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Wellness travel has great
potential to help
holidaymakers release
stress and provide them
with tools to better cope
with uncertainty.

The Wellness Traveller – UK – 2024

This report looks at the following areas:

• Participation and future interest in wellness
holidays
• Interest in types of wellness holidays
• Consumers' reasons for taking a wellness
holiday
• Desired booking methods for wellness holidays
• Perceptions of wellness holidays

Overview

Wellness travel continues to show incredibly strong growth potential. Nevertheless, consumers'
interest in health/wellness holidays is slightly lower than before the cost of living crisis as their
expensive image has deterred some travellers. Providers must therefore demonstrate that
wellness holidays do not have to be expensive, for example by promoting the benefits of
spending time in nature, encouraging digital detox time, promoting lower-cost destinations or
offering functional food and drink.

The COVID-19 pandemic has moved to the background and consumers are becoming more
upbeat about their finances. However, uncertainty remains as a result of geopolitical tensions,
climate change and the widespread adoption of AI. As such, wellness travel has great
potential to help holidaymakers release stress and provide them with tools to better cope
with uncertainty.

Potential wellness travellers show a strong interest in beach holidays, rural breaks and city
trips when going on a wellness holiday. As such, wellness products and services will continue
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to be included as part of a mainstream holiday and not just holidays dedicated to wellness.
Other opportunities include taking advantage of new technology to achieve greater
personalisation, utilising services and features that improve guests' sleep quality, and
supporting healthy ageing.
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Report Content

EXECUTIVE SUMMARY

Opportunities for the wellness travel market

• Utilise new technology to provide greater personalisation

• Help guests to improve their sleep quality

• Make wellness travel accessible to all

Market dynamics and outlook

• The five-year outlook for the wellness travel market

• Stress is a widespread issue, while internet addiction is a growing concern

• Growing group of elderly people offers opportunities for the wellness travel market to support healthy aging

- Graph 1: population by life stage, mid-2020, mid-2030 and mid-2045

• Sustainability can help to set off a feel-good effect

• Consumers' financial wellbeing has continued to recover

- Graph 2: the financial wellbeing index, 2016-23

What consumers want and why

• Wellness travel continues to show strong growth potential

- Graph 3: participation vs future interest in health/wellness holidays, by age, 2023

• Strong interest in mainstream holidays to improve health

- Graph 4: interest in wellness holiday types, 2023

• The average traveller has three different motives for going on a health/wellness holiday

- Graph 5: motivations for going on a health/wellness holiday, 2023

• Consumers' intentions for their next health/wellness holiday

• Escapism is a strong pull factor, but the expensive image deters many

- Graph 6: perceptions of health/wellness holidays, by future interest, 2023

Innovation and marketing

• Brands from across the industry are looking to support travellers' wellbeing

• First SIRO fitness &amp; recovery hotel to open in Dubai in February 2024

• Wellness and sustainability are integral to the design of the new Six Senses Svart hotel

MARKET DYNAMICS

Macro-economic factors

• Inflation continues to fall

- Graph 7: CPI inflation rate, 2021-23
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• Consumers' financial wellbeing has continued to recover

- Graph 8: the financial wellbeing index, 2016-23

• More Brits feel confident about their finances in the coming year

- Graph 9: the financial confidence index, 2016-23

• Expensive image has impacted interest in wellness holidays

Social, environmental and legal factors

• Consumers are struggling to reduce their stress, with sleep struggles being the leading effect

- Graph 10: top three effects of stress experienced in the last 12 months, 2023

• Long-term sickness continues to rise

- Graph 11: long-term sickness, 2018-2023

• Consumers need help to deal with inevitable uncertainties

• Consumers find it hard to switch off

• Growing group of elderly people offers opportunities for the wellness travel market to support healthy aging

- Graph 12: population by life stage, mid-2020, mid-2030 and mid-2045

• A selection of Mintel Trends impacting the wellness travel market

• Sustainability can help to set off a feel-good effect

Holiday bookings and booking intentions

• Holiday bookings remained well above pre-pandemic levels

- Graph 13: holiday bookings in the last three months, 2018, 2019 and 2023

• Brits remain confident about planning future holidays

- Graph 14: plans to book a holiday in the next three months, 2018, 2019 and 2023

WHAT CONSUMERS WANT AND WHY

Participation and future interest in wellness holidays

• One in three Brits have taken a wellness holiday

• Wellness travel continues to show strong growth potential

• But the increased cost of living has dampened the growth potential slightly

- Graph 15: future interest in health/wellness holidays, 2021 vs 2023

• Strong growth potential among older travellers

- Graph 16: participation vs future interest in health/wellness holidays, by age, 2023

• The importance of making wellness travel accessible to all

- Graph 17: participation vs future interest in health/wellness holidays, by financial situation, 2023

Interest in wellness holiday types

• Beach destinations can benefit greatly from the strong interest in wellness travel

- Graph 18: interest in wellness holiday types, 2023
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• Strong interest in mainstream holidays to improve health

• Demand for urban wellness tourism is as high as that of wellness trips in nature

• Spa holidays attract an audience open to a more in-depth experience

Motivations for wellness holidays

• Improving emotional/mental wellbeing is the leading reason for taking wellness holidays

• Many travellers are seeking ways to achieve holistic wellness

- Graph 19: motivations for going on a health/wellness holiday, 2023

• Technology is the key to a more personalised wellness travel experience

• A good night's sleep is integral to a good wellness holiday experience

• Men are more focused on physical fitness than women

- Graph 20: motivations for going on a health/wellness holiday, by gender, 2023

• Desire to opt out of the ‘always-on’ culture is strong across age groups

- Graph 21: those interested in going on a health/wellness holiday to disconnect from technology, by age, 2023

Destinations

• Desire to take a wellness holiday in the UK is slightly stronger than taking such a trip abroad

- Graph 22: expected location of next health/wellness holiday, 2023

• The UK's nature is a strong selling point within wellness travel

• Cultural experience is a bigger draw for wellness trips abroad

Travelling companions

• Most wellness travellers would travel with their partners

- Graph 23: expected travelling companions for next health/wellness holiday, 2023

• There is scope to boost the confidence of over-65s in taking a wellness holiday on their own

- Graph 24: expected travelling companions for next health/wellness holiday, by age, 2023

• Active and adventurous holiday activities will appeal to the family market

- Graph 25: perceptions of health/wellness holidays, among family wellness travellers, 2023

Desired booking methods

• Packages are in high demand in the wellness travel market

• Packages appeal more to those with no wellness travel experience

• OTA's are the largest booking channel based on future intent

- Graph 26: expected booking channel for next health/wellness holiday, 2023

• Wellness travel specialists appeal in the package holiday segment

- Graph 27: expected booking channel for next health/wellness package holiday, 2023

- Graph 28: expected booking channel for next independently booked health/wellness holiday, 2023

Perceptions of wellness holidays

• Wellness holidays are most closely associated with the words escape, expensive and body pampering
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- Graph 29: words/phrases most associated with health/wellness holidays, 2023

• New growth potential is driven by the desire to escape

- Graph 30: perceptions of health/wellness holidays among potential wellness travellers, by past experience, 2023

• Adventurous activities will appeal to younger travellers

- Graph 31: perceptions of health/wellness holidays, by age, 2023

• Expensive image deters many travellers from taking a wellness holiday

- Graph 32: perceptions of health/wellness holidays, by future interest, 2023

SPECIALIST WELLNESS TRAVEL BRANDS

• Wellbeing Escapes

• Health and Fitness Travel

• Healing Holidays

• The Healthy Holiday Company

INNOVATION AND MARKETING TRENDS

Launch activity and innovation

• Hotels tap into demand for wellness experiences

• First SIRO fitness &amp; recovery hotel to open in Dubai in February 2024

• Wellness and sustainability are integral to the design of the new Six Senses Svart hotel

• Aviation industry increases focus on passenger wellbeing

• Private jet company VistaJet introduced services that support passenger health before, during and after flying

• Saudi Arabia is developing smart city THE LINE

• Finland launched Find your Inner Finn competition for a four-day trip to Finland for a Masterclass of Happiness in June

2023

APPENDIX

Supplementary data

• Crossover in interest in holiday types

Report scope and definitions

• Market definition

• Abbreviations and terms

Methodology

• Consumer research methodology
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Disclaimer
This is marketing intelligence published by Mintel.
The consumer research exclusively commissioned
by Mintel was conducted by a UK licensed market
survey agent (See Research Methodology for more
information).

Terms and Conditions of use
Any use and/or copying of this document is subject
to Mintel‘s standard terms and conditions, which are
available at http://www.mintel.com/terms

If you have any questions regarding usage of this
document please contact your account manager or
call your local helpdesk.

Published by Mintel Group Ltd
www.mintel.com

Help desk
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