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Travel remains structurally attractive underpinned by several supportive

underlying trends, despite some nearer term volatility

Key Travel Market Trends

Long-Run Tourism continues to outpace GDP, driven by rising
Structural participation and spend. Holidays remain one of the
Growth most resilient discretionary categories

Macroeconomic and geopolitical uncertainty is
softening 2025 demand (notably UK inbound), with
risks extending into 2026

Long-term tailwinds remain: shift to experiences,
Posmve Long,, e . :
H“I'erm @u b R.’"' premiumisation, tailored travel and bleisure / remote
] g gg‘.@.‘. work — supporting sustained growth

Source: : OC&C analysis Travel Breakfast March 2026 | © OC&C Strategy Consultants 2026




Long Run Structural Growth

Global tourism is in long run structural growth, growing ahead of GDP, driven

by both growing tourist volumes and spend

Global Long Term Tourism Trends

Export Revenues from International Tourism! (Trillion USD) International Tourist Arrivals (bn)

Tourism revenues grew
+1.5%pts ahead of global
GDP (+4.5% pa 2005-24)
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1.Revenues include international tourism receipts and passenger transport fares
Source: UNWTO, OC&C analysis Travel Breakfast March 2026 | © OC&C Strategy Consultants 2026

Maal
(el



Long Run Structural Growth

“Holidays” are seen as the most protected ‘discretionary’ spend category for

consumers, supporting long term market growth

UK Consumer Sentiment Index
“How do you expect your spending to change on the following categories over the next 12 months?”
Net spending intention = % Spend More - % Spend Less

50 Non-Discretionary Discretionary Categories o
Categories == Net spending intention
40 - [ = Spend more
Qﬂen important to off.er su.ff|0|ent ‘trade —down’ Spend less
options and stretch choices if consumer confidence

30 - deteriorates

20 -
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Groceries PetFood & Children & | Holidays Health & Home Hobbies Beauty & Clothing, Technology Big Ticket Going Out Eating Out
Products Babies Wellbeing Improvements Personal Shoes & Items
Care Accessories

Source: UK Consumer Sentiment Tracker — Spring 2025, OC&C analysis Travel Breakfast March 2026 | © OC&C Strategy Consultants 2026
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Near Term Volatility

Post-COVID travel UK has seen mix performance — strong post-COVID

recovery seen in international travel has softened

N V/
Vil

UK: Total Visits Growth by Type, 2022-25
(% YoY Growth)

Domestic' Inbound (Intl.)? Outbound (Intl.)3

GB =2 GB International - GB GB -2 International

2022-23 +6% +30% +220

2023-24 -12%

Inbounds are only segment to
2024-25 +2% < +2% <«— see a slow down in growth +6% <
rate of visits 2024-25 vs 2023-
24; all others either stable or
growing

1. Domestic from Visit Britain, for Q1-Q3 of each year (Q4 2025 not released); includes domestic overnight trips and domestic tourism day visits 2. Inbounds from Visit Britain, for all months in each year
3. Outbounds from ONS, for whole year 2022-24, and Q1 & Q2 only for 2024-25
Source: ONS, Visit Britain, OC&C analysis Travel Breakfast March 2026 | © OC&C Strategy Consultants 2026
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Near Term Volatility

Mid to higher affluent segment sentiment matters, with a divergence clearly between

AB and C1s, and 65+ vs 35-44

Breakdown of Consumer Expenditure by Divergence in Consumer Sentiment by Socio-demographic & Age,
Income Decile, FY241 Apr 2019 — Sept 2025
S \\‘% ”””” \% ”””” S
\ X\ “ﬂ\\k\ %5% 3
\ %“3 R 3 30% 3 \\b\
(o) \\ \\\:‘E
N NN
Bottom 5 Deciles 3 50% - \ \\ :‘\H
R
B

33%

Deciles3to5 | 30%

42%
37%
33%
Top 2 Deciles | 20%
# Total Spend on Spend on
Households Consumer  Domestic International
Expenditure Leisure Packaged < X F SRR
Holidays
B Much better off Somewhat better off Somewhat worse off Much worse off M Balance of opinion
1. April 2023 to March 2024
Travel Breakfast March 2026 | © OC&C Strategy Consultants 2026
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Near Term Volatility

Subdued inbound travel spend in 2025, primarily in first part of the year, coinciding

with tariffs & a strong pound; H2 showed normalisation

UK: Total Inbound Sales Growth by Month', 2024-25 —t—
(% YoY Growth)

US and GCC countries

Period of Subdued Inbound Visit Volumes: driven by (1) a primary driver of reduced
YoY spend growth Dec 24

strong pound making UK more expensive for inbound ‘ :
+8% tourists, alongside (2) tariff uncertainty dampening consumer to Dec ‘25, reflecting
December decline in value

confidence in key source markets /al
of USD — short-haul origins,
+6% e.g. Italy, Germany, showed
+5% +5% +5% growth
+4% +4%
+1%

-1% . -1%

-2%
-4%
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1.Based on Visa credit card data — card spend per month from inbound tourists in UK
Travel Breakfast March 2026 | © OC&C Strategy Consultants 2026
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Positive Long-Term Outlook

Despite 2025 turbulence, overall travel outlook remains strong, benefitting

from a series of long-term and favourable trends

Trading up
and
Premium-
isation

Continued
spend on
experiences
over goods

Consumer needs and
willingness to pay for
quality and service is
evolving, supported by
affluent demographics

Consumers continue to
prefer spending money
on experiences over
goods — 24% of UK
consumers planned to
increase experience
spend in 25 vs 24

Investment
in

immersive
and tailored

Remote
work and
blended

travel

Travel Breakfast March 2026

Travel is increasingly
personalised and
diverging from
traditional hotspots —
58% of global travellers
prioritise unique or off-
grid experiences

Remote working’s
resilience post-Covid
has allowed for blended
work & leisure travel,
allowing more trips —
37% of firms observe
rise in ‘bleisure’

| © OC&C Strategy Consultants 2026
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Agenda

Riding the Al Wave

Travel Breakfast March 2026 | © OC&C Strategy Consultants 2026

11




GenAl is reshaping the travel value chain, and its impact will accelerate — we see 5

main ways that gen Al will transform the travel landscape

Impacts of Gen Al on Travel Businesses

Potential Impact

Call to Action

Well Underway

Al automates high-
volume, rules-based
tasks across service,
marketing and tech,
reducing cost-to-serve
and increasing speed

‘\/

Embed Al in core
operations now to
avoid structural cost
disadvantage

Scaling Today

Revenue & Yield

Optimisation

Nascent but
Accelerating

Search &
Demand Capture
Disruption

Focus for today

Emerging Use Cases

Customer

Journey
Redesign

Long Term Disruptive
Potential

Competitive

Model Disruption

Al enables dynamic
pricing, personalised
offers and real-time
merchandising,
boosting conversion

Discovery shifts from
SEO to Al answers,
narrowing choice and
reducing visibility for
undifferentiated brands

Al compresses
research and booking,
enables in-trip
assistance and shapes
future demand

Al-native, asset-light
players scale faster
with lower costs,
resetting price and
service expectations

and margins
Invest in customer Build Al-ready content Lead Al-driven Z’Z:’:::Z:;‘I;a
. and generative search journeys or risk L
m offer engines fo visibilty before becoming a o brand pull o
prevent yiel d%ea kage acquisition economics commoditised avoi ;
worsen legacy” offer disintermediation

Travel Breakfast March 2026 | © OC&C Strategy Consultants 2026

Source: OC&C analysis
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Search & Demand Capture Disruption

GenAl is already starting to transform how brands reach customers, with

GEO set to replace SEO over the near & mid term horizon

Agentic Search Impact on Travel

... and is already highly embedded in booking
journeys today

Al is already suppressing traditional search...

Share of Domain Visits to Al Platforms, US 2024 — 2025YTD Consumers that Use Al In Booking Journey (%)

Industry estimates agentic penetration . Used Al to
has a plausible path to a~25% of Search Zero-Click research ~40%
searches Rate destinations
0
56%
Used Al to
plan their trip
6% In 2024
6%
5% Booked
4%, (1) accomodation
3% 69 /0 suggested by Al
2% 0
2% In July 2025
Booked
accomodation
Q124 Q224 Q324 Q424 Q125 Q225 Q325 through Al
Source: OC&C Consumer Survey, Company Websites, Similarweb, Datos/Semrush State of Search Report, Semrush, OC&C analysis Travel Breakfast March 2026 | © OC&C Strategy Consultants 2026
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Customer Interface Transformation

Al is likely to more broadly reshape the overall travel customer journey, and

how customers think of, expect and engage with each step

Al Impact on Travel Customer’s Journey

Inspiration

Today

Destination-led search via social, OTAs and prior
knowledge; budget / time applied later

Preference-led discovery. Al takes budget, dates
and tastes to surface best-fit, personalised options

Fragmented, time-heavy research across OTAs,
reviews and blogs; manual comparison

Research compressed into a decision-ready brief
with aggregated reviews, pricing and ranked trade-
offs

Manual booking, often direct; customer selects timing
and pays

Al agent books, optimises timing, tracks price
changes and pays via digital wallet.

Manual collection of tickets and confirmations across
apps and emails

Credentials stored in wallet; auto-filled forms,
reminders and integrated check-in.

Static itinerary; changes require manual replanning

Real-time Al concierge adjusts plans, rebooks
disruptions and upsells contextual experiences.

Preferences updated informally; future trips shaped by
memory and basic algorithms

Al captures behaviour and satisfaction signals to
proactively shape next-trip inspiration and offers.

Source: Expedia, TripAdvisor, Amadeus, Phocuswright, OC&C analysis

Travel Breakfast March 2026
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Customer Interface Transformation

There are several areas that all operators should be looking into, to set

themselves up for success as these new Al enabled journeys arise

Winning Capabilities in an Al World

Win in Generative Optimise content and product attribution data so Al systems surface
Discovery and recommend you... moving beyond traditional SEO

Build Conversational Explore and move beyond form-based flows to Al-assisted, adaptive
Booking Journeys journeys that respond to customer preferences

Enable Agent-Ready Provide live pricing and availability data through APls that allow Al
Transactions agents to search, compare and book seamlessly

Automate the Full Use Al across inspiration, booking, in-trip support and post-trip
Experience Loop engagement to reduce friction and increase relevance

Own the Customer Capture and leverage customer data to personalise experiences,
Data Layer strengthen loyalty and reduce reliance on intermediated demand

Source: OC&C analysis Travel Breakfast March 2026 | © OC&C Strategy Consultants 2026
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Not all travel
businesses face
equal Al
disintermediation
threat

Defensibility

varies depending
on uniqueness of
content and
brand strength

Uniqueness of content & supply

Strength of brand & human relationships

Travel Breakfast March 2026

| © OC&C Strategy Consultants 2026
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Not all travel
businesses face
equal Al
disintermediation
threat

Defensibility

varies depending
on uniqueness of
content and
brand strength

Uniqueness of content & supply

Content protection

Proprietary inventory
but risk of distribution
cost pressure as no
customer relationship

Fully substitutable,
high price-
comparison exposure,
SEO-led acquisition
vulnerable

Least Defensible

Most Defensible

Exclusive supply
and/or content,
married with owned
distribution

Product is
commoditised, but
brand scale, trust,
loyalty give some
insulation

Brand protection

»

Strength of brand & human relationships

| © OC&C Strategy C

onsultants 2026
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Not all travel
businesses face
equal Al
disintermediation
threat

Defensibility

varies depending
on uniqueness of
content and
brand strength

A

Uniqueness of content & supply

Content Protection

e Specialist DMCs

e Specialist OTAs (w.
unique supply)

® Niche experience
providers

e [ ocal operators

e Commodity OTAs

® Mass tour operators
* [ower-touch agents
* Metasearch engines

Least Defensible

Most Defensible

* |nventory owners (ie
cruise, air, hotel)

® [conic destinations

* Scale OTAs
* TMCs

¢ Luxury advisors

Brand Protection

»

Strength of brand & human relationships

| © OC&C Strategy C

onsultants 2026
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Competitive Model Disruption

This is reflected in broader market perceptions; with ‘customer relationships’ currently

valued highly

Market Capitalization Growth CAGR, 2022-25 Selected Industries with Public Companies;
Not Exhaustive
+14%
(V)
+8% +6%
-7%
-16%
Scale OTA Airlines Hotel Groups Holiday Holiday Commodity
(Inventory  (Brand Owner) Operators Operators OTA
Owner) (Asset Heavy) (Asset Light)

Source: CapitallQ, OC&C analysis Travel Breakfast March 2026 | © OC&C Strategy Consultants 2026
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Competitive Model Disruption

Operators can actively improve defensibility by investing in brand & customer

relationships, while increasing uniqueness & content complexity

Moving “Up and Right” for Operators

Developing unique
content & supply

Secure proprietary/exclusive
inventory and rates via
partnerships

Vertically integrate where it
creates real advantage

Increase product complexity
(harder-to-replicate offers)

Add high-touch, value-added
services Al can't easily
automate

Source: Company Websites, Desk Research, OC&C analysis

Improving strength of
brand & human
relationships

Build a distinctive, trusted
brand customers actively seek

Drive loyalty, repeat use and
membership

Own the customer
relationship and first-party
data to power personalisation
and retention

Shift from search dependence
toward strong direct channels

EEE—)

Travel Breakfast March 2026
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Thank you...

to discuss
over breakfast




