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1. UK consumer trends
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A fragile  UK economy

• The UK economy is having a bumpy ride. 
• The Bank of England has forecast GDPgrowth of 

1.7% for 2017 , 1.3% for 2018 and 1.5% for 2019
• Tax receipts in summer 2017 achieved a surplus, 

however  there is concern about lowering wage 
rates, increasing costs leading to deflation in the 
future

• Unemployment is falling and now sits at 4.8% 
with flexible working a growing aspect of the UK 
workforce. 

• Inflation is rising in response to currency 
weakness and currently sits at around 2.5%.

• In September Moody’s downgraded the UK’s debt 
rating in response to concern about future 
economic strength

UK GDP 1.7% increase
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Though we have seen some signs of confidence

The UK Confederation of British Industry increased its growth forecasts
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But consumers are concerned..

But consumer confidence is still uncertain with a weak pound, increasing 
inflation, stagnating salaries and slow housing market 

Source: GFK consumer sentiment  - over past year
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At a time when holidays are costing them a lot more

This summer the exchange rate for 
sterling to euros hit an eight year low
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We’re seeing the impact in outbound travel

• The UK office for national 
statistics reported a 2% 
decline in the number of 
outbound UK visitors
compared to the same point 
last year

• ONS has also reported a 2% 
decline in UK travellers 
spending year-on-year
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And forecasters are cautious for the future

GFK’s consumer sentiment  research 
forecasts UK consumer confidence 

will continue to decline

Visa Report 2017 reported drop in 
flight bookings contributing to a 6.1% 

fall in spending on transport and 
communications
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So consumers are looking for value

• Since the fall in the value of 
sterling, consumers are looking 
for value – it is important not to 
mix that message with price. 
Perceived value is key. 

• Tour operators are reporting a 
rise in all-inclusive holidays 
which shows consumers are 
looking to protect themselves 
against future currency 
fluctuations.
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And the Gen Y group is under pressure

Gen Y are staying at home longer, having children later, buying a first 
home later and graduates are leaving University with high levels of 
debt
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Gen Y group under pressure 
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And Gen Z children are increasingly influential
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But not everyone is under as much pressure
21.8 million of the UK population is aged between 50 and 80 years-old

Source: Survey Report in The Drum analysing TGI data quarter 1 2017
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But people are taking time to consider options



the independent integrated agency

Both online

54

42

31

27

16

13

13

8

7

5

9

Used a search engine

Read reviews on a customer review website

Visited a travel brand's own website

Used a price comparison website

Visited a tourism board website

Visited a deals website

Watched an online video of the
destination/resort/hotel

Clicked through from an email alert/newsletter

Visited a travel brand's social media page

Asked people for advice on social media, discussion
forums etc

None of these

%

Source: TGI, ‘holidays booked in past twelve months’
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And offline

Younger travellers

Research less online 52% of 
25—34 year olds and 61% of 16-
24 year olds researched online

Seek advice 17% 24-34 talked 
to an agent in person or by 
phone, 27% of 16-24 year olds 
spoke to agents
Book online Only 10% of 25-
34 year olds book through a high 
street travel agent; 85% online 
eg OTA booking.com

Older travellers

Research more online 70% of over 
55s and 28% of 45-54 year olds 
researched online
Less discussion Only 4% of over 
55% spoke to agents by phone, 11% in 
person
More likely to book with agents 
19% booked through agents or on 
phone, 12% phone and online 
through agents

Source: Travel Weekly TNS Research August 2016 
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2. UK media trends
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FORECAST VALUE OF OPERATOR REVENUE FROM SALE OF PAY-TV SERVICES, 2011-21

Pay TV services are on the rise

Source: Ofcom/Mintel
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VALUE OF THE UK VIDEO MARKET, 2011-16

As is subscription and on demand video services

Source: The British Association for Screen Entertainment 
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67% of millennials said digital delivers content they can relate to 
vs. 41% for TV.

YouTube – 1 BILLION daily viewership hours

Could this auger the demise of traditional TV?
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• Websites aren’t always the answer – and the power of gaining our audience’s  
attention now lies with very few channels.

• YouTube said that its 1 billion daily viewership hours represent a 10-fold increase in 
hours of video watched since 2012. In total, there are 400 hours of video uploaded 
to YouTube every minute, which equates to 65 years of video every day. 

• Younger audiences watch more hours of video on YouTube and other digital outlets 
than TV — simply because they find it more enjoyable and relevant to their lives.

o Consumers aged 13-24 spend 11.3 hours weekly watching free online video 
compared with 8.3 hours for regularly scheduled TV, according to a study 
conducted in the fall of 2014 by Hunter Qualitative Research commissioned by 
digital-media firm Defy Media.

o 62% of survey respondents said digital content makes them “feel good” about 
themselves vs. 40% reported for TV. According to the survey, 67% of 
millennials said digital delivers content they can relate to vs. 41% for TV, 
and 66% said they turn to digital content to relax vs. 47% for TV.

Or even the demise of websites..
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FORECAST OF TOTAL CONSUMER BOOKS MARKET SALES, 2012-22

But total book retailing is increasing 

Source: Mintel
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TRENDS IN TOTAL UK ANNUAL PRINT CIRCULATION, 2011-21

While print newspapers continue to decline

Source: ABC/Mintel
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PRINT NEWSPAPERS PURCHASES, OCTOBER 2016
"Which, if any, of the following statements apply to you? Please select one.”

With people buying print less, or not at all

Base: 1,993 adults aged 16+
Source: Ipsos MORI/Mintel 

25

18

57

I buy national print newspapers
more than once a week

I only buy a national print
newspaper when a major event

happens

None of these

%
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DEVICES USED TO READ NATIONAL NEWS, OCTOBER 2016
"Which of the following devices, if any, have you used to access national news (excluding local or regional news), 
online in the past 3 months? Please select all that apply.”

But they are reading news in different ways 

Base: 1,993 adults aged 16+
Source: Ipsos MORI/Mintel 

43

27
25

17

2 1

40

Smartphone Laptop
computer

Tablet Desktop
computer

e-reader Other I have not
used any
device to
access
national

news online

%
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NATIONAL NEWS WEBSITES/APPS VISITED, OCTOBER 2016
"You’ve indicated that you have accessed national news online in the past 3 months. Which of the following online 
news sources (eg using a computer, smartphone, tablet), if any, have you visited? Please select all that apply.”

Reading news on websites and apps 

Base: 1,200 adults aged 16+ those who have used a device to access news online in the past 3 months
Source: Ipsos MORI/Mintel 

63

27

23

21

15

14

13

12

7

6

6

4

2

16

5

BBC News: bbc.co.uk/news

The Guardian/The Observer:
theguardian.com/observer.theguardian.com

Sky News: news.sky.com

Mail Online/The Mail on Sunday:
dailymail.co.uk/dailymail.co.uk/mailonsunday.co.uk

The Huffington Post: huffingtonpost.co.uk

The Independent/Independent on Sunday:
independent.co.uk

The Daily Telegraph/The Sunday Telegraph:
telegraph.co.uk

The Times/The Sunday Times:
times.co.uk/sundaytimes.co.uk

Mirror Online/The Sunday People:
mirror.co.uk/people.co.uk

The Financial Times: ft.com

The Sun (Sunday): thesun.co.uk

Daily Express/Sunday Express: express.co.uk

Daily Star/Daily Star Sunday: dailystar.co.uk

Other digital news source

None of these

%
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NATIONAL NEWSPAPER BEHAVIOUR, OCTOBER 2016
“Which, if any, of the following have you done online in the last month? Please select all that apply.”

And newspapers online

Base: 685 adults aged 16+ those who have used a device to access national newspapers online in the past 3 months
Source: Ipsos MORI/Mintel 

45

41

37

24

24

20

12

7

14

Read a national newspaper article directly on a
news reader app/website

Been re-directed to a national newspaper
website/app via social media

Read the social media feeds of a national
newspaper

Read online news sent to me by a national
newspaper

Been re-directed to a national newspaper
website/app via a platform which collects news

stories, excluding social media

Used an ad-blocker that also blocked adverts on
national newspaper websites/apps

Listened to podcasts produced by a national
newspaper

Paid to read national newspapers online

None of these

%
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And the growth of news aggregators
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All this means news advertising is in decline

Base: 685 adults aged 16+ those who have used a device to access national newspapers online in the past 3 months
Source: Ipsos MORI/Mintel 
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And how are media responding?
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Or innovating with niche titles
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Changing print format to save printing costs
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Becoming a free circulation title
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Reducing print and focusing online
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And building online audiences
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Or online only like the Independent (2016)
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As news becomes more digital it becomes global
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And that’s a global audience for travel content too
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Three of the top newspaper sites in the world are UK



the independent integrated agency

Increasing need to think and share globally as well as regionally
A USA paper could have massive influence on other source markets. 

Some tourist boards creating global strategies and encouraging local execution
Others creating global content boards to encourage cross sharing between countries

Structural implications for tourism boards
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Section 1 - Company Profile

UK digital and social media trends
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Source: Mintel

Social media channels strong in UK
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SOCIAL AND MEDIA NETWORKS USED, MARCH 2017
"“Which social networks have you used in the last 3 months?”

Facebook still leads the pack

Base: 2,000 internet users aged 16+
Source: Lightspeed/Mintel
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And social media influences early travel decisions
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REPERTOIRE OF SOCIAL AND MEDIA NETWORKS USED, MARCH 2017
“Which social networks have you used in the last 3 months?”

People are using multiple platforms

Base: 2,000 internet users aged 16+
Source: Lightspeed/Mintel
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FREQUENCY OF SOCIAL AND MEDIA NETWORK USAGE, MARCH 2017
“How often have you visited these social networks in the last 3 months?”

And using them regularly

Base: internet users who have used the social network in the last 3 months
Source: Lightspeed/Mintel
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TYPES OF CONTENT SHARED ON SOCIAL AND MEDIA NETWORKS, MARCH 2017
“Which of the following types of content do you share most often on social networks?”

And it’s an increasingly visual world

Base: 1,684 internet users aged 16+ who have used social networks in the last 3 months
Source: Lightspeed/Mintel
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TYPE OF CONTENT SHARED ON SOCIAL AND MEDIA NETWORKS, BY SOCIAL AND MEDIA NETWORKS 
USED, MARCH 2017
“Which of the following types of content do you share most often on social networks (eg via private messages, on 
your profile)?”
“Which social networks have you used in the last 3 months?”

And image sharing dominates all platforms

Base: 1,684 internet users aged 16+ who have used social networks in the last 3 months
Source: Lightspeed/Mintel
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SOURCE OF CONTENT SHARED ON SOCIAL MEDIA, MARCH 2017
“Which of these describes how you share content on social networks?”

And we share from people we trust

Base: 1,258 internet users aged 16+ who share content on social networks
Source: Lightspeed/Mintel



the independent integrated agency

SOURCES OF CONTENT SHARED ON SOCIAL MEDIA, BY SOCIAL AND MEDIA NETWORKS USED, MARCH 
2017
“Where do you get the content that you re-post on social networks from?”
“Which social networks have you used in the last 3 months?”

It’s a similar pattern on all platforms

Base: 767 internet users aged 16+ who re-post content on social networks
Source: Lightspeed/Mintel
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REASONS FOR SHARING CONTENT ON SOCIAL MEDIA, MARCH 2017
“I share content on social networks to…”

And we do it primarily to be social

Base: 1,258 users aged 16+ who share content on social networks
Source: Lightspeed/Mintel
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ATTITUDES TOWARDS SOCIAL AND MEDIA NETWORKS, MARCH 2017
“Do the following statements apply to you?”

We want brands to be clear about their role

Base: 1,684 internet users aged 16+ who have used social networks in the last 3 months
Source: Lightspeed/Mintel
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Facebook – what matters?

Organic reach –
now as low as 2%

Video content 
over static 

content

Largest 
demographic 20-

29 y/o

Sophisticated 
targeting for 

boosted posts

Rapid response 
and escalation 

Understanding 
when – and 

when not to -
post

A page with 5,000 
fans could expect 
only 325 to see the 
post in their news 
feeds without a paid 
social media plan
32 million UK users

72% log in daily
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Instagram – what matters?

Creating a 
channel specific 
content strategy

Ensuring visual 
curation and 
consistency

Structured 
differently –

can’t ask for likes

Understanding 
users and role of 

brand

Dark posts Same targeting 
as Facebook

46% of UK 
Instagram users 
report an annual 
income above 
£48,000 

19 million UK users

40% log in daily
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Twitter – what matters?

Surprisingly 
good Q1 results

Still more 
expensive than 
facebook for ad 

campaigns

Follow strategy 
as important as 

follower strategy

Highly 
sophisticated 

insights data into 
users

Expected 
response time 
even less than 

Facebook

33% users 50-61 
y/o

62% of users have a 
household income of 
over £48K 

21 million UK users

35% log in daily

3% user growth 
quarter-on-quarter
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And new platforms are emerging all the time

100 million + registrations

9 million + videos uploaded daily
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But its still quality over quantity

Gucci received 
160k more 

mentions than 
the next brand, 

1,663 more 
retweets and 

372 more replies
20K

16K

12K

8K

4K

0

16.4k

6,211

706

17.5k

Brand tweets per day 1.74.77.3

16.46.5

165.889.2188.2

21.4

Av. RTs per post

Av. replies per post

2,558

4,548

334

17.8k

3,163

1,990

197

4,380

Mentions Retweets Replies Likes

Gucci Burberry Louis Vuitton
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And knowing who to talk to

We have launched a new mapping tool called 
TravelMapper 360 to understand consumer 
audiences and what influences them

• Travel Mapper 360 takes insights from multiple 
digital sources globally  and analyses live 
sentiment, language and interests from potential 
customers in each target market including who 
influences them. 

Analyse digital 
audiences

Identify “tribes” and 
their interests

Understand language 
and subjects to 
engage them

Improving targeting 
and reducing costs
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So we can understand travel customers
We can drill into any digital platform and understand its audiences. For example, we 
analysed 966,000 followers of the British Airways’ Twitter account and identified  14 
tribes. Our unique methodology means we can then dive into each of these tribes to 
understand their preferences, interests and influencers

966,000 BA Twitter followers Interests of  the 42,000 “US interest” tribe

US interest 42k
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Or influencers

As a further example of how our analysis can work we’ve 
looked at Bloglovin as a potential audience of 
influencers. More than 20 million people use Bloglovin to 
find and engage with bloggers. We analysed its Twitter 
account with 75,000 followers and found 10 tribes and 
looked at two in more detail

1. Worldwide blogging network (20,155)
2. Fashion and style bloggers (12,080)
3. Media and social marketers (11,213)
4. Beauty bloggers (7,317)
5. General lifestyle (girlgang) (7,111)
6. Entertainment, food and book bloggers 

(5,095)
7. Interior designers (4,524)
8. Mummy bloggers (3,973)
9. Spanish audience (2,315)
10. Travel bloggers (1,693)
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But we can also track future intentions
•There are early signs of customers 
looking to return to familiar, 
known destinations. Our research 
found more than three times the 
mentions of 'going back' to a much 
loved destination in the last 6 months 
versus 2016. This indicates destinations 
and brands should be focusing heavily 
on encouraging repeat customers for 
2018. 
•Longer holidays are seeing an 
upwards trend among the older, 
more affluent baby boomer 
generation; 93.3% of our 'Backpackers 
tribe' in our TravelMapper360TM 
custom segmentation of UK holiday 
makers is over 25 
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And social digital growth means better PR tracking

Google analytics can show 
long term value of weblinks
from articles

Eg walking tours 
specialist 2,500 unique 
visits in 2017 from old 
Telegraph articles

Coverage Book service 
can show if people acted 
on content they read shared 
editorial socially

AVE tracking more 
sophisticated

Eg One national 
newspaper article was 
shared 2000 times in 
Facebook by readers

Eg reflecting lower 
advertising rates, don’t 
assume whole website 
but a relevant 
proportion
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Search and voice
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Worth thinking about how people search

29% of consumer product searches now start on Amazon; 
15% on Google.
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We are now asking rather than typing questions

The rapid increase of voice search is changing SEO. This means we need to create 
tourism content which answers shorter verbal queries rather than written queries
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SITUATIONS IN WHICH PEOPLE WOULD BE HAPPY TO USE VOICE COMMANDS TO CONTROL DEVICES, 
APRIL 2017
"Are you/would you be happy to use voice commands to control technology devices in any of the following situations 
(eg using Siri on iPhone, Alexa on Amazon Echo)?"

At the moment happy most happy to use in private

Base: 2,000 internet users aged 16+
Source: Lightspeed/Mintel

	

25

47

56

75

53

44

Anywhere else (eg at work, whilst shopping,
in the gym)

In your own car/other vehicle

In your own home

%

Yes % No %
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LIKELY USES FOR VOICE COMMANDS, APRIL 2017
"Which of these would you be most likely to use voice commands for (eg Siri on iPhone, Alexa on Amazon Echo)?"

For these sorts of things

Base: 1,232 internet users aged 16+ who are/would you be happy to use voice commands to control technology devices
Source: Lightspeed/Mintel

	

49

41

40

40

37

32

31

21

14

10

9

7

Play/control music

Make phone calls/video calls

Ask for general information (eg recipes, conversion
rates)

Hear the news/weather

Set alarms/timers or add events to calendar

Send/hear text messages or emails

Control household devices (eg TV, lights)

Plan travel (eg get directions, train times)

Shopping (eg re-ordering groceries)

Make bookings/place orders (eg taxis, restaurant
bookings)

Hear bank balance/recent transactions

None of these

%
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Marketing
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But big new focus on privacy GDPR from May
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Example campaigns – focusing on value
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Example campaigns – making people smile

#Sheepwithaview A campaign for Norway copied by other tourist boards
https://www.youtube.com/watch?v=RM18ynKmE0U&feature=youtu.be&app=d
esktop
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Example campaigns – using shareable content

News International now has a division that approaches producers of 
content that has gone viral and licences for marketing. This is an 

example of great dads produced by Dove for Father’s Day
https://www.youtube.com/watch?v=1gTkjySp4gI
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Example campaigns: marketing of blogger content

200,000 
video views 

in one 
month

3,000 
website visits 
and reached 1 
million users

Native and social 
advertising campaigns 
using imagery 
commissioned from 
blogger trips for Visit 
Sweden
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“Ferrari: Under the Skin “exhibition  in
London Design Museum to 15 April 2018

And Seizing opportunities 
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33,000 entries already digital competition Times+
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Or media buying and content creation
Digital advertorial

25.5m monthly UK 
unique users.

Weekly reach
• 14m users are 

ABC1
• 7.5m are 18-34
• 12m are aged 

35+
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The Guardian advertorial

We wrote two 
advertorial pages (one 
on food and one on 
wine) 

And submitted image 
galleries (one on food 
and one on wine)

Content went live from 
20 October – 24 
November 2017 
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The Guardian advertorial

The advertorial saw a total of 
25,035 unique users across 
all pages

The article pages had a longer 
dwell time with both achieving 
over 2 minutes, 

Image galleries also saw dwell 
times of over a minute



the independent integrated agency

Thank you

Debbie Hindle
Managing Director
Four Travel
0203 697 4200
Debbie.hindle@fourcommunications.com


