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Sizzling
Summers

Unveiling Leisure and Entertainment Trends in the GCC

An in-depth analysis into the summer plans, attractions visited,
and intentions for revisiting among UAE and KSA consumers.
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Homebound summer consumer data on 25 million+

registered panel members in
70+ markets.

Most popular attractions : Past & Future

We call it living data.
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Discover what your fans were

Annual Passes thinking yesterday,

5 years ago, and today.

YouGov

We do it differently to others
and always will, using
technology and research data
in ways no other research
company can.
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Methodology

YouGov interviewed 2,005 residents in KSA (1,002)
and UAE (1,003) in May 2023.

All respondents completed the survey online and are
existing members of YouGov’s research panel.

The sample is representative of those living in
each country.

Launch a survey



https://business.yougov.com/product/realtime?marketo=contact&utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2023-06-MENA-Summer-L&E-Report

 Homebound
Summer

Exploring UAE and KSA residents’
summer plans and activities W
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Increased
preference to stay
home this summer
in UAE and KSA

A large majority of residents in UAE (70%) & KSA (73%) intend
to spend more time in their country of residence this summer
(June to September) compared with last summer.

This preference to stay at home more this summer is consistent
across demographics.

W uvAaAE M KSA

Sample size: 2,002

% who intend to spend more time in country of residence this summer than

last, by gender, age, income and family status

Total I 70%

Male T 71%
Female I 70%

18-34 I 69%
35+ I 70%

Lower earners Y 69%
Higher eamers IS 72%

Single I 67%
Family with chidren I 72%

I 7 3%

I 74 %
I 72 %

I 71 %
I 74 %

I 71 %
I 77 %

I 70%
I 74 %

YouGov

Q) Compared with last year will you spend more time in your country of residence this summer vs last summer?
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Reason for
intending to
spend more time
in home country

Almost half all respondents say staying in home country is
driven by increased selection of leisure things to do.

KSA respondents are even more likely to say there is more to
do than those from UAE.

Those with children and higher earners are more likely to say
more leisure things to do.

uAE [ KSA

Sample size: 1432

YouGov

Reason for intending to spend more time in country of residence this summer
than last

There is more to do than vs previous years interms of

. 9 | 9
leisure & entertainment, free time activities 42 /0 50 A)

Need to be here for work 34°% I 30%
Summerheatis nolonger a significant enough driverto
leave 25% I—— 38 %
Cost of travel is too expensive 21% I 25Y%
Family abroad wil be visiting me here 22% I 17%
Others 1 1% 1 1%

Those agreeing there is more to do in terms of leisure & entertainment/ free
time activities by gender, age, income and family status

Total 42% 50%
Male 43% E Y LA
Female 41% L ————— £+
18-34 45% D ————— ] M
35+ 40% Eeesee——— 509,
Lower earners 38% —— 4.3 %
Higher eamers 46% e 579/,
Single 45% L VA
Family with chidren 42% L —————— % IS

Q) Please can you tell us why do you plan to spend more time in your country of residence this summer?
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How they plan to
spend free time
this summer when
in own country?

Respondents in KSA are more likely to pick almost all of these
options, over-indexing most for restaurant and cafes versus
those in the UAE.

Intention to visit theme parks is also greater in Saudi
(35% vs 27%).

Generally all venues score higher among those that
have children.

W uvAaAE M KSA

Sample size: 1432

YouGov

How do they intend to spend their free time in their own country this summer

Parks and gardens
Restaurants and cafes

Shopping malls/clothing

Theatre/Cinema

Museums T 19%
e 18%

Places of worship

Art galleries

Zoos

Exhibitions

Historical sites and
Comedy shows
Concerts or live music

Variety shows

Balletand dance.

Musicals

Fairs or the circus
Opera

Other activities

None of these

. 42%
I 38%

. s 39%
Theme parks I 27%,
—— 239,

Sporting events I 229,

e 14%
. 9%
8%
e 7%
e 10%
= 8%
7%

" 1%

s 6%

——— 530/,
e 53 %,

I 44%
I 35%
W IA
IS 259,
s 21%

I 17%

e 20%

e 17%
e 15%
e 16%
e 14Y%,
e 14Y%,
e 14Y%,
e 12%
s 10%
s 10%
— 9%

" 1%

mm— 89

Q) How do you plan to spend free time whilst in your country of residence over this summer?
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Theme Park
visitors - who
intends to visit

In UAE visiting theme parks over-indexes among women and
single people, while in Saudi older higher earners and those
with children over-index.

W uvAaAE M KSA

Sample size: 1432

YouGov

Those saying they will visit theme parks whilst in country of residence over
this summer by gender, age, income and family status

Total

Male

Female

18-34

35+

Lower earners

Higher eamers

Single

Family with children

e 27%

. 25%
T 31%

e 28%
T 26%

T 25%
T 29%

. 30%
. 26%

I 35%

I 35%
I 35%

I 32%
I 37%

I 33%
I 38%

I 32%
I 39%

Q) How do you plan to spend free time whilst in your country of residence over this summer?
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Home country is
becoming year
round destination

Those living in Saudi are more likely to strongly agree with idea that
KSA is becoming all-year round destination (68% vs 61%).

Strong agreement is similar across all demographics but in
Saudi higher earner and those with children are more likely to
strongly agree.

W uvAaAE M KSA

Sample size: 1432 (those intending to spend
more time in own country over summer)

YouGov

Agree/disagree: country is becoming a year-round destination due to positive
developments in leisure & entertainment sector

Strongly agree N 28% — 32%
Somewhatagree IS 33% I 36%
Neutral I 27% I 24%
Somewhat disagree N 9% Bl 5%
Strongly disagree 1 3% M 3%

Strongly agree: by gender, age, income and family status

Male memmmmmm— 279, ——— 31 %,
Female s 299, I 32%
18-34 I 28% I 31 %
35+ . 28%,  EE}TVA
Lower earners mEmmmmmmmmmmmmmmmmmnn 289, Bl LA
Higher eamers s 28% I 399,
Single mEEEEEEESSESs——— 259 IS 28 Y,
Family with chidren s 31% 1A

Q) Level of agreement: My country of residence is becoming a year-round destination, including during the summer, due to
positive developments in the leisure & entertainment sector



 Most Popular
Attractions

Tracking visitation trends of the
last year and beyond
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Attractions
visited in past
12 months

Almost 2 in 5 UAE residents visited Global Village Dubai
in the past year, twice as many as any other venue.

Sample size: 1,003, UAE respondents only

YouGov

Global Village, Dubai s 399,

Magic Planet, Dubai mssssssssssssssssss 4189%,

Dubai Aquarium and Underwater Zoo
Ferrari World, Abu Dhabi

Dubai Parks & Resorts (Motion Gate, Legoland)
Museum of the Future, Dubai

Yas Water World, Abu Dhabi

Ski Dubai

Dubai lce Rink, Dubai Mall

Louvre, Abu Dhabi

Yas Marina Circuit, Abu Dhabi

Atlantis Aqua Venture Waterpark, Dubai
Wamer Bros World, Abu Dhabi

Wild Wadi Waterpark, Dubai

IMG World of Adventures, Dubai

Coca Cola Arena, Dubai

Dubai Opera

Dreamland Aqua Park, Umm Al Quwain
Etihad Arena, Abu Dhabi

Others

None of these

I 17%
I 16%
I 16%
I 16%
I 16%
I 16%
I 16%
| 15%
| 14%
| 13%
| 12%
| 11%
| 11°/°
] 11%
| 10%
| 10‘%
| 10%

" 1%
I 18%

Q) Please select all the domestic attractions you have visited in the last 12 months?
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Demographics of visitors to Global Village Dubai

Attractions
ViSited i“ past Total I 39%
12 months

Male I 37%

Female I 43%
Visitors are more likely to be older,

wealthier, women with children. 16-34 e 32%

This profile is similar to the next most popular venues: 35+ I 45%
Magic Planet Dubai and Dubai Aquarium, but Ferrari

World is more evenly balanced across all demographics.

Earn upto AED10,000 I 34%
Earn more than AED10,000 I 49%

Single I 33%
Family with children I 43%

Q) Please select all the domestic attractions you have visited in the last 12 months?

Sample size: 1,003, UAE respondents only
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Attractions
visited in past
12 months

Global Village tops the list of attractions to visit in coming
year but Museum of the Future isn’t far behind.

Four attractions are tied on 17%, two in Abu Dhabi and
two in Dubai.

Museum of the Future was 6% on the ‘visited’ list but
second for intention to visit, while Magic Planet drops from
second to nineteenth.

Sample size: 1,003, UAE respondents only

YouGov

Top 3 attractions UAE residents intend to visit/revisit in the next 12 months

Global Villag e, D uba i 31%
Museum of the Future, Dubai I 259/
Ferrari World, Abu Dhabi mmmmmmmsmsssssssssssssss 417%
Yas Water World, Abu Dhabi s 417%
Dubai Aquarium and Underwater Zoo I 417%
Atlantis Aqua Venture Waterpark, Dubai s 4179%
Dubai Parks & Resorts (Motion Gate, Legoland) s 41 6%
Ski Dubai mEEEEEssss— 4 59,
Wild Wadi Waterpark, Dubai mmmmmmmsssssmmmmmmsss 159,
WarnerBros World, Abu Dhabi s 14%
Louvre, AbuDhabi mmmmmmmmmss 4149%,
SeaWorld, Abu Dhabi s 149%,
Dubai Ice Rink, Dubai Mall s 429,
IMG World of Adventures, Dubai s 4129%
Yas Marina Circuit, Abu Dhabi s 429,
Dubai Opera s 411%
Coca Cola Arena, Dubai s 41149%,
Magic Planet, Dubai s 4119,
Dreamland Aqua Park, UmmAl Quwain s 410%
Etihad Arena, Abu Dhabi s 10%
Others 1 0%
Noneofthese = 9%

Q) Which are the Top 3 domestic attractions you are most likely to visit/revisit in the next 12 months?
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Revisiting
attractions

Global Village tops the list for intention to revisit when
asked to pick just three attractions. 45% of those who
visited Global Village last year put it in their top 3 to
visit this year.

Museum of the Future and Dubai Parks & Resorts
come second on this measure.

Magic Planet in particular scores very poorly (18%),
just above Dreamland. Dubai Aquarium and Ice Rink
are also low scorers.

Sample size: 1,003, UAE respondents only

YouGov

Proportion of visitors (in last year) who intend to revisit in next 12 months
Ranked in order of total % who intend to visit

Global Vilage, Dubai

Museum of the Future, Dubai

Ferrari Word, Abu Dhabi

Yas Water Word, Abu Dhabi

Dubai Aquarium and Underwater Zoo
Atlantis Aqua Venture Waterpark, Dubai
Dubai Parks & Resorts (Motion Gate, Legoland)
Ski Dubai

Wild Wadi Waterpark, Dubai
WarnerBros World, Abu Dhabi

Louvre, Abu Dhabi

Dubai Ice Rink, Dubai Mall

IMG World of Adventures, Dubai

Yas Marina Circuit, Abu Dhabi

Dubai Opera

Coca Cola Arena, Dubai

Magic Planet, Dubai

Dreamland Aqua Park, Umm Al Quwain

Etihad Arena, Abu Dhabi

. 459,
. 36%
. 34%
—— 33%
. 25%,
. 34%
s 36%
. 31%
. 31 %,
. 29%,
. 32%
. 26%

T ——— 33%
. 35%
. 359,
. 31 %,
I 18%
I 219,
. 29%

Q) Please select all the domestic attractions you have visited in the last 12 months?
Q) Which are the Top 3 domestic attractions you are most likely to visit/revisit in the next 12 months?
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Who would
consider buying
an annual pass

Those living in Saudi are more likely to strongly agree with
idea of buying an annual pass (35% vs 31%).

Interest is stronger with younger people in UAE but skews a
little older in Saudi.

Saudi interest is also stronger with higher earners and those
with children.

W uvAaAE M KSA

Sample size: 2,005

Agree/disagree: |1 would definitely buy annual passes to local attractions if

they are at an attractive enough price

Strongly agree I 31 Y%
Somewhatagree IS 34%
Neutral memsssssss——— 24%

Somewhat disagree N 7%
Strongly disagree mm 4%

I 35,
e 37 %
e 21Y%

= 3%

mm 4%

Strongly agree: by gender, age, income and family status

Male e 31%
Female s 31%

18-34 I 35%
35+ e 28%

Lower earners IS 30%
Higher eamers Immmmmmmmmmmm—m—m" 329,

Single IS 30%
Family with chidren TS 339%,

—— 350,
I 35Y%,

I 31 %
IS 38%

I 31 %
I 39%

— EILA
LW DA

YouGov

Q) Level of agreement: | would definitely buy annual passes to local attractions if they are at an attractive enough price



Our fast-turnaround Omnibus and targeted Field & Tab
research solutions provide you with rapid answers from the
right audiences, ensuring real-time, live reporting for
actionable insights. Discover what 25 million+ registered
panel members across 55 markets are thinking, and make
informed marketing decisions with certainty and speed.

Unleash the power of consumer insights to elevate your
summer marketing success.



https://business.yougov.com/product/realtime?marketo=contact&utm_medium=pdf_link&utm_source=whitepaper&utm_campaign=WP-2023-06-MENA-Summer-L&E-Report

Thank you!

YouGov is an international research data and analytics group. We have been building an ever-growing
source of connected consumer data for the past twenty years, creating the richest and most complete
understanding of your customers’ complex lives. We call it living data. Understand what 22million+ registered
panel members in over 55 markets are thinking, on over a million - and growing — data points. Re-contact
and dig deeper to plan, activate and track marketing activity with certainty, at speed, every time.

Launch a survey Get in touch
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