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Key Tourism 
Market 
Trends 
Relevant To 
Sustainable 
Tourism 

Domestic tourism

Longer staying tourists

Experiential travel

Groups



UK attitudes of intention to holiday in the next year (from 13th June 2021) 
and how these potential travellers’ destinations might be influenced by 
their attitudes towards sustainability: YouGov 2021

• Green inclined (Planet Protectors + Price Point Green 
+ Green When Keen) = 64% of all consumers

• Not so green (On The Fence Green + Green Rejecters) 
= 37% of all consumers

• Intention to only holiday domestically = 51% of all 
surveyed

• Versus only holiday internationally = 23% of all those 
surveyed

• And those intending to take both holiday types = 27% 
of all those surveyed

The clear takeaway is that the UK domestic 
tourism market is highly significant with 78% of all 
respondents intending to take a domestic holiday, 
and greener inclined tourists value sustainability 
to the extent that it is a key influencing factor in 
their destination choosing decision.



Longer 
Staying 
Visitors

• Longer Staying Visitors - a domestic 
as well as international trend.

• August 2021, St. Lucia announces in 
response to travel trends and 
customer demand, visitors can now 
stay up to a year on extended-stay 
‘Live It’ programme.

• Northern Ireland potential to tap 
into Longer Staying international 
market indicated by significant VFR 
proportions of visitors from key 
international inbound markets.



Weekend 
Travellers Are 
Playing An 
Important Role 
In The Domestic 
Travel Boom: 
October 2021 
YouGov press 
release

• “The ability to work remotely has also afforded some the chance to be more 
flexible with their travel dates. The latter has had a huge impact on domestic travel 
… August data shows that 65% of those identifying themselves as Weekend 
Travellers (meaning they frequently take three-day weekend trips) are some of the 
keenest to travel domestically.”

• A third of respondents anticipated taking at least two long weekend trips in the 
next 12 months, another 30% were planning 3 or more long weekend trips.

• Weekend Travellers tend to be older, largest cohort = 50% of total respondents 
aged 50+, 58% of Weekend Travellers are women. 

• Weekend Travellers seek value, display range of price sensitivity traits. Most from 
middle or lower-income households. Greater tendency to book less expensive 
accommodation options than the average UK traveller.

• 53% of Weekend Travellers would stay at standard hotel vs. 46% of average UK 
travellers, 39% in B&Bs vs. 30% of UK average travellers. Price sensitivity also 
expressed in travel booking method, shy away from OTAs, only 34% of Weekend 
Travellers use them vs. 37% of all UK travellers. Are more likely to book direct via 
hotel websites.

• Price sensitivity also expressed in accommodations brands with lower end brands 
e.g. Premier Inn and Travelodge scoring highly. However, brands such as Holiday 
Inn, Hilton and Marriott also rated highly - indicates amongst this cohort also a 
trait for seeking value by gaining a special experience.



Experiential 
Travel

• Experiential Travel = more immersive, local, 
authentic, adventurous, and active travel

• “Arguably the most significant, systemic trend in 
worldwide tourism today” (Skift, 2014, The Rise Of 
Experiential Travel)

• Experiential Travel has been a big trend in tourism 
for some time now, post-pandemic however the 
desire for Experiential Travel has become even more 
intense

• There are three key drivers of this new 
intensification:

1. Reconnection with nature
2. Value
3. New lifestyles 





Value In 
Experientialism

• Value associated with experientialism is more 
about seeking value through gaining special 
experiences.

• Two reasons why experientialism marries 
well with sustainability:

1. In consumer perception sustainability 
often associated with quality, 
consumers seeking value through 
special experiences naturally gravitate 
towards sustainable tourism operators.

2. Many actions implemented in 
sustainable tourism e.g. local food or 
immersive community interactions, are 
experientially orientated. 



Re-evaluating Lifestyles: Doing More Of What Makes Us Happy

• Spending more time in the countryside, on hobbies and interests, with family and friends.

• Indicator of driver’s importance, Nov 5, 2021, CoStar article, ‘DiamondRock Officials Consider More Hotel Deals in 
Experiential Leisure Markets’ describes how DiamondRock Hospitality, owners of a portfolio of 31 premium hotels and 
resorts, acquires two new hotels at a cost of US$117.4 million.

• DiamondRock President and CEO, Mark Brugger, said he was considering more deals, "These acquisitions align with our 
strategy to focus on hotels that resonate with today's traveller, as they are experiential and leisure-oriented lifestyle 
hotels."

• Reasoning for substantial investment at time of great uncertainty, "I think people have permanently valued leisure 
higher ... the work-from-anywhere environment, particularly, is going to create that Thursday-through-Sunday booking 
… it'll create periods of traveling that didn't exist before."

• Clear indicator of a strong trend, growing off the back of a cohort of experiential lifestyle seekers enabled by the work-
from-anywhere environment.

• By placing such a high value on leisure these travellers are driving the market for different periods of travel e.g. the long
weekend and much longer duration stays, experientialism, and group travel involving friends and family.



Groups: 
Travel With 
Family & 
Friends

• Booking.com, The Future Of Travel report, 2021, predicted 
Breakaway Bubbles, i.e. bubbled groupings of friends and family 
holidaying together, would be one of Five Emerging Trip Types For 
2021.

• Driven by time apart during the pandemic, Booking.com research 
indicated 61% of travellers plan to use travel as an opportunity to 
reconnect with friends and family. 

• Expedia, reported that emerging trend in family leisure trips was 
driven by desire to create new family experiences, by a need for a 
scenery change, and staying in family or bubbled groups viewed as 
less risky form of travelling.

• Experiential element of group travel is a major aspect of this type of 
travel.

• VFR already a significant reason for visiting by international visitors, 
building on this, plus experientialism, offers opportunity to increase 
key metrics, e.g. average length of stay – getting long haul tourists 
to spend longer with their families.



3 Top 
Market Tips 
For 
Sustainable 
Tourism 
Operators

1. Provide value, both in the form of deals, for example making a 
longer stay more attractive, as well as in the experiential sense too.

2. Make your product attractive to groups, for example offer 
experiential products that groups can participate in, offer group 
deals, act as a concierge when the group wants to do separate 
activities, make the process of booking group holidays easier.

3. Longer staying visitors, encourage inbound tourists to stay longer 
too – especially those visiting friends and relatives, emphasise the 
experiential elements they can experience on their visit, value for 
money, and the elements that differentiate Northern Ireland as a 
destination as well, as those more local offerings.



3 Top 
Environmental 
Tips for 
Sustainable 
Tourism 
Operators

Biodiversity, conservation, and the great outdoors: get to know your 
local wildlife and what the great outdoors has to offer near you –
think experiential, think adventure and activities, encourage local 
biodiversity in your garden, plant flowers rich in nectar and pollen, 
support local wildlife protected areas and NGOs.

Carbon: get to know the subject, offer options for less carbon 
emitting transport, let your customers know how your business is 
doing its bit to fight against global warming.

Be an active member of your local community: Buying local reduces 
your carbon footprint, encourages local support for your business, 
differentiates your business, and encourages an experiential aspect 
to your offer that visitors can experience.


