


Luxe Style

L andmarks Fire & lce Gas%ronomy Food & Wine Xma markefs



“DABTA

The Travel Association

Established in
2073

A Global
N@*WOF/Q 07[

EVY)IDOWQFQGI
Women

/na/us*ry
Exlbem[ise

Over 100
Curated

Experiences



The orchlon-

85Z 07[ women WOIV)'IL 7L0 'ILI"OIVQ/ bbﬂt

“ out of O women feel fear or don't have anyone #o go with, which

uncertainty about where to start when

sfo,us them from boo/eing.

Ip/anning their first solo frilu.




@

° Empower women to travel e Curate Persona/isea/ travel
confia’enﬁy and ina’epem’en*/y experiences tailored o
women

e Build a suplpor*ive communi@

for shared experiences *  Provide expert guidance,

sm[efy, and social connection

o (ultivate meaningfu/, /asﬁng

O alshilps e (reate joumegs that are safe,

engaging, and unforge#ab/e
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Q? Curated sma//—group *rips for women frave/ing solo _ Q _

@ Safe suppor*ive exlperiences that build confidence

Q? AID,D and mee*ups connecfing travelers before, aluring, and atter *rips

W Communi*y-a’riven travel that creates /as*ing friena’ships



///ﬂ/p/ /Z&L&'/\/

e = pf:ﬁm-v;-...'-L',-- -
Jo -,ﬁ'.f-:;i'.gnauhnﬁ.

o & :
th'.’ln:" ;‘ A :
- )

Founder & CEQ (Solohia)-' Ofem*ions, *rilo ,D/anning, '_ QN s

boo/eings, gues exlperience

Network of Par%—*ime local guia/es

Oufsourcea' OI’DID a’eve/olnmen* oma’ 0ICC0MV)7LiV)g

Growth lo/om-’ exlnama/ 9uia/e network; hire Par*—ﬁme
travel agemL
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Busnes | Business

Cymru | Wales

“DABTA

The Travel Association

Trusfea’ OIGIViSOFS ana’ IOCOI/ frave/ sulpln/iers

S%rmtegic suppor% from Business Wales and
ABTA

Collaboration with Solo Female Travellers Club

Data-driven insig}nts from g/oba/ solo female

7LF0IV€/ research

Ongoing customer feedback and ina’us*ry

ne*wor/eing
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Care more about: &ener‘a%/on Z— /8—25

Solo travel is meaningful. It's a challenge and self-growth opportunity, a
chance to meet new people, to reset from a major life event, to be alone
and to volunteer. They love the flexibility even more than other age
group.

Safety and something bad happening is a much higher concern than
any other group. They are also more likely to find themselves in
dangerous situations and being the victims of a crime.

Others: What other people think, being judged, feeling lonely and eating

alone. .
Popularity & adrenaline: They are more likely to choose iconic, ° Safe‘:y measures are lmplemented less Oﬂ:en: they ra rely use

instagrammable and popular destinations, adventure activities and anti-theft bags, and are less likely to purchase travel and
nature. They also consider the tourism infrastructure. health insurance

Care free travels: Less likely to buy travel and health insurance, use anti- . . .
theft bags and worry about any of the challenges of solo travel except for « Women Only group tri ps are less interesti ng, they Dl‘efel’ CO-

safety. ed environments.
« The beauty of a destination and how it handled COVID.

Care less about:

Codo Travel Glafestios. (2025
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Who have you traveled with in the last 12 months? What worries you when traveling solo?

Respendents: All, have traveled solo before
Respondents: All, have traveled solo before. % Agree + Strongly Agree

W 2025 W 2024 2023

W 2025 W 2024 2023

66% 66%
60%
42%
33% 35% 37%
9 24%
27% 28%
23% 23% i 23% 22% 20 20%
II II II II Il 1

Personal safaty Higher costs Language barriers  Feeling lonely Getting lost Something bad Having to plan Dining alone Feeling
happening everything on my embarassed
own

Only solo Solo, With a partner With girlfriends, With my family With a groupof  Solo, ona With my mother
independently independently or spouse independently members friends small group trip or sister,

independently your Paragraph 7LeX7L

Solo Fernoke Trovel Teands is 0 publication of Soka Femalle Teovalers - Reprockiction without express permission i

Decision factors when choosing a travel provider

Respondents: All, have traveled solo before. % Important + Very important

W 2025 W 2024 2023

56%

Price, | look for Eco-friendliness Local onwership Social Female Established Affinity with me
the most and care for the responsibility ora ownership or brand | recognise  (same race,
affordable option  environment charitable focus  supporting of religion, ethnicity,

N B ol Trvel) Glafestics. (2025



Custom and curated small-
group *rilas
Mem[oershiln or
subscrip*ion fees
OP*iom/ 7Lriln add-ons and
ulngma/es
S*rmtegic brand
Par*nershilns and

collaborations

Customer Engagememt &
Distribution:

In ferms of customer engagement
and distribution, Tiklok, Youlube, and
influencers are used fo reach
travellers, while the app keeps them
engaged, driving loyalty, repeat

boo/eings, and commun/ﬁty

o Social-first, frend-driven acquisition
model
o  Expansion info new destinations and
frip Types
° /\IDID—/ea’ communify a/riving relaemt
bookings and loyalty

o Low-cost digital marketing and organic
growth

o Strategic partnerships supporting scale
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Beyono/ SO/O *arge*s women /8_25, a

segmemt VY)OS7L OIDQFOHLOFS OVQF/OOIQ.

[itan Travel serves older travellers with

/arge, 7[ixe0/ 7L0MI"S.

Werm/y Wu focuses on 30+ adults with

rigia’ itineraries.

Contiki *argefs mixea/-gena/er groups, not

WOVV)@V)'OV)/H.

Women-only, small-group fravel
Trend-led, curated experiences
Same-age groups + strong safety focus
Women-founded = real audience insight

Alplp + mee*ups build communify

Aligns with Gen / a’/'ghta/ habits



Vopeuc, Vrice [nce Vorstrstio

e WV n- n/, e [Iklo S
R . Comlne*i*ive, . Alnp-basea/ boo/e/'ngs Tiklok, lr *ag ram
frena’-/eo/ 7Lrave/ YOuTube
, accessible tiers o Social Io/afforms +
experiences . e Micro-influencers +
" , o Subscrllp*/ons + mee*ups
o Curated itineraries creators
/oya/@ rewards

+ app + communi*y

° B/ogs, v/ogs, email,

camluaigns



Vey Actuities Vey Pesonpees Vey Gupppptiors

o Accomyyoa’afion Iurovia’ers (hotels,

° Trilp In/anning and ° Lalmtolp hostels, bouﬁalue s*ays)

sulolo/ier coordination o Mobile Iuhone o | ocal franslpor J companies an ]
. AIDID a/eve/olnmenf and e [ravel boo/eing sof tware ac*ivhty oper alors
feature upa’a*es o ABTA certification e Destination 9uia/es and
o Social-first mar/ee*ing o Loom / communication Oy,-gmum’ Po,r%y,ers
and influencer fools . A/D/D a/eve/oluers and technical
Par*nerships o Outsourced app sulolpor*
. Communhty events and . Accounﬁng, ABTA Iparfners, and

traveller sululnor* Iprofessiona/ services
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9 days / 8 nights

PLAN PRICE INCLUDES EXTRAS / BENEFITS
Local frilps, activities, Access fo So/oBeyona/
Day Trilp £50-£100 *ranslpomt, group app communi@, group
suplpomt Inhofos, basic i*inerary
/_2 ng LHLS accommodation, activities
accommodation, transport meals
Weekend| Get £150- £250 i
eeken € away ac*ivhlies, }ranspoml’ Social events, meet-and-
meals gree*, Fr/OI"I')Ly boo/emg
F/lgh*s 5-1 nigh*s F/igﬁnts, 5-1 niglnls
International Adventure £600- £2000 accommodation, curated | accommodation, curated
ac*ivhties, meals activities, meals
Attend 72-L 7Lr/'lps per AtHend 2-L 7Lrilps per
Subscrip*ion Pac/eage £150 year at discounted year at discounted
rates rates
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o [500+ women travellers

o 800+ reviews, 4+.8/5 average
rating

. Po,ou/ar *rilus-' wellness,
cultural, summer escapes,
slow-travel

o 80% re,uemt boo/eings = s*rong
loyalty

° Growing demand for safe,

socia/, women-on/y travel

40

30

20

10




Exlpamsion to 100+ destinations
Increased su[oscrilvﬁons + app
engagement
Recruit 6 Par*-*ime UK guia/es
Enhanced app: [ooo/eing, ma*chma/eing,
communi*y features
Larger share of Gen Z solo #ravel
market
Higher relnemt looo/eings + s*rong
revenue groun% (3=5 years)

1000

300

000

400

200

2020

2027

2028

2029

2030



Jrvestiment,

Ol- Guide Network
Communify Events & Trilp Exlpamsion
Exlpomsion 20

Quide Network Expansion
30%

OZ-TFOIVQ/ Agemt

Exlaamsion

03- Communhty
Events & Trilo

AIDID Deve/olpmen*

Expomsion
20%

Oly- AIDID Deve/olpmenf
& Feature Mlogma/es

Travel A gemL Exlpansion
30%
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Glrercytls (Ve negses

e Clear niche: women-on/y, Gen /-focused travel o Small feam with hlgh founder dependency
o Sv‘rong ear/y traction (1500+ travellers, 000+ reviews) o Limited guia/e network until investment
o Social-first mar/eefing and s+rong communi*y model o AIDID still O/eve/olping

® Larger O,DZI’UHLOFS en*ering 74')6 Gen Z SPOICQ

® FOIS?L'gFOWiV)g SO/O {ema/e frave/ VV)0H"/€€7L

e Economic or g/oba/ events a{fecfing travel

o Exlpansion of destinations, subscri/ofions, and app features

e Brand Far*nershi/os and influencer collaborations * Reliance on social media 0'/90”#"’”8



Pestle Slrd

Wy

Poddfic,

o ABTA lorovtecfion and UK travel regu/afions

sulpporf consumer confidence.
o Visa rules and international travel Po/icies

can atfect destination access.

Teelradocyion

o (rowth of mobile apps enables mmtchmakmg
boo/emg, and communﬁy features.
o /'/eavy reliance on social F/a*forms for mar/eeﬁng

and customer ac%uishtion

e [ravel demand among Gen / remains svtrong . Eising interest in solo female travel and
but sensitive to economic downturns. communify-basea/ experiences.
o Currency fluctuations impac* 7Lrilp Ioricing and

o (en/ Priorifises sm[efy, social connec*ion, and

sulnlp/ier costs.

et

J Comp/iance with travel indusfry standards,

/nsfagmm-worﬁyy VHOVH@VHL

o /ncreasing demand for susfainab/e, ethical
consumer rofecfion, and data privacy laws. travel experiences.
P privacy P
o Climate concerns and extreme weather can

e Contracts with sulnp/iers, 9uia’es, and par*ners

must meet regu/mtory requiremen*s. influence destination choices.



Comnelngion

¢ Be OHOI SO/O empowers young women
y 7LO *rave/ saf:[e/y, socyia//y,gana’
fearlessly

e  Your investment enables us fo scale
our impacf and reach more travellers.

o Together, we can lead the SOLO

fas*-growing solo female travel

market
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