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International Arrivals - Europe
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International Arrivals: Percentage Change
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According to the UNWTO, growth of international tourism arrivals significantly
outpaces growth of economic output as measured in Gross Domestic Product (GDP).
With a European GDP at 1.6% pa, 1995-2015, international arrivals have grown 2.1
times faster than GDP. An average rate of 3.5% pa.
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* Identity is the conception, qualities, beliefs,
and expressions that make a person or group
ldentity may be distinguished from
identification; identity is a label, whereas
identification refers to the classifying act itself.

 Consumer behaviour refers to the processes
consumers go through, and reactions they
have towards products or services. Made up
with a collection of trends.

* The future is what will happen in
the time after the present

Yeoman (2010)



Modelling Future Tourist Behaviour = Trends
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Modelling Future Tourist Behaviour = Trends
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THE PARADOX OF CHOIGE

WHY MORE 15 LESS EAHAT SEHI

“A revolutionary and beautifully reasoned book about the promiscuous

amount of choice that renders the consumer helpless, A must read.”
~Martin author of Happi
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MATURE :
Slowed Trends Dominant Trends
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Desire for new experiences

The UK consumer,
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Fluidity of Luxury

Materialism

The ‘old’ version of luxury:
exclusive, expensive, best

- quality, self-indulgent,
conspicuous, tangible, ‘overt
materialism’

Enrichment

Emphasis on ‘quality of life’,
experiential, personal,

‘ authentic, ‘subtle/covert
materialism’

The value of relaxing and de-
- stressing from the pace of
everyday life, focus on self-
development and quality of
life, intangible, non-material

Source: nVision

Yeoman (2008) / Future Foundation Dominant Trends




Differences in the meaning of luxury for different ages

“Please say which of the following things would be the best description of ‘luxury’ in your life.”
% who selected a materialistic, experiential or time option (see notes for definitions).
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Differences in the meaning of luxury for different ages

“Please say which of the following things would be the best description of ‘luxury’ in your life.”
% who selected a materialistic, experiential or time option (see notes for definitions).
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Differences in the meaning of luxury for different ages
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Mobile Living

Future Foundation



Contested Liberalism

Dominant Trends

Yeoman (2010) / Yeoman et al (2015)



Culture of Immediacy

Dominant Trends Future Foundation



Smart Choice
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FINAMCIAL WEBSZITE OF THE YEAR

Money Home | Markets | Saving & banking | Investing | Bills | Cars | Holidays | Cards & loans | Pensions

Tracking your computer, scouring
your old bookings... and even
checking the births, marriages and
deaths! Travel firms spying on you to
hike the price of your holiday T

« Firms are collecting vast swathes of data to work out how much
« They find out where you like to sit on a plane and hike prices fori'.
. Some even scan newspaper deaths, marriages and births sectig

in on your plans
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Leisure Upgrade

MARIE-ANNE LESCOURRET

BOURDIEU mpiduat

THE FUTURE OF
FOOD TOURISM

Foodies, Experiences, Exclusivity,
Visions and Political Capital

Edited by han Yeoman, Ura McMahon-Beattie,
Revin Flolds, julia Albrechet and Kevin Meethan

Yeoman et al (2015) / Future Foundation / Lescourret (2008)



Ageless Society
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Hiking in the Future

https://www.youtube.com/watch?v=kat8I5UM Vs



https://www.youtube.com/watch?v=kat8I5UM_Vs

Contested Sustainability
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Retail therapy

Ecotourist



Inconspicuous Consumption
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Face to Face

Yeoman (2012) Slowed Trends



Information Centre of the Future

Slowed Trends



Familiarity

Slowed Trends



Simple Identity




What trends do you see?

https://www.youtube.com/watch?v=e9aSdufl8rc



https://www.youtube.com/watch?v=e9aSdufl8rc

MATURE

Slowed Trends
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WITH ROOTS = IN SEARCH
AND FAMILY OF SLOW
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Adapted from Flatters & Wilmot (2009)
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Simplicity: In praise of slow

-

s
Carl Honoré v

N
é‘/ : f
/

Yeoman(2010)



Connecting with Family Roots

Wf‘ wAspects of Tourism
CHANNEL VIEW

PUBLICATIONS

VFR TRAVEL RESEARCH

International
Perspectives

Edited by Elisa Backer and Brian King

Backer & King (2015)



Authenticity

AUTHENTICITY
BRANDS, FAKES, SPIN AND THE LUST SR REAL LFE
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Focus on the Boardroom
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€\ GSA Scandal: So What Does $823,000 Buy You
\: in Las Vegas?
7\

': Amid new allegations of lavish spending, Newsfeed breaks down the damage done to taxpayer

at the General Services Administration's infamous Las Vegas blowout.

ney Subramanian April 18, 2012 Flatter & Wilmot (2009)



Mercurial Consumption
.

Find the fare you’re looking
for while you're'not looking.
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Yeoman (2015) / Future Foundation



End of Adventure
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Staycation

Taking holidays at home and abroad

“Which of these best describes how often you do each of the following activities?” | % taking a

holiday at home or abroad at least once in the past year | 2016
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Green Consumerism is Contested
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Materialism
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Extreme Experience Seeking
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Decline of Deference

A highly educated generation of Baby
Boomers (those born 1946-1964), in better
health and with more disposable income
than previous older generations, will exit
the workforce en masse during the 10s
decade (although for many, working beyond
formal retirement will be a reality). The
group now represents a

{ VALUE CHANGE IN CROSS-NATIONAL PERSPECTIVE :
dema nd | ng, still aspirational,

technologically aware and financially potent
market-segment in the most developed
economies of the world.

PAC consumers are the most demanding in the world
Arrested Trends

Published on: August 26,2015 Author: David Chew .
Flatters & Wilmot (2009)



Portugal: The Beauty of Simplicity

https://www.youtube.com/watch?v=bHX9UyU8mGg



https://www.youtube.com/watch?v=bHX9UyU8mGg

Fluid Identity Simple Identity

Yeoman (2010)



Liminality: Blurring of Identity

Yeoman (2010)
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