combining work with leisure activities / travel) and digital nomadism . Key insight: Millennials are some of most
experienced bleisure travellers — 60% have taken Bleisure trips combining business and leisure during the last 18 months.

Source: Amex 2023 Global Travel Trends




In Summary (1)

Perma-crises over the last 5 years have impacted motivations, priorities and intentions. In spite of the
challenges being faced, there are opportunities to be grasped and reasons to be positive.

We Are Yet To Recover To Pre-Covid Levels Of Attraction Visits

Whilst we have seen a recovery from 2021 to 2022 with a 69% increase in visits to ALVA attractions, we are yet to see visits rebound to 2019 levels.
However in-bound tourism is recovering with forecasts suggesting in-bound visits in 2023 will equal 92% of 2019 visits to the UK. In terms of the
domestic market, more holidays and day-trips are being planned compared with last year, with strong interest in heritage attractions.

Rising Living Costs Are Impacting How People Choose To Spend Their Leisure Time

Disposable income is set to reduce by 5.7% between 2022 and 2024 which is already hitting visitor spontaneity and influencing people to prioritise
local and free attractions. Whilst younger generations are more likely to look for deals and discounts, older generations are prioritising savings on
travel and retail costs.

The pandemic brought about a shift in how people perceive nature and its role in their lives. Many were inspired to get into the outdoors, and this
behaviour has stuck. People also have new expectations in regards to the use of technology, whilst some are expecting an immersive tech-led
experience when visiting attractions, we also see a rise in those looking to have a ‘digital detox’ in their down time. Striking a balance will be critical,
and understanding what is appropriate for different elements of the visitor experience.

Visitors To Leisure Attractions Increasingly Want To Be Inspired

As well as offering an escape from the routine of everyday life, visitors love seeking out opportunities to access different worlds, whether
historical, fantasy or artistic enabling them to momentarily disconnect from reality. Those attractions which are able to fulfil fandom or niche
interests e.g. books, films, TV shows will be particularly well placed to tap into these audiences.



In Summary (2)

Perma-crises over the last 5 years have impacted motivations, priorities and intentions. In spite of the
challenges being faced, there are opportunities to be grasped and reasons to be positive.

Yes, we have seen that UK consumers are worried by the economic climate.
Some, in fact, are terrified.

BUT they ARE still doing things. And they are currently planning to do MORE things.
Each attraction has to be dialled-in to what precise needs that consumers have
related to that specific day-out or visitor experience. They value their holidays and

days out more than ever, and expectations are on the up.

Also, attractions have to be mindful of not trying to be all things to all people, and
diluting the essence of what the visit is all about. One size will not fit all.

For more information, please get in touch. We would love nothing more to
chat you through the insight and implications for your organisation.

Richard Walker Andrew Wiseman Hannah Crayk
Director Director Associate Director
+44 (0)7973 787902 +44 (0)7765 475122 +44 (0)7809 869649
richard.walker@mustard-research.com andrew.wiseman@mustard-research.com hannah.crayk@mustard-research.com

David Hickson

Account Director
+44 (0)7734 184753

david.hickson@mustard-research.com
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Any questions? mustard

Contact:

3 Floor

56 Princess Street
Manchester

M1 6HS

UK

+44 (0) 161 235 5270
www.mustard-research.com
theteam@mustard-research.com
@MustardResearch
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