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FORESIGHT is a monthly commentary on significant issues within the tourism sector.
‘Market Focus’ discusses economic, social and political factors that underlie demand for
tourism now and in the future. In addition, a spotlight is focused on a significant
tourism issue. This month ‘Market Focus’ considers different trip characteristics
between male and female inbound visitors and ‘Issue of the Month’ looks at the
importance of coach travel to UK tourism.

Market Focus — Gender of inbound visitors

In 2008 the UK welcomed nearly five million more male than female inbound visitorst. The
following table highlights this and many other ‘metrics’ that help to describe inbound tourism
Visits Spend

during 2008 in terms of gender.
Nights |  Spend per
(000s) (%) (Em) (%) |pervisit] Night  Misit

18,196 | 57% 127 52%| 9,616 [ 59% 7.0 £76| £528
Female 13526 | 43% 119 48%| 6,572 | 41% 8.8 £55|  £486

Men account for almost 60% of inbound visitor spending, but there is far less of a gap between
the number of male and female visitor nights, courtesy of the fact that the average inbound
female visitor spends nearly two more nights than does the average male visitor to the UK.
This means that average spend per visit is not hugely different, but typically male inbound
visitors spend 40% more per night than females.

The tendency for more Visits by quarter
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Journey purpose

There are more differences than similarities once we start looking at the number of inbound
visitors by sex, most strikingly so when it comes to business visits. In 2008 more than eight in
ten inbound business visits were by men. By contrast one million more women made a trip to
Britain to visit friends or relatives than did men; for holidays there was a fairly even gender split
and for study trips females were in the ascendancy, accounting for six in every ten trips.
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Visits by purpose
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The predominance of men within the business visits categ
differences that appear when we look at duration of stay,

ory goes a long way to explaining the
with men accounting for nearly two-

thirds of all 1-3 night stays but only half of all stays that last eight or more nights.

Visits by duration
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Age profile

The only age-bands for which there are more female than male visitors are the under 15's and
16-24’s, but even here the difference is relatively small. There are 2.2 million more male than
equivalent figure for the 45 to 54 age

female visitors whose age is between 35 and 44, with the
group being 1.5 million.
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Visits by age-band
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Top markets

From the table we can see that there are
no major differences in top markets
measured in terms of visits by men or
women, but that Germany comes
somewhat higher in the male table as
61% of all visits from this market are by
men.

The proportion of visitors who are male is
particularly high for Middle East markets,
most notably Saudi Arabia where four out
of every five visitors to Britain in 2008 was
a man.

The sexes agree...

W Male O Female

Female
(000s)

Iish Republic

Netherlands

According to the Anholt-GfK Nations Brand Index survey that took place in the summer of 2008
the opinions held about key issues relating to the UK’s tourism offer, for example Britain’s
cultural heritage, do not differ all that much between men and women as can clearly be seen

from the following chart.

The statement generating the least favourable, though by no means dismal, response was ‘If |
visited this country they would make me feel very welcome’. The survey quizzed roughly one
thousand on-line respondents in each of twenty countries.
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Opinions about the UK
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This country has arich ~ This countryisan  If | visited this country, Degree would like to  This country isrichin  This country isrichin  This country has a
cultural heritage interesting and they would make me  visit if money were no natural beauty historic buildings and  vibrant city life and
exciting place for feel very welcome object monuments urban attractions

contemporary culture

Anholt GfK Nations Brand Index 2008
W Male O Female

...but destination inspiration can come from different sources

Back in 2007 one of VisitBritain’s sponsored questions on the survey looked at the various
ways respondents may have been inspired to visit a destination. A multitude of sources were
asked about, but the chart below teases out a few that apparently don't influence men and
women to the same extent.

Sources of destination inspiration
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So, females are more likely to get inspiration to visit a destination by something they read in a
book, see on a television programme, travel brochure or have been told by a friend, but for the
chaps sport was twice as likely to have inspired a trip to a destination than was the case for
females.  When examining the different types of activities that inbound visitors undertake
during a trip to Britain in earlier editions of Foresight we also found some differences with, for
example, males three times more likely to watch a football match than females.

Strategy & Insights Division — July 2009



Issue of the Month — Coach Travel

Those taking a coach to get to or from their holiday destination, or indeed a coach touring
holiday, enjoy a very different experience than was the case a generation or so ago, the
‘clapped out charabanc’ has been replaced by modern vehicles with reclining seats, air-
conditioning, on-board washrooms and catering facilities.

Headline figures

For the most part we will focus on the use of coaches by inbound visitors, but first let us look at
some key statistics for both inbound and domestic overnight travel.

We can see that in 2008 nearly 1.5
million inbound visitors used a
coach as their mode of travel when Visits | Nights | Spend Nigh_ts_per Spe_nd per Spend per
departing Britain, IEVT R (000s) | (m) | (Em) | __uis i

contributed £425m to the economy, | 1485 | 113 | £425 U = £286
with average spend per visit of £286.

Inbound visitors who depart by coach

For dom_eS“C overnight trips where Overnight domestic trips by UK residents where the
(RN ET ORI RO IRV MR m ain mode of transport was an organised coach tour

classified as ‘organised coach tour’
we discover a market in excess of IS £m wsn night visit
2.5 milion trips in 2008 worth | 2518 £581 £66 £231
£581m.

The Confederation of Passenger Transport (CPT) have published ‘Britain’s Coaches:
Partnership and Passengers’ which provides a raft of figures that help to demonstrate the
contribution that the coach sector plays in the economy. Taking all coach travel together there
were some 273 million journeys made during 2007, accounting for a £2.35bn contribution to the
economy.

According to the CPT 400,000 people travelled to York by coach in 2006, 30% of all visitors to
Oxford arrived by coach and more than half a million of Cornwall’s visitors opted for this form of
transport. Day trips are particularly important to the coach sector, and using both UKTS and
UK Day Visits Survey figures the CPT estimate that 266 million day trips were undertaken by
coach in 2007 with each passenger spending on average £50 per trip.

The coach industry utilised 20,000 vehicles in 2007 that travelled an estimated 1.3bn
kilometres (equivalent to 1,700 return trips to the moon) and directly supported no fewer than
50,000 jobs.

Green credentials

When looking at emissions per passenger the Confederation of Passenger Transport estimate
that a coach generates one-sixth of the carbon dioxide emissions of air travel, % that of rail
travel and ¥ of car travel. What this means is that by choosing to travel from London to
Newquay by coach rather than car saves the amount of CO, emissions generated by running a
refridgerator for more than four months.
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Focus on inbound

Visits by journey purpose

Looking in detail at the characteristics of inbound
visitors who departed the UK by coach helps shed
light on this market (all figures are taken from the
International Passenger Survey! and relate to
provisional 2008 data).

Starting with the purpose mix it is plain to see from
the pie chart that overwhelmingly visits are for a
holiday (77%), with less than one-in-ten trips using a
coach being for either business purposes or to visit
friends and relatives. It is worth noting that nearly
50,000 trips were for ‘study’ purposes, although this
represents just 3% of coach based trips. [ Holiday O Business BVFR H Study @ Misc|

A trait that differentiates those using a coach with other inbound visitors is the tendency not to
be travelling independently, or in other words being on an ‘organised’ trip. Nearly 60% of those
using a coach in 2008 were on a ‘non-independent’ trip, whereas for the inbound market in total
the proportion is just 7%.

Given the tendency for trips to be for a holiday we should not be too surprised to discover that
seven-in-ten trips take place between April and September; we can see from the chart that it
was the April to June period that proved most popular for using a coach in 2008, with more
than 560,000 trips, by contrast less than 190,000 trips in the October to December period were
by coach.

Visits by quarter
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The most common duration of stay for this market was 4-7 nights, with 1-3 night stays not far
behind. It is apparent from the following chart that less than a fifth of coach trips involve stays
of eight or more nights.
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Visits by duration of stay
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It is very definitely the younger traveller who chooses to travel by coach, with more than half of
inbound visitors using a coach in 2008 being aged 24 or younger. We can discern from the
chart that there is very little difference between the numbers when it comes to gender.

Visits by age and sex
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Finally looking at the top markets for travel toffrom the UK by

coach we can see from the table that France is a clear leader, Visits (000s)

accounting for 445,000 trips in 2008, or 30% of all coach trips. |France 445
All of the top five markets are European, but we can see that a |Gemany 233
number of long-haul markets make it into the top ten, with nearly  [Netherlands 154
70,000 Indian residents departing the UK by coach. Poland 134

Belgium 70
Among the explanations for why long-haul visitors are using a |92 : el
coach to depart Britain one stands out; many will be on a touring |- <20l 2(3)
holiday that includes Britain and other destinations in Europe, zfga“a =
for example Ireland or France. S 7
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The domestic scene

Recently agreed initiatives between VisitBritain, VisitEngalnd and the Coach Tourism Council
look set to benefit the sector. The coach industry will have a stronger voice in the development
of domestic tourism through closer links with VisitEngland, particularly through policy making
and marketing functions. In particular the coach industry will have prominence at the 2010
Best of Britain and Ireland event to be held at Olympia next March.

Meanwhile the Coach Tourism Council are reporting promising figures for the current year,
indeed in the early months of 2009 bookings were up by as much as 20% for some of the
CTC’s 150 members, perhaps reflecting consumers keenness on finding value for money ways
of taking a break during the current challenging economic times.

There can be little doubt that the coach remains a very popular way of exploring a destination,
be this by inbound visitors looking to discover many parts of Britain on a single trip, Britons
taking a domestic holiday, or simply those having a day out at the seaside, theme park or
stately home.
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Find Foresight and lots more market intelligence at www.visitbritain.com/research
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Market Focus Issue of the Month
USA, Canada and Mexico Implications of an ageing population in Britain
France, Italy, Portugal and Spain Airport capacity in Britain
Poland, Russia, China and South Korea Visits to Britain by British Nationals living overseas
Britain School holidays and their impact on seasonal spread
Australia and New Zealand West Nile Virus
The EU Accession States
South Africa, Nigeria, Kenya and Ghana The Internet Part 1: Consumers
India and Pakistan The Internet Part 2: Businesses
Belgium, Netherlands, Luxembourg and Ireland  Trends in Cross-Channel Travel Behaviour
Japan, Hong Kong, Philippines and Taiwan Cost of visiting Britain compared with other destinations
Brazil, Argentina, Chile and Venezuela What might climate change mean for tourism in Britain
Norway, Sweden, Denmark and Finland London’s Olympic Bid — implications for British Tourism
Britain Smoking in public places
UAE, Saudi Arabia, Kuwait and Iran Outlook for inbound tourism to Britain in 2005
Germany, Austria and Switzerland Inbound tourism and the value of Sterling
Malaysia, Thailand and Singapore Britain’s ethnic diversity
Greece, Romania, Bulgaria and Croatia Britain’s transport infrastructure
Israel, Egypt and Turkey Foreign Direct Investment & inbound business tourism
Poland, Czech Republic and Hungary Inbound study visits
USA, Canada and Mexico Low-cost Airlines
France, Italy, Spain and Portugal Weddings, Stag Weekends and Hen Weekends
Latvia, Lithuania, Estonia, Ukraine and Belarus  The Day Visit Market
Russia and China Quality
Australia, New Zealand and South Africa Daylight Saving
India, Sri Lanka and Bangladesh Qutlook for Inbound Tourism in 2006
Twenty-five years of Inbound Tourism
Benelux and Ireland Tourism Satellite Accounts
Japan, South Korea and Hong Kong Tourism and the Disability Discrimination Act
Brazil, Argentina and the Caribbean Tourism and the National Lottery
Nordic region and Iceland Next generation aircraft
Central Europe The cruise line boom
UAE, Kuwait, Bahrain and Oman The power of football
North Africa, Malta and Cyprus Wind Farms and the Visitor Economy
Inbound tourism - the global context
Singapore, Malaysia and Thailand International tourism balance of payments deficit
Greece, Turkey, Bulgaria and Romania Inbound visitor decision lead times
Inbound visits by the over 55's Seasonality
Outlook for Inbound Tourism in 2007
USA and Canada Second homes
Ferry passenger visitors Accommodation choices
What will shape tourism in the next decade?
The value of tourism in the UK Holiday activity perceptions (Part 1)
India and Japan Holiday activity perceptions (Part 2)
Inbound holiday visitors The role of nature and wildlife in UK tourism
The changing face of overnight domestic tourism
Inbound visitors using the Channel Tunnel The impact of the Channel Tunnel Rail Link
Inbound visitors aged 16-24 Climate change and what it might mean for UK tourism
Special edition: Inbound visitors’ travel group composition and ‘activity mix
Poland, Czech Republic and Hungary The Credit Crunch
Outlook for Inbound Tourism in 2008
Inbound 1-3 night visits The British Weather
Lesser known Asian markets Heathrow Terminal 5
The Middle East The EU/US Open Skies Agreement
Inbound visitors staying 15+ nights Domestic consumers and the ‘credit crunch’

Special edition: Business tourism
The DCMS ‘Taking Part’ Survey

USA Inbound visits to friends and relatives
Russia and China The Olympic and Paralympic Games
Camping and caravanning Day visits — motivators and barriers
Visits to visitor attractions Five years on from the Aviation White Paper
Turkey Information sources: usage and reliability
Outlook for Inbound Tourism in 2009
Britain as part of a multi-country trip The Euro
Special edition: Forty years since the Development of Tourism Act
Latin America The value of the visitor economy
What do inbound visitors do? Immigration and emigration
Holiday intentions of Europeans UK and global economic outlook
Lesser known African markets Global action to support tourism during the downturn

1 Data from International Passenger Survey has been made available by the Office for National Statistics and has been used by permission.
The ONS do not bear any responsibility for the analysis or interpretation of the data reported here. Crown Copyright 2009. Source: ONS
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