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Summary of Results GB And England

Trips Nights Spend

APRIL 2015

Headlines

There were almost 11 million domestic overnight trips in GB in April 2015, up +8%
from April 2014 when there were 10.2 million trips.

Expenditure on these trips was also up by +8% to £2 billion, while nights were up by
+6% to 32.6 million.

There were 9 million domestic overnight trips to England in April 2015, up +10% on
April 2014 when there were 8.2 million trips

Bednights and expenditure were up by +8% and +5% to 25.3 million and £1.5 billion
respectively.

In the year January to April 2015, GB trips were up +17% to 34.6 million from 29.6
million in the same period 2014. This is the highest volume of trips recorded in the
survey for this period since it began in 2006.

Nights and particularly expenditure are also up for the year to date, +16% and +21%
respectively

For the year to April 2015, England trips were up +18% to 28.7 million from 24.3
million in 2014. Nights and spend were also up by +18%
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Context

Temperatures and sunshine in England in April were above average, and rainfall was
below average, except in the North West.

Good Friday 2015 was on the 31 of April (April 18t in 2014), and Easter Monday was
on the 6% of April (April 215t in 2014). Please note that trips that started in the week
prior in March and continued to Easter were included in the March results.
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Summary of Results England

YEAR-TO-DATE (Jan-April 2015)

Trip Characteristics
Trips Nights Spend PURPOSE

e HOLIDAY TRIPS in England from January to April 2015 increased +7% compared to
the same period last year, to 10.3 million.

* Expenditure has increased at the same rate as trips overall (+7%), while bednights
have increased further by +10%

* VISITS TO FRIENDS AND RELATIVES increased by +18% to 11.9 million, with
bednights and spend for this trip type increasing at a slightly greater rate, by +21%
and +22% respectively

* BUSINESS trips have also increased for the January to April period, up by +26% to
3.6 million. Nights (+24%) and spend (+25%) also increased at a similar rate.
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Context Other Surveys

APRIL 2015

Trip Spend

+8%

JAN - APRIL 2015

Trip Spend

Overseas Travel by UK Residents

International Passenger Survey

e In April, trips by Brits abroad were up by +12% and expenditure by +8%.
* In the year to date, trips were up +9%. Expenditure has increased at a lower rate, +3%.

APRIL 15 Room

FEB-APR 15 Volume

-8%

JUNE 15 Attractions
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Bedspace

Spend

Accomodation

Other Tourism Surveys
OCCUPANCY

* Room occupancy in England in April remained flat compared to 2014 on 68%, while bedspace
occupancy fell slightly by -3% to 50%

DAY VISITS

* The volume of tourism day visits in England in the period February to April 2015 decreased by
-8% to 289 million compared to 313 million in the same period 2014
* The value of those visits also decreased, by -4% to £10.2 billion

TOURISM BUSINESS MONITOR

* Attractions and accommodation businesses reported an increase in visitors for the period from
January until the end of May
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Headline Data GB and England

Trip Volume (millions)
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Trips England

as
Volume of trips (millions) (2014 vs 2015) 2.‘

2014 2015 2014 2015 2014 2015 2014 2015
All trips Holiday trips Business trips VFR trips

28.7

o> +10% -1% +11% +11% +17% +6% +32% +15% +18% +7% +26% +18%

April '15

Year to Date

€ ¥ 9% change vs 2014
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Nights England

Volume of nights (millions) (2014 vs 2015) dLlllles

2014 2015 2014 2015 2014 2015 2014 2015
All trips Holiday trips Business trips VFR trips

73.4
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Spend England

Expenditure (¢m) (2014 vs 2015)

All trips Holiday trips Business trips VFR trips
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Long Term Trends by Month GB

as
2006-2015 (millions) sses

H

VOLUME by Month (2006-2015)

Jan Feb Jun Jul Aug Sep Oct Nov Dec

y VOLUME - April (2006-2015)

11.963

10.742 11.296  11.417 11.154 10.956

VISItEngland@ GBTS April 2015 Published 28t July 2015 ﬁ




Long Term Trends, Year-to-Year England

-0~ O

All Trips Holiday Trips Business Trips VFR Trips

Trip Volume (millions) Spend (£m)

£2,318 £2,285
1137 1100 1153  11.49 10.58 11.93 £2,193 £2,131

£1,250 £1,208 £1.289 £1.136

£1,067 £1,023 £1,050

£1,086 £1,035 997 £1,059 £1,032 £1,084 £1,064
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Rolling 12 Month Trendlines England

All trips and spend

©
o
X
)

Mm. ST-4dy ST-4dy
0
o ST-G94 ST-094
0
= ¥1-53a +T1-22Q
L
=%
< $1-10 ¥1-P0
wn
—
$1-6ny $1-6ny =)
o
v1-ung PT-ung W,
A
pT-1dy pT-4dy 5
@
~N
$1-9°4 v1-9°4 S
[
£1-23a £1-22a 5
£1-10 £1-10 5
(=9
€1-6ny n €1-6ny n
o =)
- K €1-unc N
€T-ung o —
= T
€1-4dy w €1-1dv £
£1-G24 €1-G24 m
21-22@ Z¢1-%=d o
ZT-30 21-120
n 21-6ny z1-6ny
0 (o))
™© - - -un|
& z1-ung 5 z1-ung
T d ﬂ ¢T-udy
& Z1-4av !
— o
L ¢1-9°4 i [ASCEE
L
T1-22Q Annv 11-22Q
T1-320 T1-3°0
11-Bny © 11-bny
)
- =un,
TT-ung © 1T C
—
T1-1dy w TT-4dy
-
T1-924 — T1-924
5
0T-22a < 0T-%2a
0T-320 01-120
o~ 01-6ny @ 01-Bny
7 S
o - 3 -
S 0T-ung I 0T-unt
— & d
- - & -
S 0T-4dy J 0T-4dvy
— o
L 0T-G24 — 0T-Go4
g L
60-22a < 60-22d
60-3°0 60-3°0
~ 60-6nvy 60-6ny
o))
< 60-ung N 60-unt
o =
o) 60-4dy w 60-1dy
< o
0
a 60-9°4 < 60-9°4
2 L
=%
80-22@ < 80-22@
80-30 80-1°0
80-6ny 80-6ny
80-unt 80-unt
80-4dy w g80-4dy
©
80-9°4 Q 80-d4
L
[=%
£0-92d < £0-9=d
£0-30 £0-30
o £0-6ny n £0-6ny
< N
~ B
(%)) S £0-ung S £0-unc
C - —
o S £0-1dy & £0-4dy z
— o ™~
= L £0-G24 j— Q@ £0-G24
= 5 = &
m L B (=%
90-22a < 90-22a -]
= “ c
7)) © 90-30 ~ % 90-30 a
©
m- @ -6n O S -6n o
) 90-6ny @ 90-6ny
= 2 S o on
90-ung e 90-ung
—_ = Q < =
< 8 90-1dy n = 90-1dy Ll
L 5 -+
o & o N o o o o o < o o Lo
— o =) o s} s} s} s} o o (V]
- - = =3 =3 =3 <3 =1 =1 =
o &) © N © N
N
§ & % & % g >



Rolling 12 Month Trendlines England

Trips by purpose (millions)
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Rolling 12 Month Trendlines England

Spend by purpose (£m)
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UK Outbound Travel (International Passenger Survey)

Total volume (millions) and spend (£bn)

2014 2015

Trips

17.09

o> +12% +8% +10% +4% +9% +3%

April '15 Past 3 Months Year to Date

€ 9> 9% change vs 2014
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Appendix: Domestic Tourism England
Year to date trip length, spend/night, spend/trip

\!

& 29

All Tourism Holidays Business VFR

2010 2011 2012 2013 2014 2015 2010 2011 2012 2013 2014 2015 2010 2011 2012 2013 2014 2015 2010 2011 2012 2013 2014 2015

Trip

Length 2.68 2.56 2.52 2.56 2.56 2.98 2.89 2.77 271 . . 2.53 2.51

Spend
Per £108 £116
Night

Spend

Per £157 £171 £177 £175 £174 £193 £197 £213 £208 £220 £221 £98 £109 £105 £109 £218 £241 £255
Trip
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Note about these results:

The GB Tourism Survey is a survey of British residents, in which 2000 respondents are interviewed each week, making a total of 100,000 each
year.

Any respondent having taken one or more overnight trips in the previous 4 week period is asked to describe the details of trips taken. Each
year, data from around 17,000 trips is collected, and this is subsequently grossed up to provide population estimates. Full details of the survey
methodology can be found at: https://www.visitengland.com/sites/default/files/banner-images/gbts 2013 -

methods performance report v2.pdf

On an annual basis, the survey is extremely robust, with a confidence level for England data at +/- 3% at the 95% level for the number of trips
and nights measured, and +/- 4% for the expenditure figure.

For shorter time periods and for other subsets of the data such as region or trip purpose, the margin of error is wider — guidance on confidence
intervals at national and regional level for annual and quarterly data is provided on the next page.

For any questions about data interpretation, please contact VEResearch@visitengland.org

No part of this publication may be reproduced for commercial purposes without the permission of VisitEngland. Extracts may be quoted if the
source is acknowledged.

Users wishing to include results from this survey within a press release should contact Angelah Sparg in the VisitEngland Press Office
Angelah.Sparg@visitengland.org for review prior to external release.
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GB Domestic Tourism:
Confidence Limits at the 95% level

TRIPS (millions) BEDNIGHTS (millions) EXPENDITURE (£ millions)

Destination: Single Quarter Annual Single Quarter Annual Single Quarter Annual
GB Total 4.8% 2.5% 5.5% 3.0% 6.8 3.6%
England Total 5.2% 2.8% 6.0% 3.2% 7.5% 4.0%
East 14.5% 7.7% 18.9% 9.4% 20.1% 11.6%
East Midlands 15.7% 8.3% 17.0% 9.4% 19.2% 10.6%
London 15.7% 7.2% 17.0% 9.1% 19.2% 11.0%
North East 20.4% 11.0% 25.9% 14.3% 49.0% 20.6%
North West 11.6% 6.2% 13.8% 7.4% 16.2% 8.0%
South East 10.5% 5.7% 11.8% 7.5% 13.3% 9.1%
South West 10.5% 5.4% 13.5% 6.3% 20.5% 9.2%
West Midlands 15.6% 8.1% 18.4% 10.0% 19.8% 11.6%
Yorks & Humb 13.2% 6.9% 16.3% 10.1% 19.5% 12.0%
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