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Part 1: The present

Where we are now

Our need for re‐branding

Demographic and lifestyle trends
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Our need for re‐branding
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Demographic and lifestyle trends

•Largest working generationMillennial parents

•Highest‐spending demographicGolden 50s

•EU median age approaching 60 Aging populations

•Individualized experiencesAuthenticity

•More trips, short‐haulShorter stays



Part 2: The future

Market segmentation

Attractive nationalities

‘Special‐interest’ products



Market segmentation

A very troubled generation, through no fault of their own…

Families with 
kids

Over            
50s

Long       
stayers

Destination 
hoppers

Short  
breakers

Domestic 
tourism



Nationality potential

A very troubled generation, through no fault of their own…
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‘Special‐interest’ products
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Part 3: First steps to get there

Timeline for 2019

Timeline for 2020

Collaboration 



Timeline for 2019



Timeline for 2020



Collaboration



Possible panel questions


