NBTC
Holland Marketing

g-*(‘o“al\«d.

MarketScan United Kingdom 2016

The Hague, August 2016




NBTC Holland Marketing

NBTC Holland Marketing (NBTC)

NBTC is responsible for branding and marketing the Netherlands nationally and internationally. Using the
'Holland' brand, NBTC puts the country on the map as an attractive destination for holidays, business
meetings and conventions. We carry out marketing activities in 13 markets, under the name of NBTC
Netherlands Board of Tourism & Conventions. In cooperation with public and private partners, we attract
visitors who spend money in Holland. We cultivate countries and regions that supply the most visitors to
the Netherlands. Based on this philosophy, NBTC is active in Europe, North America, Asia and South
America (Brazil).

MarketScan United Kingdom 2016

Inside knowledge of the British travel market is essential in order to gain access to this market. The
MarketScan United Kingdom 2016 offers relevant information about this country and its travel market to
organisations in the travel industry and others. In this MarketScan, you will find a brief overview of the
travel market as well as an insight into relevant trends and developments.
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United Kingdom in a nutshell

Population . o

In total, there are over 65 million people living in the United UK Population 2015 (x millions)
Kingdom, of which 55 million in England. Most of the people live in England 54.8
the region South east (8.9 million) and in London (8.7 million).

The number and proportion of older people continues to rise. Over Scotland 5.4
11.6 million (17.8% of total population) is aged 65 years and Wal 3.1
older. By 2030, the UK population is expected to grow to 67 ales :
million. The majority of this growth will take place in England and Northern Ireland 1.9
Wales.

(Source: UK National Statistics, 2016) United Kingdom 65.1
Economy

The British economy is the second largest European economy. In _

2015, a growth of 2.2% was reported which is above the average Excha€nlg: Ea(t)esgu(;zl;ggngo(llg;t 2

European growth of 2.0%. For the next two years the IMF projects

a GDP growth for the UK of 1.9% (2016) and 2.2% (2017).
(Source: IMF, 2016)

In May 2016, around 4.9% of the total British workforce was
unemployed, down from 5.6% for a year earlier. The last time it
was lower was for July to September 2005.

(Source: UK National Statistics, 2016) 0.65
2012 2013 2014 2015 2016

Exchange rate & Brexit

In 2014 and 2015 visiting Europe became less expensive for the
Brit because of the development of the exchange rate. However,
Brexit has led to a weakening of the British pound against the
euro. But above all, it brings uncertainties that could lead to a
more moderate consumer spending pattern. This could also affect
the British travel market, but the real impact is not yet known.
(Source: Currency-converter.net, 2016)




British travel market

124 million domestic trips

UK residents took more than 124 million domestic trips
in 2015. These trips led to almost 377 million nights
and generates £24.8 bn in spending. The trips and
nights as well as the spending increased by around 9%
compared to 2014. Most of the domestic trips were for

holiday purposes (45%), almost 13% for business.
(Source: GBTS, 2015)

65.7 million trips abroad

During 2015, UK residents made an estimated 65.7
million trips abroad, 9.4% more than the year before.
Overall, holiday visits rose 9.4% and those for business
5.8%. UK residents spent £39 billion on visits abroad in
2015, an increase of 9.8% from 2014.

(Source: Office for national statistics 2016)

Most travel abroad in spring and summer

Summer and spring are the most popular seasons for
travels abroad. More than a third of all travels abroad
are in the months July until September. Also spring
represents more than a quarter of all trips; a very
popular season for UK residents.

(Source: Office for national statistics 2016)

Domestic trips and trips abroad by UK
residents (2005-2015)
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Visits abroad by Brits

Top 10 countries visited by UK residents (2015)
Number of trips to Europe grew by 10% . Soain 1599 million visite
79% of the total trips abroad are to Europe (nearly 52 il !
million trips). The number of trips to Europe grew by 10%, 2. France 8,85 million visits
which is 0.6% more than the growth of all outbound trips. I
Trips to North America grew by more than 6% to over 3.9 3. Italy 3,53 million visits
million trips in 2015. 4. Republic of Ireland 3,50 million visits
5. USA 3,50 million visits
Spain was the most popular destination for trips abroad, R
followed by France and ItaIy. 6. Portugal 2,12 million visits
7. Germany 2,59 million visits
UK residents spent in total £39 billion abroad, £24.2 on
visits to Europe and £4.9 billion on visits to North America. . "
9. Greece 2,31 million visits
10. Poland 2,03 million visits
UK visits to Europe by purpose, 2011-2015 (Source: IPS, 2015)
(x million)
40 Purpose of visits abroad
35 Of the 52 million trips to Europe in 2015, 67%
__—— were holidays (34.5 million). In 20% of the cases
30 family or friends were visited (10.4 million) and
25 11% of the trips were for business reasons (5.5
million).
20 (Source: IPS, 2015)
15
10
5 — —
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(Source: IPS, 2015)




Internet and travel

929% of British people have internet access.

About 59.5 million British have access to the internet, which
accounts for 92% of the total population. Furthermore,
there are 40.3 million active mobile internet users (62% of
the total population).

(Source: wearesocial.com, 2016)

Internet and making travel arrangements

Data from a research by TNS Political & Social for the
European Commission shows that 79% of UK leisure
travellers used the internet to make travel arrangements.
The second most used medium was the telephone with
27%. After personal recommendations, websites are the
second most import source when making travel plans.
(Source: European Commission on eMarketer, March 2015)

Use of mobile devices increases

The use of mobile devices is growing for both researching as
well as booking a trip. More UK users now engage with
travel content on mobile than desktop devices and they are
becoming more and more device agnostic. Since in 2016
49% uses multiple devices, compared to 34% in 2015. Half
of the smartphone owners and 63% of the tablet owners

used their devices to plan trips.
(Source: Expedia Media Solutions, 2016)

One-quarter of the mobile device owners in the UK made an
online booking on their smartphone or tablet. Mostly used
during the trip are WiFi connections. 54% of the people who
brought a mobile device on their latest oversees trip, used
free Wi-Fi at their hotel/accommodation and 36% at
locations such as cafes and restaurants.

(Sources: TNS, 2015; Expedia Media Solutions, on eMarketer, 2014: top 5 based
on 18+ internet users who brought mobile device on trip)

Information sources when making travel plans
(2015)

recommendations of friends,
colleagues or relatives

websites NN 50%

I 61%

personal experience |GG 37%

travel agencies/tourism
offices

S 16%

(Source: European Commission on eMarketer, March 2015)

Top 5 mobile activities on smartphone during
most recent trip of UK visitors (2015)

1. checked the news 49%
2. checked the weather 43%
3. researched things to do 35%
4. researched restaurants 26%
5. looked up hotel directions 24%

(Sources: TNS, 2015; Expedia Media Solutions, on eMarketer, 2014: top
5 based on 18+ internet users who brought mobile device on trip)
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Incoming tourism to Holland (1)

In 2015, 1.97 million UK residents visited . .
Holland Development inbound tourism from UK

Approximately 110,000 more than in 2014 (+6%). In + 00 (x 1.000)
total, they stayed for 3.7 million nights. '
(Source: CBS, 2016) 4,000

3,500

One out of three is a business visit 3,000
Of all UK residents that visited Holland in the last 2,500
year, 59% had a holiday motive. 36% visited our 2,000
country for business and five percent had another eo0
reason such as visiting family/ friends, sports or a '

school trip. L
(Source: NBTC Statistics Incoming Tourism, 2014) 500

Most UK visitors from London or South East
Most of the UK visitors to Holland live in the London area 2007 2008 2009 2010 2011 2012 2013 2014 2015

(25%) or South East England (26%).

(Source: CBS, 2016) m guests mnights

Source: NBTC Statistics Incoming Tourism, 2014

&

Region of origin UK visitors

Purpose of visit

Leeds/Man
chester/
Liverpool

11%

London 25%

East
¥ Midlands
West
Midlands

A, South East England
26%

Rest of England
25%

B Leisure = Business m Other

Note: The figures provide insight in the capacity of seats and flights, not
in the occupation (figures are excluding stopping flights)

; v

Source: NBTC Statistics Incoming Tourism, 2014 | I ]




Incoming tourism to Holland (2)

Over two third of the British arrive by airplane Transport to Holland

Of all British travellers to Holland, 66% travelled by airplane. Almost
half of this number (45%) used a low cost airline. 16% of the visitors
drove to our country by car (via Belgium or Germany). The other means
of transportation used by the British visitors are coach (6%), ferry (5%)
and train (4%).

(Source: NBTC Statistics Incoming Tourism, 2014)

Dutch cities main destination

During their stay in Holland, the British mostly visit the Dutch cities.
Amsterdam registers by far the most guests (1,037,000 in 2015).
(Source: CBS, 2016)

Visits from Great Britain are less seasonal (Source: NBTC Statistics Incoming Tourism, 2014)

Compared to visits from other countries, the British visits are less
influenced by the seasons. They visit Holland all year round, but slightly
more in April - September. Spring and Autumn are important city trip
seasons.

(Source: CBS, 2016)

UK overnight
guests in Dutch
cities (2015)

UK visits in Holland per quarter of a year

] =

21% Jan-Mar
= Apr-Jun
m Jul-Sept

cht
(Source: CBS, 2016) " Oct-Dec ,000 guests
(Source: CBS, 2016)



http://nl.dreamstime.com/register
http://nl.dreamstime.com/register

Incoming tourism to Holland (3)

Most UK visitors stay in hotels Hotels with 3/4 star most populair
Hotels are the most popular accommodation type for UK by UK visitors
visitors when visiting Holland (94%). Almost two thirds of the

UK visitors stay in a 3 or 4 star hotel.
(Source: CBS, 2016)

Number of stars Percentage of UK

visitors (2015)

Number of seats and flights from UK grew Y 2%
From 2010 on, the number of seats from the UK to ** .

Holland has been increasing. In 2015 there were 3%
nearly 5.9 million seats available on a total of 47.6 23%
thousand flights. Approximately one out of three UK *** ’
flights to Holland (32%) was operated by a low-cost < Yo Yo e 51%

carrier (Ryanair, EasyJet, Jet2.com or Flybe)

(Source: RDC Apex, 2016) . ***** 8%

Development seats and flights UK - Holland No star 13%
(Bron: CBS, 2016)
Seats (x 1,000) 475I?sipartures
8000 43618 aq0r0 49586 1070 50000 ] o ]
2000 M 1 45000 Spending UK visitors in Holland 2015
6000 413 ccg3 5892 -+ 40000 V Per person per day: € 240,-
4665 4824 4915 T 3000 (Average all incoming tourists: € 213,-)
o ] 30099 V Per person per stay: € 668
4000 - | 25000 P p - y: ) ’
3000 | 1 20000 (Average all incoming tourists: € 724,-)
2000 | T 15000 VTotal spending UK residents: 1.3 billion
T 10000 (Source: Statistics Incoming Tourism, 2014 & CBS, 2015)
1000 - 1 =000
U 1 -0

2010 2011 2012 2013 2014 2015

(Source: RDC Apex, 2016) lI r

Note: The figures provide insight in the capacity of seats and flights, not v
9 in the occupation. Stopping flights are included in the numbers.




Incoming tourism to Holland (4)

British visitors undertake many city related Top 5 Top 5
activities Activities in Holland Most important activities in
Holland

Three out of four UK residents take a city tour by foot
and for 22% it is the most important activity during 1. Walk through a town/city (77%) 1. Walk through a town/city
their stay. Visiting a bar or café is the second most (22%)
popular activity in Holland. But these activities are 2. Visited a bar or café (70%) 2. Visited notable places/places of
seldom the most important reason for visiting our historic interest (9%)
country. 3. Visited a museum (60%) 3. Visiting family/friends (8%)
(Source: NBTC Statistics Incoming Tourism, 2014)

4. Walking (54%) 4. Visited a museum (7%)

Funshopping/shopping (54%)
5. Visited another type of 5. Cycling (7%)

restaurant/diner/brasserie (50%)

Many visitors will visit Holland again in the future SniSStionfoyisitiiclianc202in

Of all Holland visitors, over three quarters say they will
definitely visit our country again. Another 18% will
probably come back for a return visit.

(Source: NBTC Statistics Incoming Tourism, 2014)

definitely

76%
(Source: NBTC .

Statistics
Incoming
Tourism, 2014)
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Incoming tourism to Holland (5)

Future perspective Destination Holland 2025

Toekemstpesoected

Destinatie Holland 2025

Following an earlier future perspective in 2008, NBTC Holland
Marketing has published an updated outlook for the future for the
destination Holland. Stakeholders from within and outside the
industry have contributed even more to this update than to the
previous edition, through round-table discussions, via the Internet
and social media. The Future Perspective Destination Holland
2025, available as a digital magazine on www.nbtc.nl/2025 (in
Dutch), indicates the market perspective with respect to
international  visitors and their spend towards 2025.

o i i o i i ;% Development incoming tourism from the United
Over 16.6 million international visitors in 2020, of which Kingdom
2.15 million from the United Kingdom Guests
With the exception of a few slumps, the numbers of inbound 25(8(01’000) :
tourists to Holland continued to increase over the past decades. In I 2150
2015 over 15 million tourists from abroad visited our country for a 2000 1840 1855 1967 |
holiday or for business. Inbound tourism will continue to grow in 1660 1
the coming vyears, with an expected average growth of 2% 1500 :
annually until 2018. After 2018 this growth will level off to an |
average annual growth of 1%. The growth percentages for the UK aEn I
are comparable: 2% in the first period (2012-2018) and 1% in the |
second period (2018-2025). Resulting in over 2.1 million inbound - :
visitors from the UK in 2020. For more information on the future -
of this market, please check out the digital magazine on our 0 )
website and the report Tourism in perspective available on 2000 2012 2014 2015 2020
nbte.nl. Forecast

(Source: NBTC, 2015)

v
]
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Holland as a holiday destination

Well accessible vacation spot for short breaks

Holland is considered as an easily accessible holiday destination that is especially interesting for short breaks.
According to the British, there is more to Holland than just Amsterdam. Dutch architecture and culture are
important points of interest. Furthermore, Holland is quite often associated with tulips, windmills and clogs in
British circles. The graph shows the results of people that have visited our country (visitors) and that have not

(non-visitors).
(Source: NBTC Holland image study, 2012)

short breaks
lots of (window) shopping 100%

AR
i

high quality culinary range ,",
good price/quality ratio in ,'

bossibilities hospitable country
offers a lot to be 90% ‘ family-friendl
active\sporty w Y Y

| 6%/
offers a lot in terms of v N expensive
nature (reserves) ﬁ} ° ‘\ P

< ‘\\ well accessible
( “

7 [ -
hospitality '/"V‘Iié”:‘%\) é’éﬁ%‘{%’{"
““""l \“&..‘N !

AN -

i s o ISSRSOUIO AR

proximity

offers a lot in terms of N -
architecture and design
offers a lot in terms of ar
and culture

more to offer than A'dam

12

-
NN

variety, diversity

good service

e |JK visitors

e JK non-visitors

surprising destination

For more information on this
image study, visit www.nbtc.nl
for the summary and
infographic.

v
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Image of the Dutch people

The Dutch are open and tolerant

Dutch people are considered to be very open and tolerant. According to the British, Dutch people’s strong points

are their hospitality and friendliness. They also score high on helpfulness. Lower scores were measured on
entrepreneurship and innovativeness.
(Source: NBTC Holland image study, 2012)

reliable
90%

enterprising

pragmatic/result-oriented

internationally-oriented open e UK visitors

e | JK non-visitors

businesslike

/ For more information on
arrogant / ingenious/inventive this image study, visit

/ www.nbtc.nl for the
summary and infographic.

hospitable/welcoming

helpful

friendly ‘
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Business trips in Holland

Over 1/3 of British trips to Holland are business related

Around 36% of British visitors to Holland were in the country C°;';‘it"i‘|’1 of Nb“u“;m:';:f
for business. In total 704,000 UK visitors visited Holland in (t035) travellers to

2015 while on a business trip. The United Kingdom is, with Holland (2015)
this number, the most important country of origin for business

travellers to Holland. 1. UK 704,000
2. Germany 403,000

Almost one out of ten UK visitors are MICE business travellers 3. USA 391,000

(Meetings, Incentives, Conferences and Exhibitions). The other

28% are Business individual travellers. 4. Italy 245,000
5. Belgium 198,000

(Source: NBTC Statistics Incoming Tourism, 2014)

(Source: NBTC Statistics Incoming

Expenditures UK business visitors to Holland 2015 Tourism, 2014 & CBS, 2015)

V  Per person per day: € 245,-

(Average spending all incoming business travellers to Individual versus MICE visitors UK to
Holland: € 305,-) Holland
V  Per person per stay: € 660,- Other; 5%
(Average spending all incoming business travellers to Business
Holland: €1.035,-) in?iéigft;:ls 36% business

V  Total expenditure UK business visitors: 465 million — travellers

MICE; 8%

(Bron: NBTC, SIT 2014 & CBS, 2015)

Visit our website on
www.nbtc.nl for more (Source: NBTC Statistics Incoming Tourism, 2014)

information of the business .
market.

14 v
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Trends and developments

Some trends and developments on the UK market in 2016:

15

(Source: primarily ABTA and Travelzoo 2016)

Reports show that consumers are planning to spend more on their holidays in 2016 than those
looking to cut back; 23% state they will spend more on holidays, up slightly from 20% who said the
same this time last year.

In the short term, the Brexit vote resulted in a negative development of Euro-Pound exchange rate,
which in some respects, makes travelling to Euro countries more expensive. Although the long-term
impact of the Brexit vote is yet unclear, for British travelers value for money is key this year. A
survey from Travelzoo shows that over four-fifths (81%) of the Brits questioned said that the EU
referendum has had no impact on their willingness to travel this summer. However, the survey
reveals that almost half of all UK travellers (47%) have concerns regarding additional holiday costs
in the coming months and years, and a third of the respondents fear the cost of travel insurance
(31%) and mobile roaming charges (34%) will rise.

The threat of terrorism has impacted public mood in the second half of 2015 and first half of 2016.
Many people switched towards perceived safer destinations, so tried and trusted destinations look
set to benefit from geopolitical uncertainty.

City breaks and beach holidays are set to go head-to-head once again as the top holiday choices.
Short haul, short break destinations will feel the benefit of the popularity of city breaks.

One positive trend is that in general, British holidaymakers who prefer to stick to tried and trusted
destinations (such as Holland), may also look to try something new within that destination in 2016.
Nearly a quarter (23%) say they will try a new resort or city (even if they have visited the country
before) compared to 10% who said this last year.

Increasingly travellers are looking for a more local experience in their holiday destinations. Social
travelling and more ‘personal’ accommodations like B&B’s and ‘poshtels’ are becoming more
popular.

More affluent PAX are expected to drive some growth in the travel industry in 2016.




Destination Holland: SWOT

16

Strengths

* Nearby market, short travel distance

« Easily accessible and not that expensive, also due to
the availability of many low cost connections

» The Dutch are perceived as hospitable and friendly

* Holland has a good reputation in the UK

» Dutch architecture and culture are of high interest to
the British

* Holland is a destination for short breaks

* The Dutch speak English well

 Amsterdam is (still) one of the most popular city trip
destinations

» UK residents have a positive image of Holland
regarding the classical icons (tulips, clogs, windmills)

Weaknesses

» Holland does not have a sun, sea, sand climate

« Although many know there is more to see in
Holland than Amsterdam, this is not yet visible in
visitor behaviour

- Image of Amsterdam is not always positive e.g.
red light district

Opportunities

« Market for city trips/ short breaks is still growing

* Number of overseas trips to Europe are growing

« Internet developments allow destination content to be
updated regularly and enables us to reach the end user
quickly

« Among the British there’s a growing interest in visiting
the lesser known cities/ regions when on holiday

* New KLM flights from Southampton to Amsterdam in
May 2016 and increased number of BA flights from
London Gatwick

Threats

» More competition due to the development of low
cost air connections to destinations other than
Holland. Even more destinations are easy to reach.
» There are many new and trendy city-break
destinations in Europe, but also in America (New
York)

» Threat of terrorism in Europe is very apparent

» Due to Brexit negative development of Euro-Pound
exchange rate. Other effects on travel to Europe/

Holland are yet unclear.



Lifestyle segmentation model

In our consumer marketing activities we use a lifestyle model to segment
our target groups. In this model, developed by research agency

Motivaction, consumers are not only segmented by socio-demographic 2 e "NORA
variables but also by lifestyle. The lifestyle segmentation model is Ao A
applicable in Western-Europe and the US. In the tourism market NBTC HESHASL
focusses on the following five target groups: Traditional, Mainstream,
Postmodern, Upper Class and Achiever. § ansTaEa

£

To bring the segments to life NBTC has developed personas, giving each
target group a name. For Paul, Nora, Michael, Peter an Mary passports have
been made containing valuable information about their personality, travel
behavior, media usage and lifestyle. For each brand experience the most
promising segments are targeted. The segment choice is not only based on
the size of a group, but also on their interest in a certain type of stay in the values>  traditional modern postmodern
Netherlands. The share of each segment differs per country. The image = F. s S
shows where the target groups are placed in the Mentality model. The

graph shows their size in the UK market (% of the total population 18-65 Size of the target groups

years old) as well as their share within all UK leisure visitors in Holland.

low

status >

Personas in the UK: All UK citizens (18-65) 21% 5% 14% 42% 17%
V Majority of the population Nora

V Peter underrepresented

Personas UK leisure visitors in Holland:

UK leisure visitors in Holland 21% 5% 15% 41% 17%
V Nora, Mary, Michael & Paul are the main UK leisure target groups

The passports can be found on our website (www.nbtc.nl). 0% 20%  40%  60%  80%  100%
Since our UK office mainly focusses on Nora in their consumer market M Mary HPeter mPaul EmNora HMichael

activities, the next page contains some in-depth information on this Source: SIT, 2014

persona. Base: international leisure visitors only

17 v
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Factsheet: Nora (Postmodern)

NORA FACTSHEET
COUNTRY
« Individualists
= Mix high- and m— GCrmany
fowbrow culture POSTMODERN @ UPPER-CLASS
« Immaterial values \ mmm The Netherlands
« Open minded, tolerant ACHIEVER
« Freedom and SRl VARAN l £
independence = SRNes
« Breaks moral boundaries % ; ; — : ] .
« Seif actualisation “ \ . Belgiu
= Experience seeking e T
» Hedonism —— @ | =5 @
% of total population
Name Nora HOLIDAYS IN GENERAL
Age 16 « Long holiday: 1.4 x per year
« Short hollday: 2.4 x per year (above average)
Place of birth One of the country's « Top 2 Holiday type:
historical cities 1. City trip (above average)
2. Cultural holiday (above average)
Civit state: Cohabiting, unmarried * Top 2 Accommodation type:

1. Middie-class hotel (above average)

PMace of residence: A historical city near the capital 2 House of famity / friends (above average)

Children: One (aged 2 years), no other children

HOLIDAYS IN HOLLAND
Profession Freelance purnalist
« Average visits paid to Holland In the
Hobbies & interests:  Travelling, yoga, jogging. photography, past 3 years
online shoe shopping « Attractiveness of Holland for
Education High 3 short trip/holiday = 79% (above average)
= Visit intention to visit Holland in
Income Medium-high the next three years = 41%
HOBBIES AND FREE-TIME MEDIA USAGE WEEKLY MEDIA USAGE
Hobbies: doing nothing, + Magazines: indepth and educational, about art and extraordinary e « High internet usage
listening to music, cooking. facts. Also nature magazines e
e = Average social media usage 0 e @
Free time: a lecture debate, « Newspapers: focus on in-depth analyses and background e e
(art-)movie-house, city park, e « Watching televizion (below average): news and long-established channels
stand-up comedy club. @ « Smartphone/tablet: average tablet/smartphone usage. with current affairs and also international channels, e.g Nat Geo and Discovery.
Music: rock, reggae, blues, metal 9- Uisten to the radio (below average): 1op-40 music, Sightly more rock bands and kess dance.




Holland Marketing in the UK
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Reasons to travel: Holland Passions

DISTRICTEN STORYLINES

» City : __Mondrian to Dutch Design

- Traditional Dutch ; Dutch food & cuisine /
Golden age
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Added value NBTC

NBTC can offer your organisation tailor-made advice, for instance:
- Local network: trade and press

- Local market opportunities, cultural expertise
- Advice on marketing, communication
- Co-marketing opportunity

Contact NBTC

For further details on the British market and Holland-marketing activities in
the United Kingdom, please contact:

T: +44 077 8986 3783 Contact at NBTC United Kingdom &
E: nbtc4you@holland.com Ireland

Mrs. Sandra Ishmael
T: +44 (0) 7789 863 783
E: sishmael@holland.com

20
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