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Overview

• ‘Chapter 1: Inbound market statistics’ provides insights on key statistics about French travellers, where 
they are going, and who they are. It also takes a look at Britain as a destination and its competitive set.

• ‘Chapter 2: Experiences and perceptions’ features details about what visitors from France are likely to do 
in the UK, how they felt during their visit to the UK, and whether they would recommend a stay there to their 
acquaintances. Perceptions of Britain held by the French in general are also highlighted.

• ‘Chapter 3: Understanding the market’ takes a close look at consumer trends in France, and the booking, 
planning and further travel behaviour of this source market. Some details on how to best reach French 
consumers are indicated, too.

• ‘Chapter 4: Access and travel trade’ shows how people from France travel to the UK, how to best cater for 
their needs and wants during their stay, and gives insights into the French travel trade. Further ways of 
working with VisitBritain and other useful research resources are pointed out in the appendix.

Please note that most of this report refers to the market conditions for travel from France to the UK prior to the 
COVID-19 pandemic and gives some insight on changes which have resulted from the crisis. An international 
recovery sentiment tracking survey is available here: visitbritain.org/inbound-covid-19-sentiment-tracker.

https://www.visitbritain.org/inbound-covid-19-sentiment-tracker
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1: Inbound market statistics

Chapter summary

• Despite the shorter term impact from the COVID-19 pandemic, the French 
outbound market is forecasted to account for more than 77 million trips abroad 
with at least one overnight stay by 2030. In 2019, the UK was the third most 
popular destination behind Spain and Italy for such trips.

• The French rank globally in 5th place for international tourism expenditure with 
more than US$51.7bn spent on outbound travel in 2019. 

• France is the UK’s largest European source market, and second largest 
globally by volume of visits. In terms of visitor spending it ranks fourth (2019). 

• The French market offers excellent, very balanced seasonal spread. 
• London is the leading destination for a trip to the UK but the South East and 

Scotland are also popular based on the nights spent in the UK in 2019. 
• In 2019, 72% of spending came courtesy of holiday visitors and visits to 

friends and/or relatives; business visitors contributed 21%. On average, 
visitors residing in France spent £393 per visit in the UK, on holiday this rises 
to £467 per visit.

• Ireland (41%), Spain (30%) and Germany (23%) were the most considered 
competitor countries by French visitors to Britain.

2019: 
£1.4bn spent in 
the UK making 
France the 4th

most valuable 
source market

Source: International Passenger Survey by ONS, Oxford Economics, UNWTO, VisitBritain/IPSOS 2016



2: Experiences and perceptions

Chapter summary

• Almost two thirds of French visits to the UK feature dining in restaurants; two 
in five enjoy going to a pub. Close to three in five French visits involve 
shopping.

• The number one pastime for the French on holiday in the UK is sightseeing 
(72%) and around half allow time for visiting museums or art galleries, or parks 
and gardens, and almost as many go to castles or historic houses. A third of 
French holidaymakers visit religious buildings.

• More than one in four French on holidays in the UK like to socialise with locals 
or go on a guided tour. Many of them also enjoy walking in the countryside or 
go to the coast while here.

• The French rate the UK highly for contemporary culture and culture overall, 
vibrant cities, sports, and cultural and built heritage, and associate museums, 
music, film and sports most strongly with the UK. 

• 98% of French visitors are either ‘Very’ or ‘Extremely’ likely to recommend 
Britain for a holiday or short-break.

• Asked for reasons which would encourage the French to travel back to the UK 
for a holiday, half said that the UK is easy for them to get to.

The French rank 
the UK 4th for 
contemporary 

culture and 
culture overall out 

of 50 countries

Source: International Passenger Survey by ONS, Anholt-Ipsos Nation Brands Index 2019 and 2020 



3: Understanding the market 

Chapter summary

• The most influential source for destination choice for French visitors are 
friends, family and colleagues followed by travel guidebooks and information 
from search engines and websites providing traveller reviews and price 
comparison.

• In a normal year, a large proportion of French holiday visitors tend to start 
thinking about their trip early with 42% doing this half a year or more in 
advance, but more than half book their trip within two months before arrival.

• The majority of French travellers book part or all of their leisure trips online. 
However, when they booked accommodation and transport combined, close to 
one-in-five visitors made the booking face-to-face.

• Almost two in five of the French state some degree of influence of literary, 
movie or TV locations on their holiday destination choice.

• Despite the pandemic, 60% of French people aged 15 or over went on a 
leisure trip in 2020 and they remain keen to travel once it is possible. 
VisitBritain’s international recovery sentiment tracking shows 79% of the 
French considered taking an international leisure trip in 2021, showing strong 
desire to travel.

Easy access from 
France and 

British culture:
The most 

important draws 
for French 

holiday visitors

Source: VisitBritain/IPSOS 2016, Tour Hebdo and Raffour Interactif/Opodo 2021, 
TCI/VisitBritain/VisitScotland/Visit Wales/London & Partners published February 2021



4: Access and travel trade

Chapter summary

• Access to Britain is easy. 45% of French visits arrive by plane, followed by 
39% of French visits made via the Channel Tunnel (which links the UK and 
France) by rail or car, 16% come by ferry.

• The volume of French visits arriving by plane overtook arrivals through the 
Channel Tunnel in 2017 and has led since.

• Annual seat capacity grew to around 7.5 million seats in 2019, before it 
declined sharply by 68% in 2020 as a result of the COVID-19 pandemic. The 
effect of the pandemic was also felt severely in Channel Tunnel and sea 
connectivity.

• The regional spread of French visitors is supported by the connectivity to 
many regional airports in the United Kingdom.

• The French travel market is very complex and fragmented. Prior to the 
COVID-19 pandemic, the volume of passengers travelling with tour operators 
increased slightly, but there is a faster-paced trend towards direct bookings in 
the French market. 

• The French trade is currently undergoing fundamental change as a result of 
the pandemic, but comprehensive data is yet to emerge which is why most of 
the data presented in this section refers to the pre-COVID situation.

45% of French 
travel to the UK is 

by plane, 39% 
through the 

Channel Tunnel.

Source: Apex, International Passenger Survey by ONS



Inbound market statistics

Chapter 1
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1.1 Key statistics 

Key insights

• France is the UK’s largest European source market, and second largest globally 
by volume of visits. In terms of visitor spending it ranks fourth (2019). 

• In 2019, the UK was the 3rd most popular destination of French outbound 
overnight travel globally behind Spain and Italy, ahead of Morocco, Germany 
and the USA.

• In 2019, the UK welcomed almost 3.6 million visits from France contributing 
£1.4 billion in visitor spending across the UK. On average, visitors residing in 
France spent £393 per visit in the UK; amongst those on holiday, £467 per visit.

• The French market provides excellent, very balanced seasonal spread.
• London is the leading destination for a trip to the UK but the South East and 

Scotland are also popular based on the nights spent in the UK in 2019. 
• The most popular activities undertaken by French travellers in the UK include 

dining, shopping, sightseeing, visiting parks and gardens, visiting museums and 
art galleries as well as socialising with the locals. 

• 12% of French visits were bought as part of a package or an all-inclusive tour, 
slightly above the all-market average but most French visits to the UK remain 
independently organised.

France is the UK’s 
largest European 
source market by 
volume of visits. 

(2019)

Source: International Passenger Survey by ONS, Oxford Economics



1.1 Key statistics: global context and 10 year trend

Global context

Measure 2019

International tourism expenditure 
(US$bn) 51.7

Global rank for international tourism 
expenditure 5

Number of outbound overnight visits (m) 55.8

Most visited destination Spain

Inbound travel to the UK overview

Measure Visits 
(000s)

Nights 
(000s)

Spend 
(£m)

10-year trend +3% -2% +33%
2009 3,472 17,250 1,048
2010 3,433 17,721 1,091
2011 3,562 18,475 1,142
2012 3,763 18,687 1,495
2013 3,780 18,352 1,291
2014 3,867 20,155 1,343
2015 3,909 21,158 1,389
2016 4,040 21,357 1,356
2017 3,783 19,779 1,360
2018 3,592 18,495 1,347
2019 3,561 16,940 1,398
Share of UK total in 
2019 8.7% 5.8% 4.9%

Source: International Passenger Survey by ONS, UNWTO, Oxford Economics



1.1 Key statistics: volume and value

Inbound volume and value 

Measure 2019 Change 
vs. 2018

Rank out of UK 
top markets

Visits (000s) 3,561 -1% 2

Nights (000s) 16,940 -8% 3

Spend (£m) 1,398 +4% 4

Between January and March 2020, the UK welcomed 
743,000 visits from France (down 9% on the first quarter of 
2019), worth £264 million (up 1% on the first quarter of 
2019).* The COVID-19 pandemic already mildly impacted 
visitation from France to the UK in the first quarter of 2020 as 
both France and the UK introduced restrictions to counter the 
spread of COVID-19 in spring 2020.

Key metrics by journey purpose

Averages by journey 
purpose in 2019

Nights per 
visit

Spend per 
night 

Spend per 
visit

Holiday 4 £108 £467

Business 3 £142 £412

Visiting Friends/ Relatives 5 £50 £258

Study** 23 £47 £1,096

Misc. 11 £32 £348

All visits 5 £83 £393

Source: International Passenger Survey by ONS, *provisional data for 
January-March 2020, latest statistics at time of writing **small base



1.1 Key statistics: journey purpose

Journey purpose 2019
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• The highest volume of French visits to the UK is generated by 
leisure visits in 2019: 1.5 million French visits to the UK were 
made for holidays in 2019, worth a total of £717 million in visitor 
spending (up 3% on 2018). The UK also welcomed 1.1 million 
French visits to friends/relatives residing here (up 2% year-on-
year), worth a total of £294 million (up 2% on 2018).

• In 2019, 72% of spending came courtesy of holiday visitors and 
visits to friends and/or relatives; business visitors contributed 
21%. On average, visitors residing in France spent £393 per 
visit in the UK; on holiday this rises to £467 per visit.

Journey purpose trends (visits 000s)
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• French holiday visits set a volume record of almost 2 million 
in 2014, but have not managed to keep up with this peak in 
subsequent years. They closed overall 16% lower than in 
2014 in 2019. 

• 726,000 French visits to the UK were made for business 
purposes (up 2% on 2018) worth a total of £299 million (up 
23% on 2018). The number of business trips from France to 
the UK was still more than 380,000 visits short of the peak of 
more than 1.1 million business visits last seen in 2002, ahead 
of the financial crisis which occurred in 2008/2009. 

Source: International Passenger Survey by ONS



1.1 Key statistics: seasonality

Seasonality 2019
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Seasonality trend (visits 000s)
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• Visits from France to the UK have excellent seasonal spread throughout the year. 26% of French visits in 2019 were made in 
the April-June period and the same proportion in the October-December period, closely followed by a quarter (25%) in the 
summer months from July-September, which is high season for many other markets. 23% of French visits came to the UK in 
the first three months of 2019. 

• The last quarter of 2019 saw 921,000 French visits in the UK with record visitor spend of £420 million between October and 
December 2019. The summer quarter also showed growth, while the volume of visits made between January-March has 
declined in the most recent years and there is also a trend of volume decline in the spring period from April-June witnessed 
particularly in the last 3 years.

Source: International Passenger Survey by ONS



1.1 Key statistics: length of stay and accommodation 

Accommodation stayed in, in 2019 (nights, %share)

40%

30%
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8%

5%
4%

2% 2%
1%

0%
Free guest with relatives
or friends
Hotel/guest house

Paying guest family or
friends house
Rented house/flat

Hostel/university/school
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Other
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Own home
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Duration of stay trend (visits 000s) 
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• Short trips of 1-3 nights and 4-7 nights are the most popular 
duration of stay amongst French visitors. French visits to the UK 
staying 4-7 nights set a new visitor spending record in 2019 
when they were worth a total of £551 million. Close to 280,000 
French visits to the UK are just made for the day. 

• Two forms of accommodation dominate the picture with 40% of 
nights spent staying for free with relatives or friends. 30% of 
nights are spent at a ‘hotel/guest house’. Almost one in ten staid 
with family and friends as paying guests or almost as many in 
rented houses/flats in 2019.

Source: International Passenger Survey by ONS 



1.1 Key statistics: repeat visits and package tours

Proportion of overnight holiday visitors to the UK who 
have been to the UK before*

74%

58%

91% 89%
77%

63%

91%
85%

All Journey
Purposes

Holiday Business VFR
France All markets

Proportion of visits that are bought as part of a package 
or all-inclusive tour in 2019**
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18%

6%

12%

7%

15%

5%

10%

Business Holiday VFR All Journey
PurposesFrance All markets

• 58% of holiday visits from France to the UK in 2015 were made by repeat visitors (excl. UK nationals). These repeat visitors came on 
average two or three times (a medium average visit frequency compared to other markets) and spent on average £1,651 in the UK in the 
past ten years.

• The highest proportion of repeat visitors were among those coming for business purposes (91%) or to visit friends and/or relatives who 
live in the UK (89%).

• More than one in ten visits from France are bought as a package or all-inclusive tour in 2019 with holiday visits most likely to have been 
bought in this format. While this is above the all-market average, most French visits to the UK remain independently organised.

International Passenger Survey by ONS. *2015, excluding British nationals; 
**See definition of a package holiday in appendix



1.2 Getting around Britain

Annual visits to the UK (2019)

Region Nights stayed 
(000) Visits (000) Spend

(£m)

Total 16,933 3,560 1,396

Scotland (SC) 1,723 222 135 

Wales (WA) 388 76 21

Northern Ireland (NI) 144 19 13 

London (LDN) 6,871 1,837 762 

North East (NE) 182 30 16 

North West (NW) 852 164 49 

Yorkshire (YO) 1,058 79 23

West Midlands (WM) 840 146 48 

East Midlands (EM) 221 61 20 

East of England (EoE) 1,076 166 59 

South West (SW) 1,113 216 70 

South East (SE) 2,458 532 141 

Nil nights (Nil) N/A   279 40 

Nights (% share)

SC
10%

WA
2%

NI
1%

LON
41%

NE
1%

NW
5%

YO
6%

WM
5%

EM
1%

EoE
6%

SW
7%

SE
15%

Source: International Passenger Survey by ONS 



















1.4 The UK and its competitors (1)

Market size, share and growth potential

• In 2019, the UK was the 3rd most popular destination of French outbound 
overnight travel globally behind Spain and Italy, ahead of Morocco, Germany 
and the USA. The UK’s position in the destination ranking has been stable for 
more than the past decade.

• In a highly competitive set of destinations within Europe, the UK is projected to 
struggle keeping its market share, as is Italy. Spain is forecast to be expanding 
its market share, along with smaller increases for Germany, the Netherlands, 
and Austria. Ireland’s and Switzerland’s market shares remain roughly stable. 

• Despite the severe shorter-term impact of the COVID-19 pandemic, visits from 
the French market are forecast to grow by 13% comparing 2019 and 2030, 
and French visitor spending in the UK by 30% in the same timeframe, which 
would see the value of the French market exceed £1.8 billion from 2029. 

• Of those who came to Britain for a holiday, 41% considered Ireland, 30% 
Spain and 23% Germany as an alternative holiday destination.

• Despite the pandemic, 60% of French people aged 15 or over went on a 
leisure trip in 2020. Domestic trips are currently in focus: Nine-in-ten of French 
people aged 15 or over stayed within Metropolitan France in 2020 (up 30%).

The UK ranks 
3rd

for French outbound 
overnight visits

Source: Oxford Economics, VisitBritain/IPSOS 2016, Oxford Economics forecasts with VisitBritain adaptations 
Please note that given the current situation, prospects can change rapidly, whether for overall inbound tourism or for market-to-market prospects.



1.4 The UK and its competitors (2)

The UK’s market share of French visits among 
competitor set
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Source: Oxford Economics for competitor set based on overnight visits, ‘Historic and potential visits‘ displays total visits based on International 
Passenger Survey historic data and Oxford Economics forecasts with VisitBritain adaptations. Please note that given the current situation, 
prospects can change rapidly, whether for overall inbound tourism or for market-to-market prospects. 



Experiences and perceptions

Chapter 2
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2.1 Inbound activities: summary

• Almost two thirds of French visits to the UK feature 
dining in restaurants; two in five enjoy going to a 
pub. Close to three in five French visits involve 
shopping.

• 72% of French holiday visits involve sightseeing 
and around half allow time for visiting museums or 
art galleries or time in parks and gardens and 
almost as many go to castles or historic houses. A 
third of French holidaymakers visit religious 
buildings.

• More than one in four French on holidays in the UK 
like to socialise with locals or go on a guided tour.

• Many French on holidays enjoy walking in the 
countryside or go to the coast while here.

• 10% enjoyed the performing arts, i.e. theatre, 
musical, opera or ballet on their holiday here.

• 93,000 French visits involved watching football live. 
• 98% of French visitors are either ‘Very’ or 

‘Extremely’ likely to recommend Britain for a 
holiday or short-break.

Top 10 activities for French visitors during their visit to 
the UK

1. Dining in restaurants
2. Going shopping
3. Sightseeing famous monuments/ buildings
4. Going to the pub
5. Visiting parks or gardens
6. Visiting museums or art galleries
7. Socialising with locals 
8. Visiting castles or historic houses
9. Walking in the countryside
10. Visiting religious buildings
For more information on activities, please visit our 
webpage of activities undertaken in Britain

Source: International Passenger Survey by ONS, rankings based on 2007-2019 data

https://www.visitbritain.org/activities-undertaken-britain


2.1 Inbound activities: tourism and heritage

Propensity to go sightseeing, visit museums and 
galleries or to go on a guided tour
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49%

30%

70%

24%
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43%

30%
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48%

51%

28%

72%

20%

8%

39%

All journey purposes: visited
museums/galleries

All journey purposes: went on a guided
tour

All journey purposes: went sightseeing

Holiday: visited museums and art
galleries

Holiday: went on a guided tour

Holiday: went sightseeing

VFR: visited museums and art galleries

VFR: went on a guided tour

VFR: went sightseeing

France All markets

Propensity to visit built heritage sites 
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21%

48%

35%

24%

18%

26%

19%

46%

33%

18%

14%

All journey purposes: visited castles/historic
houses

All journey purposes: visited religious buildings

Holiday: visited castles/historic houses

Holiday: visited religious buildings

VFR: visited castles/historic houses

VFR: visited religious buildings

France All markets

Source: International Passenger Survey by ONS, 2016



2.1 Inbound activities: culture

Propensity to attend the performing arts 
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Propensity to visit literary, music, TV, or film locations
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5%

All journey purposes: visited literary, music,
TV, or film locations

Holiday: visited literary, music, TV, or film
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VFR: visited literary, music, TV or film
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France All markets

Source: International Passenger Survey by ONS, 2016 (performing arts)



2.1 Inbound activities: sports

Propensity to partake in sports-related activities
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Number who watched sports live during trip (000s)
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Source: International Passenger Survey by ONS, 2011, 2014 and 2019 (watched sports live)



2.1 Inbound activities: outdoors

Propensity to go walk along the coast or in the 
countryside
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Propensity to enjoy the outdoors
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France All markets

Source: International Passenger Survey by ONS, 2019 (walking along the coast/in the countryside), 2016 (visiting parks and gardens and a 
national park), 2014 (hiking/rambling)











































https://www.lechotouristique.com/article/voyages-10-tendances-qui-vont-marquer-2021
https://www.veilleinfotourisme.fr/tendances-et-recherches-en-tourisme/tendances/le-teletravel-la-nouvelle-tendance-a-suivre


https://www.lechotouristique.com/article/voyages-10-tendances-qui-vont-marquer-2021
https://www.veilleinfotourisme.fr/tendances-et-recherches-en-tourisme/tendances/le-teletravel-la-nouvelle-tendance-a-suivre










































https://www.lechotouristique.com/article/palmares-des-voyagistes-pour-les-to-un-marche-desintermedie-en-croissance








4.2 Travel trade: practical information

General practical information:

• Business hours are usually 09:00 – 19:00.
• When introduced expect to shake hands. Friends greet each other 

by lightly kissing on the cheeks. Be careful of using first names as 
they are usually reserved for family and close friends. If your 
meeting is in French, please make sure you address people as 
“vous” not “tu” on the first appointment. You should wait until 
invited before using someone’s first name and “tu”.

• Check your trip does not coincide with the summer months and 
the Christmas holiday period. September is always very busy as 
people come back from holidays. This is also the month when 
IFTM Top Resa takes place – avoid the week before and after. 
Tour operators tend to prepare their spring/summer brochures in 
November/
December and their autumn/winter brochures in May/June. 

• Dress code: Business dress tends to be conservative.
• Business Meeting Etiquette: Appointments are mandatory and 

should be made one to two weeks in advance and reconfirm the 
day before. Be punctual and allow for flexibility around the duration 
of the meeting.

• Meetings are important to the French. They like to meet 

the people they work with to build a relationship, a network. First 
meetings are important for introductions. Further meetings will be 
to maintain relationships, to discuss business opportunities and 
make decisions. The French tend to be direct, ask probing 
questions, analyse the details of a proposal and raise issues they 
would like to solve with debating skill. Try to avoid high-pressure 
sales tactics. Agendas tend to be rarely used and not necessarily 
be adhered to.

• French business behaviour emphasises courtesy, is usually formal 
and tends to be hierarchical. Mutual trust and respect is earned 
over time and close personal business alliances are important. 

• Face-to-face contact is preferred to written or telephone 
communication. Honest and open discussion is appreciated and 
professionalism, knowledge of products, and the market is valued. 
After an oral agreement is reached, a comprehensive, formal and 
precisely worded contract is set up which is binding for both sides. 
Written communication is formal. Small talk is usually kept brief.

• Make sure your printed material is available in French. If you only 
have English material at least a cover letter or introduction in 
French would be expected.



4.2 Travel trade: sales calls

Sales calls

The French trade structure is complex and fragmented. It is made 
up of tour operators and travel agencies (online and offline), with 
associations and social clubs playing an important role. The travel 
trade in France is mainly concentrated in Paris. Therefore, before 
you embark on a sales visit to France, VisitBritain recommends that 
you take the following steps: 
• Provide the operators you are visiting with a comprehensive 

information pack about your products in French.
• On your return to Britain ensure that you follow up quickly and 

renew contact regularly.
• The French trade look for speakers/sponsorship for upcoming 

client events, co-marketing for the launch of new programmes, at 
least one meeting per year, early release of information about 
upcoming events ideally 12-18 months in advance to make sure it 
is on time to be integrated in operators’ portfolios, training of tour 
operator staff and travel agents (potentially through webinars and 
online information) and access to an image database. The 
information provided should be relevant to the niche market they 
specialise in.

• Generally, operators start planning for their spring/
summer departures about 12-18 months in advance. School trips 
are planned from spring of the previous year and most departures 
will take place in the following year between March and May, with 
a second wave in July and August.

• Keep in touch with VisitBritain; let us know about your progress. 
Regular market intelligence is essential for our future plans and 
activities.



4.2 Travel trade: hospitality etiquette

Hospitality etiquette

If there is the opportunity it is definitely a good idea to take your 
French business partner out for a meal – either to build up a 
relationship or to thank for business given in the past. Here are 
some practical tips to help you plan this:
• Credit cards are usually accepted in all restaurants (only double 

check with the small ones) VISA and Mastercard are most accepted 
but in some restaurants American Express cards are not accepted.

• Arrive on time and if possible, before the invitee, as punctuality 
indicates reliability. 

• If you order water you will be asked if you want mineral still or 
sparkling; the ‘carafe d’eau’ (tap water) is another common option, 
but maybe not for a business invitation.

• Bread is always served and you can order refills any time. 
• French normally drink wine with their meals, although not always at 

lunch time.
• Service charge and VAT are included in the price, therefore tipping 

is limited. Tips are only given if you are happy with the service 
provided and rarely more than €5. 



4.3 Caring for the consumer

Advice on caring for French consumers

• Expectation levels for standards and services are high – any 
issues should be resolved promptly.

• The French appreciate documentation and brochures in French.
• Local information and colour – pubs, heritage (castles), gardens 

and shopping are appreciated.
• French travellers prefer to stay in mid-range accommodation 

including bed and breakfasts, with en-suite facilities. Country 
house hotels are popular in France and a good benchmark for 
the value for money levels expected.

• Youth travellers prefer to opt for youth hostels or university 
accommodation as they tend to be more price-sensitive.

• Food is one of the great passions of the French people. French 
cooking tends to be highly refined and involves careful 
preparation, attention to detail, and the use of fresh ingredients.  

• Although they like to change their habits during their holidays 
(even when it comes to food), there are some areas where the 
French will not make concessions. Food and drink quality will 
always be compared with France. Perceptions of British food are 
below average although 16% cited trying local food & drink as a 
motivation to travel to Britain.

• The three main meals are le petit-déjeuner (breakfast), le 
déjeuner (lunch), and le dîner (dinner).  Although the midday 
meal is still the main meal in rural areas, there is a tendency for 
families to eat the largest meal in the evening. Meal times: On 
week days, French go to lunch between 12pm and 2pm and 
dinner is usually served from 7.30-8pm.

• Breakfast is a light meal of bread, cereal, yogurt, and coffee or 
hot chocolate. Lunch and dinner generally involve several 
courses, at minimum a first course (entrée) and a main dish (le 
plat), followed by cheese and/or dessert.  They like to spend 
time over their meals.   

• The French will only begin eating after everyone’s food has 
been served and after someone says 'bon appétit'. In France it 
is polite to finish everything on the plate and be warned that a 
nearly full wine glass could indicate they do not want any more.

Source: Ipsos-Anholt Nation Brands Index, Arkenford 2013, VisitBritain/IPSOS 2016



Useful links and further information
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Appendix 1: Working with VisitBritain (1)

We can help you extend your reach through:

• Digital and social media such as through Twitter, our 
Facebook page – Love GREAT Britain, or Pinterest.

• Press and PR by sending us your newsworthy stories or 
partnering to host journalists, influencers, and broadcast 
shoots

• Leisure, and the business travel trade via our programme 
of sales missions, workshops and exhibitions or 
promotion to our qualified Britagents and supplier 
directory

• Retailing your product through the VisitBritain shop

• Joining the Tourism Exchange GB platform – giving you 
access to a wide range of international customers, via 
connected distributors. Connection to the platform is free.

• Or as a major campaign partner

We are here to support you and look forward to 
working with you. To find out more browse our: 

Opportunity search or trade website

or contact the B2B events team 
(Email: events@visitbritain.org)  
or campaign partnerships team 
(Email: partnerships@visitbritain.org)
or trade support team
(Email: tradesupport@visitbritain.org)
or VisitBritain shop team
(Email: product@visitbritain.org) 

https://www.txgb.co.uk/
https://www.visitbritain.org/opportunities
https://trade.visitbritain.com/
mailto:events@visitbritain.org
mailto:partnerships@visitbritain.org
mailto:tradesupport@visitbritain.org
mailto:product@visitbritain.org


Appendix 1: Working with VisitBritain (2)

VisitBritain’s strategy to grow tourism to 2025

• Developing world-class English tourism product: 
VisitBritain has collaborated with VisitEngland to develop 
and deliver the Discover England Fund since April 2016

• Collaborating globally: VisitBritain’s network extends in 
four regions: Europe, the Americas, APMEA and North 
East Asia. Meet those teams and their trade partners at 
VisitBritain’s different trade events, VIBE, ExploreGB, or 
Destination Britain events in market.

• Inspiring the world to explore Britain as a GREAT 
Britain campaign partner and through our global and 
regional marketing campaigns.

• Acting as trusted partner and advisor to the industry, 
but also our Government and Public Diplomacy partners 
by generating and offering them world-class market 
insights.

VisitBritain also develops and promotes products for 
Business Events, food & drinks, rail, luxury, regional 
gateways, and the Discover England Fund. Find out 
more at our Discover England Fund page.

To find out more information, browse:

VisitBritain’s mission 

The Government’s Tourism Action Plan

VisitBritain’s events 

Business Recovery Webinars

https://www.visitbritain.org/funds
https://www.visitbritain.org/about-us
https://www.visitbritain.org/governments-tourism-action-plan
https://www.visitbritain.org/opportunities
https://www.visitbritain.org/business-advice/business-recovery-webinars


Appendix 1: Working with VisitBritain (3)

VisitBritain’s global audience segments

• From 2017, VisitBritain has carried out a research project 
across all its main inbound target markets to define global 
audience segments and identify best opportunities in each 
of those international travellers’ market. On the right is a 
summary of VisitBritain’s 5 global audience segments. To 
learn more visit our page on understanding our 
customers. 

• In France, VisitBritain focuses on two audience segments 
among the international travellers:

• Buzzseekers in France: active, enjoy foreign 
cultures. Motivated by cultural attractions, ease of 
access, vibrant cities, and a variety of places to visit.

• Explorers in France: mature and open-minded with 
high interest in culture, arts and history. Enjoy a 
variety of holidays from seaside, lakes & mountains 
to gentle activities.

Segments
(& global attributes)

Global
market
share

Market 
share in 
France

Buzzseekers (free spirited and 
spontaneous, they like holidays full of 
action and excitement)

38% 35%

Explorers (they enjoy outdoors, must-
see sites, and embracing local cultures 
at a more relaxed pace)

23% 22%

Adventurers (they live to go off the 
beaten track, spending time outdoors 
and trying out new experiences)

16% 22%

Sightseers (they prefer staying within 
comfort zone, preferring cities to 
countryside, planning in advance)

12% 11%

Culture Buffs (image and brand 
conscious, travel is seen as a status 
symbol; they like well-known, safe 
destinations)

12% 10%

Source: VisitBritain/Kubi Kalloo, 2017

https://www.visitbritain.org/understanding-our-customer-segments


Appendix 2: Useful research resources (1)

We have dedicated research and insights available which include:

• Latest monthly, quarterly overall and quarterly by area
data from the International Passenger Survey by ONS.

• Inbound Tourism Trends by Market

• Inbound activity data

• Inbound nation, region and country data

• Inbound town data

• Sector-specific research which includes topics such as 
accomodation, countryside and coast, culture heritage 
and attractions, food and drink, football tourism, shopping, 
transport and visits with a health condition or impairment.

• 2021 Inbound Tourism Forecast

• Britain’s competitiveness

We are here to support you and look forward to 
working with you.

To find out more about France or other inbound 
markets browse our:
Markets & segments
Inbound research & insights

Or contact us directly
(Email: research@visitbritain.org)

https://www.visitbritain.org/latest-monthly-data
https://www.visitbritain.org/latest-quarterly-data-uk-overall
https://www.visitbritain.org/latest-quarterly-data-area
https://www.visitbritain.org/inbound-tourism-trends
https://www.visitbritain.org/activities-undertaken-britain
https://www.visitbritain.org/nation-region-county-data
https://www.visitbritain.org/town-data
https://www.visitbritain.org/sector-specific-research
https://www.visitbritain.org/2021-tourism-forecast
https://www.visitbritain.org/britains-competitiveness
https://www.visitbritain.org/markets-segments
https://www.visitbritain.org/inbound-research-insights
mailto:research@visitbritain.org


Appendix 2: Useful research resources (2)

We have dedicated research and insights available which include:

• Covid-19 consumer sentiment tracker

• Perceptions of Britain overseas

• Planning, decision-making and booking cycle of 
international leisure visitors to Britain

• Gateways in England, insights on overseas visitors 
to England’s regions, participation in leisure 
activities, multi-destination trips and more

• Food & drink research

We are here to support you and look forward to 
working with you.

To find out more about France or other inbound 
markets browse our:
Markets & segments
Inbound research & insights

Or contact us directly
(Email: research@visitbritain.org)

https://www.visitbritain.org/inbound-covid-19-sentiment-tracker
https://www.visitbritain.org/Britain%E2%80%99s-image-overseas
https://www.visitbritain.org/understanding-international-visitors
https://www.visitbritain.org/product-development-research
https://www.visitbritain.org/inbound-food-drink-research
https://www.visitbritain.org/markets-segments
https://www.visitbritain.org/inbound-research-insights
mailto:research@visitbritain.org


Appendix 3: Definitions, sources and information on this report (1)

Details on main sources:

• The International Passenger Survey (IPS) is a UK-wide departure survey, carried out by the Office for National Statistics 
(ONS). All data are based on data collected as visitors are about to leave the UK about what they did, not on their intentions 
or perceptions. Except when specified, IPS refers to people according to their country of residence, not nationality. Where 
we talk about mode of transport, it refers to what is used on departure to leave the UK, with the presumption that shares are
similar on arrival. To find out more and consult the release calendar, browse our IPS page.

• Oxford Economics tourism forecasts are from the 2 March 2021 update of the ‘Global Travel Service’ databank. Other 
information on France and the Eurozone were updated 23 March 2020.

• Apex data was last updated with January 2021 data.

• UNWTO data are based on their latest Tourism Barometer and Statistical Annex, March 2021.

• VisitBritain/IPSOS 2016 refers to the ‘Decisions & Influences’ research project carried out in Australia, Brazil, Canada, 
China, Denmark, France, GCC (UAE and Saudi Arabia), Germany, India, Italy, Japan, Netherlands, New Zealand, Norway, 
Russia, South Korea, Spain, Sweden, and USA. Its all-market averages are based on weighted average of those markets. 
Only international travellers participated, half of each market sample having travelled to Britain before.

• The Ipsos-Anholt Nation Brands Index (NBI) was carried out online in July/August 2020 in Argentina, Australia, Brazil, 
Canada, China, Egypt, France, Germany, India, Italy, Japan, Mexico, Poland, Russia, South Africa, South Korea, Sweden, 
Turkey, UK and USA. Its all-market averages are based on those markets. It is based on nation-wide representative 
samples. More detail in our ‘How the world views the UK’ foresight. 

https://www.visitbritain.org/about-international-passenger-survey
https://www.visitbritain.org/sites/default/files/vb-corporate/Documents-Library/documents/England-documents/visit_britain_decisions_and_influences_report_final_07.04.17.pdf
https://www.visitbritain.org/sites/default/files/vb-corporate/Documents-Library/documents/how_the_world_views_the_uk_2020_proofed_accessible_v2.pdf


Appendix 3: Definitions, sources and information on this report (2)

Useful definitions and abbreviations

• VFR means Visiting Friends and/or Relatives.
• Misc journey purpose means Miscellaneous – other journey purposes.
• In IPS, to be defined as a package, a holiday must be sold at an inclusive price covering both fares to and from the UK 

and the cost of at least some accommodation. Neither the respondent nor the travel agent from whom the package was 
bought will know how much of the inclusive price is accounted for by fares or by accommodation. 

• High Net Worth Individuals, or HNWIs, are people with liquid assets valued over USD1million.

Other useful information

• Top 10 activities in Britain is based on propensity for visitors to have undertaken activities whilst in Britain, data having 
been collected between 2007 and 2019. Where an activity was asked about more than once, only the most recent 
answers were taken into account.

• Repeat visits are visits made by people who had already visited the UK before; British expats have been excluded for 
better representation of the market’s propensity to visit Britain repeatedly. IPS question asked in 2015.

• Likelihood to recommend Britain as a destination is based on holiday visits, of at least one night, excluding British 
expats.
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