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Introduction

The following report is based on a question sponsored by VisitBritain in an IPSOS survey in July-September 2019:
* For respondents who responded they previously visited the UK for holiday:

“Which of the following would encourage you to travel back to the United Kingdom for a holiday?”

* For other respondents:

“Which of the following would encourage you to travel back to a country for a holiday ?”

Respondents had to pick as many reasons as they wanted in a list, randomly ordered.

The survey was conducted online amongst respondents from Argentina (AR), Australia (AU), Brazil (BR), Canada (CA),
China (CH), Egypt (EG), France (FR), Germany (GE), India (IN), Italy (IT), Japan (JA), Mexico (ME), Poland (PO),
Russia (RU), South Africa (SA), South Korea (SK), Sweden (SE), Turkey (TU) and USA (US) in July — August 2019
(about 1,000 respondents for each inbound market), and in two extra markets, Spain (SP) and The Netherlands (NL) in
September — October 2019 (about 1,000 respondents for each inbound market). Respondents are representative of the
online population in each market. Some will have therefore visited the UK before but some will not.

When looking at the percentage who are interested in each activity, it is important to note the context that each
respondent saw a long list of 14 activities they could pick from (15 for some markets). A percentage score for a given
activity should therefore be put into the context of those given to other activities, or compared to other markets or
demographic groups, and does not necessarily represent the total potential interest level for the activity.

All market-level scores have been adjusted so that the sum of all activities for each market is equivalent to the ‘all-
market’ total, to enable meaningful comparisons, including across markets. Market-level rankings are based on those
adjusted scores too.



Overview of proposed reasons to return

* Positive interactions with locals the last time respondent visited

 Accessible facilities for people with special needs (e.g. disabled or elderly people, children with strollers)
» Ease to get to the country for respondent

» Seeing friends/relatives in the country

* The local food and drink

* Visiting a different part of the country

» Going back to the same part of the country

» Going back to the same sights/attractions again

» The country caters well to tourists

» Ease to get around the country

» Experience a new activity respondent did not do last time

» Going back to see the sights/attractions respondent did not see the previous time
 Staying in the same accommodation

Learning new skills or crafts

Other
| do not intend to go back to the UK for a holiday again
Ease to get a visa to this country (only respondents from China, India, Russia, South Africa, Turkey)

4



Reasons to return — How to read the results

There are three different types of scores and rankings in this report:

« Overall scores and rankings: these take into account both answers of previous visitors to
the UK answering about what would influence them to go back to the UK, and answers to
the more generic question about what would influence people to go back to any destination
for a holiday. Detailed results for those scores and rankings are commented on in part 1 of
this report.

« Scores and rankings for previous visitors to the UK: these are detailed in part 2 of this
report.

« Scores and rankings for reasons to return to a destination in general (or ‘generic
destinations’): these are the scores given by respondents who did not answer about
returning to the UK in particular but about returning to a destination in general. Some of
them might have been to the UK before for holidays, but they did not answer about any
specific destinations. These scores and rankings are mentioned in part 2 of this report to
compare to reasons to return to the UK.

 In part 3 of this report (market slides), we include all three of these measures: we include
the ‘overall’ ranking to benchmark the market vs all-market average rankings. We also
comment on previous visitors’ propensity to pick a reason to return to the UK, and compare
to the all-market average propensity to return to a generic destination.
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Highlights

Overall, holidaymakers are more influenced by the local food and drink, and making new
discoveries (seeing other sights/attractions or visiting a different part of the country) when deciding
to return to a country for holiday. About 2-in-5 respondents would be influenced by each of those top
3 reasons to return. They are closely followed by other practical considerations: perceptions of how
well the destination caters to tourists and the ease of getting around.

Looking at why people would go back to the UK specifically, exploring holds more influence: the
first two reasons why previous inbound visitors would go back for a holiday are visiting a different
part of the UK and seeing the sights and attraction they did not see the first time.

The main difference between reasons to return to the UK, or to a destination in general, is the local
food and drink: 24% of previous visitors to the UK say it would be an influence for them to go back
vs 45% of those considering returning to any destination.

Looking across inbound markets, some factors consistently appear in the top reasons. For
example, local food and drink appears within each market’s top 5 reasons to return to a country for
holidays overall, except Egypt. Top reasons to return to the UK were also quite similar across
markets. Chinese respondents, however, would rate the ease of getting around, experiencing a new
activity, ease of getting to the destination, and learning a new skill/craft as more of a reason to come
to return to the UK.

Demographics: there are few differences between women’s and men’s rankings of influences.
There are more differences across age group. Interestingly, learning new skills/crafts and seeing
friends and relatives hold more influence with younger age groups. Accessible facilities for people
with special needs are also more of a reason to return to a country for holidays overall, or to the UK
in particular, with the 25-34 age group, suggesting that it is a driver for some young families and not
just for the elderly.
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1. Overall reasons to return to
a holiday destination



Why people go back to a holiday destination

Despite culture usually being a key driver for picking a holiday destination, reasons to return to a
destination for a holiday are split between the appeal of new discoveries and more practical aspects.

Over 2-in-5 people would go back to an overseas destination on holiday for its local food and drink
offering. A similar share would go back to see the sights and attractions they have not seen the
previous time, or to visit a different part of the country. These reasons are closely followed by valuing
a country that caters well to tourists, or which is easy to get around.

1. The local food / drink 42%

2. Go back to see the sights/attractions not seen the previous time  40%

'nI 3. Visit a different part of the country 40%

‘ 4. The country caters well to tourists 38%
Q .

Q 5. The country is easy to get around 38%

Source: IPSOS; 21,040 respondents across 21 markets
Images designed by Freepik and distributed by Flaticon
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Reasons to return to a destination overall —
rankings by market

Reasons to return ALL AR AU BR CA CH EG FR GE IN IT JA ME NL PO RU SA SK SP SE
The local food/drink 1 4 4 3 2 1 8 2 3 4 4 1 1 4 4 4 3 1 3 2 3 1

Go back to see the sights/attractions
| didn't see the previous time

Visit a different part of the country 3 2 2 2 4 7 5.1 5 1 1 6 2 1 2 7 2 7.1 4 6 4
The country caters well to tourists 4 5 9}1 7 3 1 4 7 7 3 2 4 5 1 1 5 6 4 10 1 8
The country is easy to get around 5 6 3 5 1 4 2 6 1 3 2 4 7 T 82 6 5 5 7 4 3
The country is easy to get to for me 6 7 6 6 5 5 3 5 2 10 5 3 10 2 7 6 10 4 6 5 9 6
Expepence a new activity | did not do 7 3 5 4 9 2 4 8 9.2 8 7 3 6 5 8.1 3 7.1 7 5
last time

Positive interactions with locals the 8 9 7 8 6 9 6 7 6 6 7 8 6 8 6 5 4 8 9 6 5 7

last time | visited
See friends/relatives in the country 9 8 8 9 8 10 9 9 8 5 9 11 8 9 9 10 8 10 8 9 10 9
Learning new skills or crafts 10 12 13 10 13 8 10 12 13 9 10 13 9 13 10 11 9 13 12 8 8 11

Go back to the same

. . . 11 12 12 11 10 11 12 11 11 12 14 12 11 12 11 9 14 9 10 13 11 10
sights/attractions again

Go back to the same part of the
country

Stay in the same accommodation 13 13 12 12 12 12 14 14 12 13 11 10 14 10 13 12 11 12 13 12 14 12

12 10 10 13 11 13 13 10 10 14 12 9 13 11 12 13 13 11 11 11 12 13

Accessible facilities for people with
special needs (e.g. disabled or 14 14 14 14 14 14 12 13 14 11 13 14 12 14 14 14 12 14 14 14 13 14
elderly people, children with strollers)

Other 15 15 15 15 15 15 15 15 15 15 15 15 15 15 15 15 15 15 15 15 15 15

Source: IPSOS; 21,040 respondents across 21 markets (1000-1006 per market). These include respondents answering about what would
influence them to go back to the UK, and answering the more generic question about going back to a generic destination. 9
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Reasons to return to a destination overall —
scores by market

Reasons to return ALL AR AU BR CA CH EG FR GE IN IT JA ME NL PO RU SA SK SP SE TU US
The local food/drink 42% 39% 38% 41% 41% 46% 33% 50% 40% 31% 40% 69% 51% 42% 37% 42% 39% 57% 41% 42% 38% 43%
IG(;)i dbna,‘fgetg ffee;?:\lziztzﬁgrac“ons 40% 49% 44% 31% 41% 35% 34% 42% 38% 29% 38% 39% 41% 43% 38% 44% 34% 54% 45% 42% 39% 40%
Visit a different part of the country 40% 43% 43% 42% 36% 29% 35% 53% 37% 36% 50% 30% 43% 53% 40% 29% 39% 30% 57% 39% 32% 37%
The country caters well to tourists 38% 34% 30% 48% 31% 41% 45% 41% 30% 31% 42% 55% 41% 37% 46% 51% 36% 32% 41% 19% 41% 31%
A AR e e e M 3806 3296 43% 38% 41% 38% 45% 36% 44% 32% 47% 46% 27% 30% 32% 46% 35% 38% 39% 30% 35% 38%
A A L R R R 35% 27% 34% 34% 35% 37% 38% 41% 42% 27% 39% 53% 17% 44% 34% 35% 27% 47% 34% 39% 27% 33%

E’;‘t’f";f:ce U DA <106 4206 36% 39% 29% 4206 35% 25% 21% 33% 25% 24% 42% 32% 36% 24% 39% 49% 33% 46% 31% 36%

E Zf'tti':]’qee'?f/?;ﬁggons RSl - 00/, 2696 3206 28% 34% 25% 34% 29% 35% 31% 30% 14% 29% 26% 34% 42% 37% 22% 21% 36% 34% 33%
R T T et VI 250, 26% 31% 26% 30% 24% 25% 24% 23% 31% 19% 11% 27% 23% 29% 20% 34% 16% 24% 24% 26% 27%
Learning new skills or crafts 18% 17% 12% 18% 11% 26% 23% 10% 1296 28% 19% 11% 24% 10% 20% 14% 27%| 6% 12% 27% 30% 16%

Go back to the same 16% 19% 14% 13% 18% 15% 19% 13% 20% 21% 9% 11% 16% 12% 14% 20% 10% 17% 14% 11% 24% 17%
sights/attractions again

foougf‘r;k to the same part of the 14% 22% 14% 10% 18% 12% 10% 15% 21% 18% 11% 12% 11% 14% 11% 9% 11% 10% 13% 19% 14% 13%

Stay in the same accommodation 12% 11% 12% 12% 17% 13% 6% 7% 16% 20% 11% 11% 10% 15% 11% 10% 12% 10% 11% 13% 9% 14%

Accessible facilities for people with
special needs (e.g. disabled or 9% 5% 7% 10% 8% 10% 10% 7% 9% 24% 10% 5% 12% 7% 9% 5% 11% 4% 6% 5% 12% 9%

elderly people, children with strollers)
Other 2% 1% 3% 1% 3% 1% 2% 2% 4% 1% 2% 2% 0% 5% 1% 1% 1% 1% 2% 2% 2% 5%

Source: IPSOS; 21,040 respondents across 21 markets (1000-1006 per market). These include respondents answering about what would 10
influence them to go back to the UK, and answering the more generic question about going back to a generic destination.
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Main differences observed among markets

Reasons why people would go back to a country for holiday vary by market. However, there are
some similarities across some regions, or culturally close markets. For example, all long-haul
English-speaking markets — Australia, Canada and the USA — chose the same reasons to return in
their top 4: the local food and drink, exploring new sights/attractions, a different part of the country
and ease to get around. They also all rank relatively lower the importance of the destination catering
well to tourists (but still 3 in 10 would pick it).

India, Mexico, and South Africa (10™) and Turkey (9" all rank the ease of getting to the
destination lower than any other market (global average of 6™). Egypt is very different too: the local
food and drink, or seeing new sights/attractions, are less important reasons to return overall, ranking
8th and 7t for Egyptians respectively.

Japan values familiarity as a reason to return more than any other market: they rank ‘going back
to same part of the country’ 91", compared to a global average of 12t. Russia and South Korea are
also keener than average on going back to same attractions or sights (9" vs 11 respectively).
Japanese and Dutch respondents are more likely to say that staying in the same accommodation is
a reason to go back to a destination.

Japanese and South Koreans are also more likely to come back to a destination for its local food
and drink: 69% and 57% respectively, vs 42% for the all-market average. Mexico clearly under-
indexes on valuing ease of getting to the destination country with only 17% picking it as an
influencing factor (vs 35% across all markets), whilst Sweden is clearly less influenced than the all-
market average by perceptions of a country that caters well to tourists (19% vs 38% respectively).
Most European markets are less likely to choose a new activity as a reason to return: 21% in
Germany, 24% in Russia, 25% in France and Italy, vs 34% across all markets. Northeast Asian
markets are less likely to say that positive interactions with locals the last time they visited is a
reason to return: 25% for China, 14% for Japan, and 22% for South Korea vs the global total of 30%.
Argentinean, Dutch and Spanish respondents are also less influenced by this reason.

Accessibility is of much higher importance to Indians: 24%, vs 9% across all markets.

Source: IPSOS; 21,040 respondents across 21 markets (1000-1006 respondents per market). These include respondents answering about
what would influence them to go back to the UK, and answering the more generic question about going back to a generic destination.
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Reasons to return to a destination, by gender

Reasons to return ALL Men Women - \Women are more Iikely than

I 0, 0, 0, .
The local food/drink | | 42% 42% 43% men to say that Iooklng for new
Go back to see the sights/attractions 40% 36% 43% things to do is a reason to a

| didn't see the previous time h
Visit a different part of the country 40% 37% 42% return .'[O a country. T_ Gy are
more likely to be motivated by

The country caters well to tourists 38% 38% 38% i .
The country is easy to get around 38% 37% 38% gm_ng _baCk to e)_(pe”ence new
The country is easy to get to for me 35% 35% 35% activities or seeing new
Experience a new activity | did not do 34% 3206 37% s!ghts/attractlons, or VISItIng a
last time different part of the country.
Positive interactions with locals the 30% 20% 3206 « Women are also more likely
last time | visited
N — o50% 249 .y than men to return to a country
t t t . . ..

ee TEnNAsueiaives i e cotnty ’ ° ° for holiday if they had positive
Learning new skills or crafts 18% 18% 19% . . .
o back o th interactions with locals the last

o0 back to the same . . .
sights/attractions again L L L time they visited.
Go back to the same part of the 14% 14% 14%
country
Stay in the same accommodation 12% 12% 12%
Accessible facilities for people with
special needs (e.g. disabled or 9% 9% 9%
elderly people, children with strollers)
Other 2% 2% 2%

Source: IPSOS; 21,040 respondents across 21 markets (10,491 women, 10,549 men). These include respondents answering about what
would influence them to go back to the UK, and answering the more generic question about what would influence people to go back to 12
any destination.
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Reasons to return to a destination, by age

Reasons to return
The local food/drink

Go back to see the sights/attractions
| didn't see the previous time

Visit a different part of the country
The country caters well to tourists
The country is easy to get around
The country is easy to get to for me

Experience a new activity | did not
do last time

Positive interactions with locals the
last time | visited

See friends/relatives in the country
Learning new skills or crafts

Go back to the same
sights/attractions again

Go back to the same part of the
country

Stay in the same accommodation

Accessible facilities for people with
special needs (e.g. disabled or

elderly people, children with strollers)

Other

ALL
42%

40%

40%
38%
38%
35%

34%

30%

25%
18%

16%

14%

12%

9%

2%

18-24
41%

37%

37%
32%
37%
31%

38%

32%

29%
27%

18%

14%

13%

11%

1%

25-34

42%

36%

36%
35%
37%
31%

36%

31%

24%
22%

17%

14%

12%

11%

1%

35-54

44%

40%

41%
40%
39%
37%

34%

30%

24%
16%

17%

15%

12%

9%

2%

55+
41%

45%

44%
41%
38%
39%

30%

29%

24%
10%

12%

12%

11%

%

4%

The influencing factors across the 18-24
age group are more distinctive than for
other age groups. Especially for social
Interactions: they are both more likely than
average to return to a country for a holiday
to see friends and relatives or because of
previous positive interactions with locals.
Ease of getting to a country is more of a
reason to come back for the 55+ cohort,
and less so for under-35s.

The 55+ are also more likely to be
motivated by returning to see new
sights/attractions or to visit a new place in
that country.

Learning new skills or crafts is much more
of a reason to return the younger the
travellers are. To an extent, this is also
true for the influence of experiencing a
new activity they did not do during their
previous visit.

Interestingly, the 18-34s are more likely to
return due to accessible facilities —
perhaps a key motivation for young
families not just for elderly people.

Source: IPSOS; 21,040 respondents across 21 markets (3,450 are 18-24, 5,358 25-34, 8,002 35-54, 4,230 55+ years old). These include

respondents answering about what would influence them to go back to the UK, and answering the more generic question about what
would influence people to go back to any destination.
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2. Reasons to return to the UK
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Reasons to return to UK vs to a
destination in general

Go back to see the sights/attractions | didn't see the previous time _ 2'83;0
0
. 34%
Experience a new activity | did not do last time _
. 24%
The local food/crink || — 5
Positive interactions with locals the last time | visited ‘ 3204
See friends/relatives in the country _
Go back to the same sights/attractions again _
Go back to the same part of the country _
Learning new skills or crafts - 19%
; ; O/
Stay in the same accommodation 12%
Accessible facilities for people with special needs (e.g. disabled...- m Global to UK
1% . L
otner iy 206 m Global to generic destination
| don't intend to go back to the United Kingdom for a holiday again 5%
Source: IPSOS; 2,934 respondents were previous visitors to the UK whilst 18,106 answered about returning to a country in general 15

(generic destinations)
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Main differences between going back to the UK
VS any destination in general

It is interesting to see that the reasons why people who had already been to the UK would go back
for leisure are very different than those that would influence travellers to travel back to a destination
in general. The top 5 reasons which would influence travellers to go back to the UK are split between
the appeal of novelty, of discovering something new, and some more convenient aspect, such as the
ease of getting there and getting around whilst in the UK.

The UK’s food and drink offering, past positive interactions with locals and the way the UK caters to
tourists were less commonly quoted as influences why travellers would go back to the UK, compared
to results of the more general question on why travellers would go back to a destination in general.

Top 5 influences to return to the UK
| 1 Visit a different part of the country 45%

2. Go back to see the sights/attractions not seen the previous time  40%

Q
Q 3. The UK s easy to get around 34%
L . o |
¥ 4. Experience a new activity | did not do last time 32%
5. The UK is easy to get to for me 31%
Source: IPSOS; 2,934 respondents were previous visitors to the UK whilst 18,106 answered about returning to a country in general 16

(generic destinations); Images designed by Freepik and distributed by Flaticon
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Reasons to return to the UK — ranking by

Reasons to return ALL AR AU BR CA CH FR GE IN IT |JA ME NL PO RU SA SK SP SE TU US

Visit a different part of the country 1 3 1 2 4 8 4 1 2 1 1 1 1 2 7 1 3 1 2 1 1

Go back to see the sights/attractions |

S S 2ZENN2ENN2N 6 BN 6 2B 7 | 4 28 4 S ZEZE 5 EEEEECEEENIE S 3
didn't see the previous time

The country is easy to get around 3 5 3 5 2 2 3 3 1 2 6 8 5 8 4 4 7 5 5 2 4
E);;t)(;:;]e:ce a new activity | did not do 4 1 5 4 5 1 6 8 3 6 5 5 6 5 5 3 5 4 3 4 5
The country is easy to get to for me 5 11 10 8 8 5 1 5 11 me 4 6 2 4 8 8 8 g 4 11 8
The country caters well to tourists 6 4 6 1 9 3 5 4 8 5 7 3 4 6 3 6 5 6 10 5 5
The local food/drink 7 12 7 3 3 7 7 10 4 8 3 7 8 9 i1 7 4 9 7 12 6

Positive interactions with locals the
last time | visited

See friends/relatives in the country 9 10 4 10 7 10 9 11 9 10 14 13 9 1 11 2 10 8 11 10 10

Go back to the same

! DR 0 6 9 7 12 12 10 6 12 13 8 5 10 11 9 11 9 7 12 9 9
sights/attractions again

Go back to the same part of the
country

Learning new skills or crafts 12 9 13 12 14 4 12 12 10 9 9 11 14 10 10 10 |14 14 8 8 |14
Stay in the same accommodation 13 13 12 14 11 11 14 13 13 14 12 12 13 13 14 12 13 12 13 13 12

11 8 11 11 10 18 11 9 14 11 10 14 11 12 12 13 6 10 9 7 11

Accessible facilities for people with
special needs (e.g. disabled or 14 14 14 13 13 14 13 14 6 12 13 10 15 14 13 14 12 13 14 14 13
elderly people, children with strollers)

Other 15 15 15 15 15 15 15 15 15 15 15 15 12 15 14 15 15 15 15 15 15

Source: IPSOS; questions about coming to the UK was not asked to Egyptian respondents, sample size for all previous visitors is 2,934

respondents, including 47 respondents for Russia (RU), 65 South Korea (SK), 69 Argentina (AR), 70 Turkey (TU), 72 Mexico (ME), 74 Japan

(JA), 76 Brazil (BR), 108 USA (US), 116 Canada (CA), 131 South Africa (SA), 145 India (IN), 182 Poland (PO), 183 Germany (GE), 191 France 17
(FR), 192 China (CH), 194 Australia (AU), 226 Spain (SP), 242 Italy (IT), 274 Sweden (SE) and 277 for Netherlands (NL)
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Reasons to return to the UK — scores by

Reasons to return ALL AR AU BR CA CH FR GE IN IT |JA ME NL PO RU SA SK SP SE TU US

Visit a different part of the country 45% 41% 45% 40% 34% 26% 41% 47% 33% 55% 42% 45% 55% 43% 21% 44% 38% 63% 44% 36% 52%

R Ml /00, 4706 45% 28% 47% 27% 43% 42% 26% 37% 41% 34% 40% 39% 46% 32% 49% 50% 45% 32% 39%
| didn't see the previous time

The country is easy to get around 34% 34% 39% 31% 38% 34% 42% 41% 33% 42% 29% 25% 31% 25% 35% 32% 23% 34% 27% 34% 36%

E’;‘;‘;:fgce LSRR 50/ 5306 3196 36% 27% 36% 22% 17% 31% 25% 32% 38% 27% 30% 34% 35% 46% 36% 44% 30% 40%

LERE N IARCES AN SR e R (o] @ [-I 31% 12% 17% 23% 25% 29% 50% 35% 22% 39% 32% 26% 49% 31% 21% 24% 23% 36% 36% 21% 20%
The country caters well to tourists 29% 39% 26% 43% 24% 30% 34% 40% 25% 26% 28% 38% 37% 27% 41% 29% 28% 26% 18% 30% 31%
The local food/drink 24% 9% 26% 36% 36% 27% 21% 16% 29% 20% 38% 26% 18% 21% 51% 26% 32% 16% 25% 18% 29%

IF,; Zf'ttl'r‘:]ee'lnfjéiggons ULl 50, 2106 20% 21% 25% 24% 19% 23% 28% 21% 15% 21% 19% 25% 33% 20% 16% 12% 26% 26% 26%

SEELEREl e SIS T R (a[=XololUIal g VAR 219 15% 31% 18% 25% 24% 16% 11% 25% 15% 9% 11% 14% 44% 11% 41% 16% 18% 14% 21% 15%
G.O LD the same. 16% 22% 18% 23% 12% 15% 15% 26% 15% 10% 19% 30% 13% 13% 19% 13% 23% 19% 13% 24% 19%
sights/attractions again

Go back to the same part of the
country
Learning new skills or crafts 14% 17% 8% 14% 5% 29% 6% 8% 24% 20% 16% 12% 4% 21% 18% 15% 3% 5% 23% 25% 5%

Stay in the same accommodation 9% 6% 10% 8% 15% 17% 4% 7% 14% 9% 14% 12% 4% 7% 0% 12% 11% 9% 6% 9% 10%

14% 20% 16% 14% 17% 13% 12% 17% 10% 12% 15% 10% 13% 9% 7% 11% 24% 14% 18% 26% 14%

Accessible facilities for people with
special needs (e.g. disabled or 7% 3% 6% 9% 7% 12% 5% 5% 27% 10% 9% 13% 4% 5% 2% 9% 11% 5% 2% 5% 6%

elderly people, children with strollers)
Other 1% 1% 3% 0% 2% 0% 1% 1% 1% 0% 1% 2% 5% 1% 0% 0% 1% 1% 1% 1% 2%

| don't intend to go back to the United

) : . 5% 3% 6% 3% 8% 0% 16% 10% 1% 4% 5% 2% 11% 4% 5% 3% 0% 2% 4% 6% 1%
Kingdom for a holiday again

Source: IPSOS; questions about coming to the UK was not asked to Egyptian respondents, sample size for all previous visitors is 2,934

respondents, including 47 respondents for Russia (RU), 65 South Korea (SK), 69 Argentina (AR), 70 Turkey (TU), 72 Mexico (ME), 74 Japan

(JA), 76 Brazil (BR), 108 USA (US), 116 Canada (CA), 131 South Africa (SA), 145 India (IN), 182 Poland (PO), 183 Germany (GE), 191 France 18
(FR), 192 China (CH), 194 Australia (AU), 226 Spain (SP), 242 Italy (IT), 274 Sweden (SE) and 277 for Netherlands (NL)
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Main differences about why markets would
return to the UK

» For most markets, the opportunity to visit a different part of the UK is the top reason to return: it is
top for Australia, Germany, Italy, Japan, Mexico, Netherlands, South Africa, Spain, Turkey and USA.

« Afew markets would pick ‘seeing the sights/attractions they did not see the previous time’ more
than other reasons to return (Canada, South Korea and Sweden), or ‘experiencing a new activity
they did not do last time’ (Argentina and China). In India, people were about as likely to have
picked ‘visiting a different part of the UK’ as well as the ease to get around.

« Compared to the reasons why people go back to a destination in general, discovering something
new features higher for reasons to return to the UK, over some more practical aspects.

* The UK'’s food and drink offering is also less of a draw for a second visit in general: although
Russians choose it as the top reason to return, and Brazilians, Canadians, Japanese and South
Koreans place it among their top influencing factors, it only ranks 7t" across all markets on average.

» People’s connections with the country are a key draw for a few markets: about 2-in-5 previous
visitors to the UK from Poland or South Korea would be motivated to return by seeing their friends or
relatives in the UK, and about 3-in-10 from Australia. 1-in-3 Russian previous visitors also would
come back for positive interactions they had with locals the last time they visited.

* Chinese respondents are more likely than other markets to say that learning a new skill or craft is a
reason to return to the UK for a holiday; this ranks 4" most influencing factor for them vs 12" across
all markets, with 29% picking this reason vs 14% on average across all previous visitors.

» 27% of Indians would also be influenced by the UK’s accessible facilities for people with special
needs, which over indexes on the all-market average.

Source: IPSOS; questions about coming to the UK was not asked to Egyptian respondents, sample size for all previous visitors is 2,934

respondents, including 47 respondents for Russia (RU), 65 South Korea (SK), 69 Argentina (AR), 70 Turkey (TU), 72 Mexico (ME), 74 Japan

(JA), 76 Brazil (BR), 108 USA (US), 116 Canada (CA), 131 South Africa (SA), 145 India (IN), 182 Poland (PO), 183 Germany (GE), 191 France 19
(FR), 192 China (CH), 194 Australia (AU), 226 Spain (SP), 242 Italy (IT), 274 Sweden (SE) and 277 for Netherlands (NL)
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Reasons to return to the UK by demographics

Reasons to return ALL Men Women 18-24 25-34 35-54 55+ [N There is little difference in what
Visi i f th 9 9 9 9 % 9 9 .
GlSlLaT(lterenti):rto- Lte/czunt;y 45% 41% 49%  40% 36%  46%  54% would influence women and men to
0 back to see the sights/attractions . .
| didn't see the previoﬂs time el 37% R 0 30 h0||d§y againin the_ UK. VV_O_men
The country is easy to get around 34% 34% 33% 26% 33% 36% 35% over index on Wantmg to visit a
- ki | & different part of the country, seein
Expgrlence a new activity | did not do 3206 30% 34%  33% 30%  34%  32% _ P _ y g
last time new sights/ attractions, or
LUCKEIARNCES AN EIR R {ogyl-Nl 31% 32% 31% 29% 28% 34% 31% experiencing a hew activity.
The country caters well to tourists 29% 30% 29% 29% 28% 30% 29% Just as for any destination, the 18-
The local food/drink 24% 25% 23% 27% 26% 25% @ 18% 24 cohort is most Iiker to come
IPa os e et REIC U 000 2196 2206 28% 24%  19%  20% back to the UK for a holiday for its
S EEI R T 21% 21%  20%  24% 22%  19%  20% local food ang d”ﬁkdc’ﬁ‘?rr’] FI’OS'tI'V€
Interactions they had with locals
Go back to the same
sights/attractions again R 16% = 17% 16% 1 15% NE and Iearning new skills. However,
Go bflck to the same part of the 14% 13% 15% 15% 14%  15% | 12% they are Ie_ss swayed by the
et _ country being easy to get around.
Learning new skills or crafts 14% 14% 14% 22% 18% 12% 8% Answers could be influenced by the
Stay in the same accommodation 9% 10% 8% 12% 12% 9% 5% previous visits of this group Iiker to
Accessible facilities for people with
special needs (e.g. disabled or 7% 8% 7% 8% 10% 7% 5% have been more recent. .
elderly people, children with strollers) The older age group over indexes
Other 1% 1% 2% 0% 1% 1% 3% on returning to visit another part of
| don't intend to go back to the United [NSYRSSSNA = o = Y the UK or other sights/attractions.
Kingdom for a holiday again
Source: IPSOS; 2,934 respondents for ALL previous visitors, including 1,408 men and 1,526 women; 20

405 are 18-24, 671 25-34, 1,179 35-54 and 679 55+ years old
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Reasons to return: Argentina (AR)

S NS A IS * Overall, people from Argentina would
Reasons to return AR generic | overall generic

ranking to UK destinationf ranking to UK destination value novelty when ChOOSing to go

Go back to see the sights/attractions 0 0 0 0 back to a Count.ry for a hO“day' 1-in-2
| didn't see the previous time t arvh S0% 2 40% 40% respondents said they V_VOUId go ba_Ck
Visit a different part of the country 2 41% 44% 8 45% 39% to see the S|ghts_/attra_ct|ons they did
T e e T it not see the previous time, whilst a
o e A A 8 s 4% | 7 3% 3%  similar share of those who had been
The local food/drink 4 9% 42% 1 24% 45% to the UK before would go there ag.am
The country caters well to tourists 5 39% 34% 4 29% 39% to experience a new aCtIVIty they did
. ty, o cet ; N . [PV not the last time they visited, much

€ countryIs easy fo get aroun % % - ” more than the average previous
The 09untry is eésy t9 get to for me 7 120/0 280/0 6 310/0 350/0 inbound visitors. They were also more
See friends/relatives in the country 8 15% 28% 9 21% 26% Iikely to go back to the UK as it caters
IPOS|t_|ve |Inte_r§1cgons with locals the 9 2106 26% 8 2204 3206 well to tourists.
asttime [ visite « However, only 1-in-10 previous visitors
Go back to the same part of the 10 20%  22% 12 14%  14% from Argentina would go back to the
country UK for its local food and drink, a much
Go back to the same 11 22%  19% | 11 16%  16% lower propensity than across previous
sights/attractions again visitors from all inbound markets.
Learning new skills or crafts 12 17% 17% 10 14% 19%
Stay in the same accommodation 13 6% 11% 13 9% 12%
Accessible facilities for people with
special needs (e.g. disabled or 14 3% 5% 14 7% 9%
elderly people, children with strollers)
Other 15 1% 1% 15 1% 2%

Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destination’;
1,004 for Argentina’s ‘Overall ranking’, including 69 previous visitors to the UK and 935 other to ‘generic destination’
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Reasons to return: Australia (AU)

Overall AU AU tq Global Global to Globallto * As with other |Ong-hau| Eng"sh_
Reasons to return AU generic | overall generic Ki kets. Australi |
ranking destination| ranking destination _Spea mg markets, Australians are Iess
Go back to see the sights/attractions | influenced by the fact that a country
didrt see the previous time 1 45%  44% 2 | 40% 40%  caters well to tourists than the all
market average. Otherwise, the
ranking of influences why Australians
would go back to a destination is quite
_ D similar to why people would go back to
E);[;)ﬂfg% a new activity | did not do 5 31% 37% 7 3204 35% holld_ay somewhere On av_erage.
_ * In this market, the main discrepancy
;?'tti'r\:; '?fﬁ;ﬁgﬂons RRLEE LI 7 20% 35% | 8 22 32  destination versus why they would
holiday in the UK again is the ease to
See friends/relatives in the country 8 31% 30% 9 21% 26% get to the destination: the UK is about

Visit a different part of the country 2 45% 42% 3 45% 39%
The country is easy to get around 3 39% 43% 5 34% 38%
The local food/drink 4 26% 41% 1 24% 45%

The country caters well to tourists 9 26%  30% 4 29%  39% 24 hours away from Australia so this is
Go btack to the same part of the 10  16%  14% 12 14%  14% NO surprise. Desp_lte speaking the
country language, Australians are also less
Qohl?[a;:lf[tto t?e same. 11 18% 13% | 11 16% 169  likely to go back to the UK for ease to
Sl EEER CEET get around than they would be

Stay in the same accommodation 12 10% 12% 13 9% 12% influenced by that to go back to any
Learning new skills or crafts 13 8% 12% 10 14% 19% destination.

Accessible facilities for people with
special needs (e.g. disabled or 14 6% 8% 14 7% 9%
elderly people, children with strollers)

Other 15 3% 3% 15 1% 2%

Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destination’; 23
1,000 for Australia’s ‘Overall ranking’, including 194 previous visitors to the UK and 806 other to ‘generic destination’
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Reasons to return: Brazil (BR)

Overall .o BRto | Global . Globalto e The top 7 influences pushing

Reasons to return BR generic | overall generic R :
ranking to UK destination| ranking destination dBraf_lllapS to g0 bl?‘Ck éo a (I;II|OIItdhay
: estinatuon overall IS broadly the same
Th t t Il to t t 1 0 0 4 9 9 . ]
-(?cou-nrycaerswe o tourists 43% 48% 29% 39% as the all inbound markets top 7.
Visit a different part of the country 2 40% 43% 3 45% 39% however in a different order. For

Experience a new activity | did not do [PV 7 320, 359  the destination country caters well to

last time tourists (1st vs 4t respectively), and
The country is easy to get around 5 31% 39% 5 34% 38% that they can experience a new

The country is easy to get to for me 6 23% 35% 6 31%  35% activity there (4th VS 7th)_
* Most likely reasons why Brazilians
would go back to any destination or to

Go back to see the sights/attractions |

) o) 0, 0
didn't see the previous time 7 28% 32% 2 40% 40%

Positive interactions with locals the the UK in particular are also quite
! !¢ 8  21%  29% 8  22% 32% o ‘ .
last time | visited similar. Even ‘local food and drink
See friends/relatives in the country 9 18%  27% 9 21%  26% rank third for both the UK and any
Learning new skills or crafts 10 14%  19% 10 14%  19% destinations. However, the ease of
Go back to the same getting to the UK is less of a reason
. ) . 11 0 0 11 9 0 .
sights/attractions again 3% 12% 16%  16% why they would come back their on
Stay in the same accommodation 12 8% 12% 13 | 9%  12% holidays than to any destinations (23%

vs 35% respectively)

Go back to the same part of the ) 7 )
country * Brazilians are also more likely to be

Accessible facilities for people with drawn t_o the UK to go b_aCk to the
special needs (e.g. disabled or 14 9% 10% 14 7% 9% same sights and attractions than to
elderly people, children with strollers) any destination (23% VS 12%).
Other 15 0% 1% 15 1% 2%

13 14% 10% 12 14% 14%

Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destination’;
1,000 for Brazil's ‘Overall ranking’, including 76 previous visitors to the UK and 924 other to ‘generic destination’
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Reasons to return: Canada (CA)

. o ret Oga" CA CAto Globalll e CECel - As for Australian and US respondents,
easons to return generic overa generic . .

ranking to UK destination| ranking to UK destination Canadians ar_e less Influenc_ed by a
country catering well to tourists than
the all-market average overall when it
comes to choose to go back to a

didn't see the previous time 3 | 47%  40% 2 40%  40% country they already went to.

N * For them the top three reasons why
Visit a different part of the country 4 34% 36% 3 45%  39% they would return on a holiday to any
;?ttl'r\;ee 'Intﬁsfﬁggons with locals the e 8 220 320  reasonsto return to the UK. The latter

would be topped by going back to see
The country caters well to tourists 7 24% 32% 4 29%  39% sig hts/attractions that they did not see
See friends/relatives in the country 8 25%  31% 9 21%  26% the previous time though.

« Canadians are less likely than the

The country is easy to get around 1 38% 42% 5 34% 38%
The local food/drink 2 36% 42% 1 24% 45%
Go back to see the sights/attractions |

Experience a new activity | did not do 9 27% 30% 7 320 35%

last time average previous inbound visitor to go
G_oht;a/clitto t?e same 10 19%  19% 1 16%  16% back on a holiday to the UK for visiting
sights/attractions again a different part of the country, the

Go b?ck to the same part of the 11 17%  18% | 12 | 14%  14% possibility to experience a new activity
country or learn a new skill or craft. They are
Stay in the same accommodation 12 15% 17% 13 9% 12% more Iikely to value British food and
Learning new skills or crafts 13 | 5% @ 12% 10  14%  19% drinks though.

Accessible facilities for people with
special needs (e.g. disabled or 14 7% 8% 14 7% 9%
elderly people, children with strollers)

Other 15 2% 3% 15 1% 2%

Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destination’; o5
1,001 for Canada’s ‘Overall ranking’, including 116 previous visitors to the UK and 885 other to ‘generic destination’
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Reasons to return: China (CH)

Overall . SULJN RECLC PR CEC Sl © As for the all-market average, the local

Reasons to return CH generic | overall generic . .
ranking T destination| ranking 9 destination food and drink I_S the number one
The local food/drink 1 27% 51% 1 24% 45% reason Why Chinese people would go

back to a holiday destination overall.
2 36% 43% 7 32%  35% However, they over index on being
motivated by experiencing a new
The country caters well to tourists 3 30% 43% 4 29% 39% . . .
o A Ccarers W o ) . 340/0 390/(’ - 340/° 38; activity they did not do the last time.

€ country Is easy to get aroun 0 0 0 °  «Looking at reasons why Chinese
The country is easy to get to for me 5 29% 39% 6 31% 35% previous visitors would go back to the
Go back to see the sights/attractions UK, only about a quarter quote food
| didn't see the previous time 3 27% 36% 2 40% 40% . y q g

and drink as a reason. But, over a

Experience a new activity | did not do
last time

Visit a different part of the country 7 26% 29% 3 45% 39% third would do so because the UK is
Learning new skills or crafts 8 29% 25% 10 14% 19% easy to get around or because they
IPosr[_|ve interactions with locals the 9 24%  24% 8 220 3206 want to experience a new activity

ast time | visited there.

See friends/relatives in the country 10 24% 24% 9 21% 26% < Chinese previous visitors also over

Go back to the same 11 159 149 Pan| 159 16% index in willingness to come back for
sights/attractions again learning a new skill or craft and to stay
Stay in the same accommodation 12 17%  12% 13 | 9%  12% in the same accommodation.

Go back to the same part of the

country 13 | 13% 11% | 12 @ 14% 14%

Accessible facilities for people with
special needs (e.g. disabled or 14 12% 9% 14 7% 9%
elderly people, children with strollers)

Other 15 0% 1% 15 1% 2%

Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destination’; 26
1,005 for Argentina’s ‘Overall ranking’, including 192 previous visitors to the UK and 813 other to ‘generic destination’
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Reasons to return: France (FR)

ST CUNNE NI [ s CLEUGE - Overall, the French top ranking reasons

Reasons to return FR generic | overall generic :
ranking T destination| ranking destination to retu_rn_lto at C?huntr?/ {j)orl hollg_ay are
- . very similar to the giobal ranking.
Visit a different part of the countr 1 41% 54% 8 45% 39% .
p_ Y 0 ° ° °  «Looking at why they would go back to
The local food/drink 2 21% 55% 1 24% 45%

. _ the UK though, its proximity, so ease of
33#?525‘;55‘;rﬂ‘ﬁoﬂihjﬁi“rac“"”s { 3 43% 41% | 2 40% 40%  Aaccess, is a clear top influence, and it
also over indexes on its importance for
The country caters well to tourists 4 34% 42% 4 29%  39% French people to go back to any
The country is easy to get to for me 5 50% 38% 6 31% 35% destination. The French also value the
The country is easy to get around 6 42%  34% 5 34%  38% possibility to see new or the same
Positive interactions with locals the 2 10%  31% | 8 220 300,  Sights/attractions, and the ease to get
last time | visited around the UK. All other reasons seem
to have less influence for the French to
go back to the UK than to go back to a
See friends/relatives in the country 9 16%  25% 9 21%  26% generic destination for a holiday.

« Usually, visiting a different part of the

Experience a new activity | did not do

last i 8 22% 25% 7 32% 35%
ast time

Go back to the same part of the

10 12% 15% 12 14% 14%

country country, the local food/drink, and to an
G_ohba/ck to the same T 5. 139 I 6% 16% extent seeing new sights/attractions, or
sights/attractions again the fact that the country caters well to
Learning new skills or crafts 12 6% 11% | 10 14%  19% tourists are more influencing reasons
Accessible facilities for people with why French people would go back to
special needs (e.g. disabled or 13 5% 8% 14 7% 9% any destination than the all-market
elderly people, children with strollers) average would. French previous visitors
Stay in the same accommodation 14 4% 7% 13 9% 12% are also more |ike|y than for the all-
Other 15 | 1% 2% 15 1% 2% market average to go back to the UK

because it caters well to tourists.
Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destination’; 27
1,001 for France’s ‘Overall ranking’, including 191 previous visitors to the UK and 810 other to ‘generic destination’
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Reasons to return: Germany (DE)

Overall DEto | Global Nl - Germans tend to be more influenced to
Reasons to return DE DE generic | overall Clliozl) generic i

ranking 10 UK Jestination ranking UK destination go b?CkItO a cotuntry fOfI'Ia hOIIda%/ bytt

practical aspects overall: ease 01 getting
The country is easy to get around 1 41% 45% 5 34% 38% around and to access the destination for
The country is easy to get to for me 2 35% 43% 6 31% 35% them.
The local food/drink 3 | 16% 45% | 1 | 24% 45% °But, they are keener on coming back to
: - the UK to explore a different part of it

Go back to see the sights/attractions | . o ¢ :
didn't see the previous time 4 42%  37% [~2  40% 40%  than other previous visitors. It is the first
Visit a different part of the country 5 47% 34% 3 45% 39% reason Why they would go back to the

UK. Local food and drink, on the other

6 23% 3% 8 22% 32% end, is clearly less influential. Like the

. French, Germans who have been to the

The country caters well to tourists 7 40% 27% 4 29%  39% UK before would be more likely to come

See friends/relatives in the country 8 11% 26% 9 21%  26% back because they want to go back to

Experience a new activity | did not do the same sights/ attractions than

Ias[t)time ’ 7 2% B 52 3% average preg\]/ious visitors.

* They also over index on coming back
because the UK caters well to tourists

. . . . compare to the all-market average, and

sights/attractions again 11 26% 19% | 11 16% 16%  would think of returning to the UK for

Stay in the same accommodation 12 7% 18% 13 9% 12% that more than to any destination. They

) . are much less likely to keep coming
L kil 0 9 1 9 0 ey :
earning new skills or crafts 13 8% 13% 0 14% 19% back to the UK for visiting friends or

Accessible facilities for people with relatives though (onIy 1in 10 previous
i i ) 0 0 0 . . o . . .
sl mees (e, eleldlze or 4 5% 10% P4 7% 9% yjsitors). Positive interactions with locals

derl le, chil ith stroll : :
elderly people, children with strollers) are also an important influence to return
Other 15 | 1% 4% 5 | 1% 2% to the UK.

Positive interactions with locals the
last time | visited

Go back to the same part of the

10 17% 22% 12 14% 14%

Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destination’; 28
1,004 for Germany’s ‘Overall ranking’, including 183 previous visitors to the UK and 821 other to ‘generic destination’
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Reasons to return: India (IN)

Overall | INECI e CTRMRRRICILERCE - Overall, exploring seems a key
Reasons to return IN generic | overall oba generic infl H f t f I d t

ranking 19 X destination| ranking 19 % destination Itr)] UkGPCIn% ?8 or dOI' tn |z;1_ns.o_c_(z_me
Visit a different part of the country 1 33% 36% 3 45% 39% ack lo a hofiday destination. visiting a

different part of the country, undertaking

2 31% 33% 7 32% 35% anew activity (5 ranks above the all-

The country is easy to get around 3 33% 32% 5 34% 38% market ranklng) -and ease of getting
around. Influencing factors to go back to

The local food/drink 4 29% 32% 1 24%  45% the UK are also very similar to the

See friends/relatives in the country 5 25% 32% 9 21% 26% overall top reasons.

Positive interactions with locals the 5 28% 31% 8 2205 3205 ° Returning to the UK visit friends or

Experience a new activity | did not do
last time

last time | visited relatives there is more influential in India
The country caters well to tourists 7 25% 31% 4 29% 39% than across all markets. However,
SS l?flck t(?[hsee the 5|gk]['Fs/attract|ons e o6 30% 5> a0% a0y ndiansvalue novelty more than others:
TSl S M (PO U going back to same sights/attractions,
Learning new skills or crafts 9 24%  29% 10 14% 19% the same part of the country or staying
The country is easy to get to for me [N EPPLY S 17 6 31% 35% Inthe same accommodation rank the
Accessible facilities for people with IOW_eSt for them. )
special needs (e.g. disabled or 11 27%  24% 14 7% 9% Indians also over index on local food
elderly people, children with strollers) and drink options in the UK as well as
Go back to the same perceptions of their interactions with
i ) : 12 15%  22% 11 16%  16% i ) . .
sights/attractions again ’ ° ° ° British locals. Learning new skills/craft is
Stay in the same accommodation 13 14%  20% 13 9% 12%  also more appealing to Indians than

other travellers.

Go back to the same part of the

14 10% 19% 12 14%  14%

15 1% 1% 15 1% 2%

Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destination’;
;1,002 for India’s ‘Overall ranking’, including 145 previous visitors to the UK and 857 other to ‘generic destination”
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Reasons to return: Italy (IT)

. o ret OvleTrall T IT to GloballI EORSRCCLCICE © Seeing new sights/attractions and the
easons to return generic overa generic H H
ranking to UK destinationf ranking to UK destination !Oﬁal fOOd/drlnkﬁ hO::d S“g"htly less I
Visit a different part of the country 1 55% 48% 3 45% 39% :/Chgmﬁgfgec?o:gr;orgg;:Irosa?:\lﬁ:)aa
I 0 0, 0, 0, . . ..
The country is easy to get around 2 42% 48% 5 34% 38% destination they already visited
The country caters well to tourists 8 26% 47% 4 29% 39% (ranking 4th and 6th, 3 and 4 ranks
The local food/drink 4 20% 45% 1 24% 45% lower than the all-market average
The country is easy to get to for me 5 39%  39% 6 31% 35% overall, respectively).

* Visiting a different part of the country
and the ease of getting around are
Positive interactions with locals the key factors for Italian tourists when
: 1€ 7 21%  32% 8  22%  32% .
last time | visited ’ ’ ’ ’ choosing to go back to the UK or any
destination, topping both rankings.

Go back to see the sights/attractions |
didn't see the previous time

o)
w
3
>

37% 2 40%  40%

Experience a new activity | did not do

8 25% 24% 7 32%  35%

EELHmS Perceptions of how well the UK

See friends/relatives in the country 9 15%  20% 9 21%  26% caters to tourists and the British food
Learning new skills or crafts 10 20% 18% | 10 14% 19% and drink offering are less important
Stay in the same accommodation 11 9% 12% 13 9% 12% when it comes to coming to the UK
Go back to the same part of the 12 129 10% 12 14% 14% thOUgh (26% ar_]d 20% vs 47% and
country 0 0 0 0 45% across all inbound markets on
Accessible facilities for people with average reSpeCtNer)-

special needs (e.g. disabled or 13 10% 10% 14 7% 9%
elderly people, children with strollers)

Go back to the same
sights/attractions again

Other 15 0% 2% 15 1% 2%

14 10% 9% 11 16% 16%

Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destination’;
1,003 for Italy’s ‘Overall ranking’, including 242 previous visitors to the UK and 761 other to ‘generic destination’
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Reasons to return: Japan (JA)

Overall NZSCI el CLCTRRpRRRNClEL el - Overall, practical aspects seem to be

Reasons to return JA generic | overall generic : : .
ranking 0 UK gestination ranking 10 UK gestination {nor?flm%?(;tanli f?l’: pfoelﬁ]lq ‘tJhapan'
The local food/drink 1 38%  73% 1 24%  45% ocal toadidrin, the tact that the

country caters well to tourists, easy to

1 0, 0, 0 0 .
The country caters well to tourists 28% 59% 29%  39% get to or to get around rank hlghly, and

2 4
4 5

29%  48% 34% 38%  influence Japanese to go back to a
Go back to see the sights/attractions | destination overall. Despite ranking in
oD > SO 5  41%  39% 2 | 40%  40% ;
didn't see the previous time the lower half of the top influences
Visit a different part of the country 6 42% 29% 3 45%  39% ranking, going back to the same part
Experience a new activity | did not do of the country or the same
: 7 32% 23% 7 32% 35% . : :
last time accommodation still rank higher than
T . . N Oth
Positive interactions with locals the 8 15% 14% 8 2205 3204 the overall average ranking: 9" and

The country is easy to get around

last time | visited 10t for Japanese respondents, no

- - th
Go b?ck to the same part of the 9 15%  11% 12 14%  14% matter the _destlnatlon type vs 12" and
country 13t for all inbound respondents
Stay in the same accommodation 10 14% 11% 13 9% 12% respectively_
See friends/relatives in the country KIS N2 9 21% 26% +However, making new discoveries is
Go back to the same more important for them in terms what

12 19% 10% 11 16%  16%

sights/attractions again

may make them go back to the UK:
Learning new skills or crafts 13 | 16%  10% 10  14% 19% visiting a different part of the UK or
Accessible facilities for people with going t_o Se_e new _S|ghts/attract|ons
special needs (e.qg. disabled or 14 9% 5% 14 7% 9% come first in that list.

elderly people, children with strollers)

Other 15 1% 3% 15 1% 2%

Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destination’; 31
;1,002 for Japan’s ‘Overall ranking’, including 74 previous visitors to the UK and 928 other to ‘generic destination’
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Reasons to return: Mexico (ME)

Overall MEto | Global ' =~ Globalto Those are the top 4 reasons Why

Reasons to return ME generic | overall generic :
ranking 0 UK gestination ranking t0 UK gestination ::\AeXIChaT% would go” baill’(] ?r?mle\{\{here
. Oor a noliday overall, wi e latter
The local food/drink 1 26% 53% 1 24% 45% : :
D ' ° ° ° °  over indexing on the all-market
Visit a different part of the country 2 45% 43% 3 45% 39%

. iy ranking (3" vs 7™ respectively. Some
ilablbia AR 3 33 42% | 7 32% 3s%  practical aspects such as ease of

_ access clearly are of less influence for
The country caters well to tourists 4 38% 42% 4 29% 39% Mexicans: it ranks 10t for them vs 6th
FHMPMOONMAMM 5 a0 2% | 2 0% o acrossall markets.

* Looking at the differences between
E\gf'ttl';’; 'P‘f,;ﬁgi;"”s with locals the 6  21%  30% 8 2206 320 reasons why Mexicans would return to
the UK vs any destinations, they are

The country is easy to get around 7 25% 28% 5 34% 38% half less Iikely to go back to the UK for
See friends/relatives in the country 8 11% 29% 9 21% 26% its food and drink offering than they
Learning new skills or crafts 9 12%  25% 10 14% 19% are for any destinations. So aspects
The country is easy to get to for me 10 26% 17% 6 31%  35% like visiting a new part of the country
S e e | M 1e e ore important
Accessible facilities for people with when it comes to choose to go to the
special needs (e.g. disabled or 12 13% 13% 14 7% 9% UK again.

elderly people, children with strollers)

Go back to the same part of the
country

Stay in the same accommodation 14 12% 10% 13 9% 12%
Other 5 2% 0% 15 1% 2%

13 10% 11% 12 14% 14%

Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destination’;
1,002 for Mexico’s ‘Overall ranking’, including 72 previous visitors to the UK and 930 other to ‘generic destination’
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Reasons to return: Netherlands (NL)

Overall AACI RECLCIP NP LEERCE < \When thinking about returning to a

Reasons to return NL generic | overall generic : . .
ranking to UK destination| ranking to UK destination hOIIday d_estlnatlon, D.U.tCh re_spondents
Visit a different part of the country 1 55% 50% 3 45% 39% value going back to visit a different

part of the country during their
holidays. This ranks top for both
3 40% @ 42% 2 | 40%  40% returning to the UK and to any
destinations.

The country is easy to get to for me 2 49% 41% 6 31% 35%

Go back to see the sights/attractions |
didn't see the previous time

The local food/drink 4 18% 50% 1 24%  45% « However. the ease of getting around is

The country caters well to tourists 5 37% 36% 4 29%  39% of less ini‘luence compared to the all-

E);[;)(tei:ine:ce a new activity | did not do 6 27% 33% 7 3206 3506 market _overall ranking, 7th ys 5th
respectively.

The country is easy to get around 7 31% 28% 5 34% 38% e There are some discrepancies

EZ?'E'XE Irf/elsriggons with locals the 8 19%  28% 8 220 320 between what might influence the
Dutch to go back to the UK vs any
See friends/relatives in the country <) 14%  25% 9 21%  26% destinations though. Local food and
Stay in the same accommodation 10 4% 18% 13 9% 12% drink is more important when
considering to return to a generic
destination, ranking equal 15t. About 1-
in-2 Dutch respondents who had been
to the UK before would go back
Learning new skills or crafts 13 4% 11% 10  14% 19% because of ease of access from the
Accessible facilities for people with Netherlands. Dutch previous visitors
special needs (e.g. disabled or 14 4% 8% 14 7% 9% are also less likely to return to the UK
ElEi e, il il sielsi) to learn new skills than the all-market
Other 15 | 5% 5% 15 1% 2% average.

Go back to the same part of the

11 13% 14% 12 14% 14%

sights/attractions again 2 13% 11% 1L 16% 16%

Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destination’; 33
1,001 for Netherlands’ ‘Overall ranking’, including 277 previous visitors to the UK and 724 other to ‘generic destination’
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Reasons to return: Poland (PO)

S CUNEFNE (L N [cL:ppeenc Lol - There are some similarities between

Reasons to return PO generic | overall generic _
ranking to UK destination| ranking to UK destination theka” marg?}]avgr?gﬁ Overaf:’l] ¢ 4
. ranking an e Polish one: the top
Th t t Il to t t 1 9 0 4 9% 39% :
12 GeEliy BB Tl SED S 27% - A49% 29% °  reasons to return are the same, just
Visit a different part of the country 2 43% 39% 3 45% 39%

in a different order, and so are
IG;dbna}fk to shee the ;ights/attractions 3 39% 38% > 40% 40% reasons ranking 5th to 8th, They

see the previous time would be most likely to consider
coming back to a country that caters
5 30%  38% 7 3206  35% well to tourists.
* Polish respondents over-indexed on
Positive interactions with locals the 6 2506 36% 8 2204 320 this particular reason to return to any

last time | visited destination compared to the all-
The country is easy to get to for me 7 31% 34% 6 31% 35% market average (49% Vs 39%

The local food/drink 4 21% 40% 1 24% 45%

Experience a new activity | did not do
last time

The country is easy to get around 8 25%  34% 5 34%  38% respectively).

See friends/relatives in the country 9 44%  25% 9 21% 26% < This is less true when they consider

Learning new skills or crafts 10 21% 19% | 10 14% 19% whether to holiday again in the UK
though; visiting a different part of the

Go back to the same 11 13% 14% | 11 16% 16% g ng a pa

sights/attractions again country, seeing sights/attractions

they did not see the previous time, or

Go back to the same part of the U
country even experiencing a new activity

Stay in the same accommodation 13 7%  12% 13 | 9%  12% would be more important. But the top
Accessible facilities for people with reason Why they would go back to

special needs (e.qg. disabled or 14 5% 10% 14 7% 9% the UK is to see friends and relatives
elderly people, children with strollers) there.

12 9% 12% 12 14% 14%

Other 15 1% 1% 15 1% 2%

Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destination’; 34
1,002 for Poland’s ‘Overall ranking’, including 182 previous visitors to the UK and 820 other to ‘generic destination’
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Reasons to return: Russia (RU)

. o ret OvaLrJa" RU RU to Globalll ewmmclElCl - Overall, Russians value a destination
easons to return generic overa generic . .
ranking 10 UK Jestination ranking 1o UK gestination that caters well to tourists and is easy
to get around. Those are the two most
Important reasons why Russians
would return to a country for a holiday
3 46%  45% 2 | 40%  40% overall. However, half of those who
_ previously went to the UK would go
The local food/drink 4 51% 42% 1 24% 45% back there for the British food and
;Zfltt:r\;ee ':"f/elsfﬁggo"‘s with locals the 5 330  43% 8 229 329  drinkoffer, which over-indexes by a
large margin on the all-market
The country is easy to get to for me 6 21%  36% 6 31%  35% average. They would also consider
Visit a different part of the country 7 21% 30% 3 45% 39% that the UK caters We” to tounsts more
llzzrt)‘te::::ce REUERUDARLLEEY 5 3400 24% | 7 32%  3s%  Of aninfluence than the average global
' traveller (41% vs 29% respectively).
goht:g;ttrgéggnssag‘z . o  19% 21% | 11 16% 16% °HOwever, visiting a different part of the
9 g country is a less popular reason to
See friends/relatives in the country 10 11% 21% 9 21% 26% return to a ho“day destination overall
Learning new skills or crafts 11 18% 14% 10 14%  19% for Russians than for the all-market
Stay in the same accommodation 12 0% 10% | 18 | 9%  12% average, ranking 7% for the former vs
3" for all markets.

The country caters well to tourists 1 41% 53% 4 29% 39%
The country is easy to get around 2 35% 47% 5 34% 38%

Go back to see the sights/attractions |
didn't see the previous time

Go back to the same part of the

0 0 0 0
country 13 7% 9% 12 | 14% 14%

Accessible facilities for people with
special needs (e.g. disabled or 14 2% 5% 14 7% 9%
elderly people, children with strollers)

Other 15 0% 1% 15 1% 2%

Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destination’; 35
1,002 for Russia’s ‘Overall ranking’, including 47 previous visitors to the UK and 955 other to ‘generic destination’
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Reasons to return: South Africa (SA)

o o rer O\gall sp  SAMw GloloallI e CLERGN - South African respondents’ profile of
easons to return generic overa generic H H
Soa (1 S iin®l v (I Qo reasons to return to a destination for a
holiday overall is quite different to the
1 35% 40% 7 32%  35% overall ranking. Experiencing a new
activity they did not do last time ranks
first among South Africans, whilst it
e o only comes in the 7% place across all
RIS ISR e ] 4 20%  39% 8  22%  32% markets. South Africans also value
last time | visited . . . .
more positive interactions with locals

Experience a new activity | did not do
last time

Visit a different part of the country 2 44% 38% 3 45% 39%
The local food/drink 3 26% 40% 1 24%  45%

The country f:aters well to tourists 5 29% 38% 4 29% 39% than average: it ranks 4t overall for
The country is easy to get around 6 32% 36% 5 34% 38% them, but 8th across all inbound
IO © oo s |[20 v aow  markets |

P * This is less true when it comes to
See friends/relatives in the country 8 41% 33% 9 21% 26% reasons Why South African previous
Learning new skills or crafts 9 15% 29% 10 14%  19% visitors though_ The most probable
TR A AR 10  24%  27% 6 31% 35% reason why they would go back to the
Stay in the same accommodation 11 12% 12% | 18 @ 9%  12% UK is to visit a different part of the
Accessible facilities for people with Country, followed by seeing f_rlends or
special needs (e.g. disabled or 12 9% 12% 14 7% 9% relatives there — with over 2 in 5
elderly people, children with strollers) picking each of those reasons to
Go back to the same part of the return.

13 11% 11% 12 14% 14%

country

Go back to the same
sights/attractions again

Other 15 0% 2% 15 1% 2%

14 13% 10% 11 16%  16%

Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destination’;
1,001 for South Africa’s ‘Overall ranking’, including 131 previous visitors to the UK and 870 other to ‘generic destination’
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Reasons to return: South Korea (SK)

Overall o SLQUNN el P RgRCCLLCl - | ke most markets, the local food and

Reasons to return SK generic | overall generic : : .
ranking to UK destination| ranking to UK destination drmk’ as Wel!]l asds_gelng Slghﬁ and
The local food/drink 1 32% 59% 1 24% 45% attractions they did not see the

previous time are key influencing

2 49%  55% 2 | 40%  40% factors for South Koreans when
looking at returning to a destination for
3 46%  49% 7 32%  35% holidays. However, those are followed
by the opportunity to experience a new

Go back to see the sights/attractions |
didn't see the previous time

Experience a new activity | did not do
last time

Th try i togettof 4 23% 49% 6 31%  35% - o
I B S D G eI 0° 0° O° 0° activity, or how easy it is to get to that

The country is easy to get around 5 23% 39% 5 34% 38% country for them, which usually rank
The country caters well to tourists 6 28% 33% 4 29% 39% lower across most markets.
Visit a different part of the country 7 38% 30% 3 45% 39% « Reasons Why pe0p|e from South
IPo?tt_lve |Inte_r§:cgons with locals the 8 16% 23% 8 2205 3204 Korega vv_ouId go back tQ qny

ast time | visite destinations are very similar to that
Go back to the same overall ranking. However, novelty

: : : 9 23%  17% 11  16% 16% X '
gl e sepl comprises the top 3 reasons why

See friends/relatives in the country 10 16% 16% 9 21%  26% South Koreans would go back to the
UK: seeing new sights/ attractions,
experiencing a new activity, and

Stay in the same accommodation 12 11% 10% 13 9% 12% visiting a new part of the UK.

Learning new skills or crafts 13 3% 6% 10 14% 19%

11 24% 9% 12 14% 14%

Accessible facilities for people with
special needs (e.g. disabled or 14 11% 4% 14 7% 9%
elderly people, children with strollers)

Other 15 1% 1% 15 1% 2%

Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destination’;
1,001 for South Korea’s ‘Overall ranking’, including 65 previous visitors to the UK and 936 other to ‘generic destination’
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Reasons to return: Spain (SP)

ST U - el c el - Spaniards’ overall motivations to return

Reasons to return SP generic | overall generic :
ranking to UK destination| ranking to UK destination toa C?ﬁ?;‘ry f?|r hOllga%/ are broadly on
Visit a different part of the country 1 63% 55% 3 45% 39% par wi € all-market average.

* There are two clear reasons why

2 50% @ 43% 2 40%  40% Spanish travellers who have been to the

- P UK would go back there: 50% would go
0° 0° back to see the sights and attractions

4 29%  39%  they did not the previous time, whilst

34%  39% | 5 34% 38%  639% would go back to visit a different

36%  33% 6 31% 35% part of the country. Both over-index

o 36%  39% 2 3006 35% compared to the propensity to pick

those reasons to return to any

See friends/relatives in the country 8 18%  26% 9 21%  26% destinations for Spaniards, or compared

IPosn_lve interactions with locals the o 1206 24% 8 2006 320 to t_he all-market average for previous

ast time | visited visitors.

Go back to the same * However, Spanish previous visitors are

' . . 10  19% 13% | 11  16% 16% X .

sights/attractions again only a third as likely to go back to the

Go back to the same part of the 11 14% 13% 12 14%  14% UK for its food anq dr_lnk offering as they

O would to any destinations.

Learning new skills or crafts 12 5% 14% 10 14% 19%

Stay in the same accommodation iLE 9% 11% 13 9% 12%

Go back to see the sights/attractions
| didn't see the previous time

The local food/drink 8 16% 48%
The country caters well to tourists 4 26% 44%
The country is easy to get around 5
The country is easy to get to for me 6

Experience a new activity | did not do
last time

Accessible facilities for people with
special needs (e.g. disabled or 14 5% 6% 14 7% 9%
elderly people, children with strollers)

Other 15 1% 2% 15 1% 2%

Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destination’;
1,006 for Spain’s ‘Overall ranking’, including 226 previous visitors to the UK and 780 other to ‘generic destination’
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Reasons to return: Sweden (SE)

Reasons to return Ovseéall sE gseEetrci)c SJZE;: Globalto (;Igrtl)::if:o *Overall eXperienCing a_ngav_v aCtiVity
anking Y€ destination] ranking fiwdwel compared to their last visit is the most
common factor influencing Swedish
1 44%  45% 7 32% 35% travellers to go back to a country for
holiday overall.
* However, the top reason selected for
3  45%  40% 2 | 40%  40% any destination is the local food and
drink, whilst there is a very close top 3
for returning to the UK. 45% of the
Swedish respondents who had been
;Zfittiir\;eeirf/?srﬁggons with locals the 6 26%  38% 8 2206 329 to the UK for a h_oliday before WQUld
go back to see sights and attractions

Experience a new activity | did not do
last time

The local food/drink 2 25% 48% 1 24% 45%

Go back to see the sights/attractions
| didn't see the previous time

Visit a different part of the country 4 44% 37% 3 45% 39%
The country is easy to get to for me 5 36% 39% 6 31% 35%

The country is easy to get around 7 27% 30% 5 34% 38% they did not see the previous time:

Learning new skills or crafts 8 23% 28% 10 14% 19% 44% would to experience a new

See friends/relatives in the country 9 14% 27% 9 21%  26% activity or to visit a different part of the

The country caters well to tourists 10 18% 19% 4 29% 39% country.

Go back to the same part of the * Thus, novelty tops the ranking overall
11 0 9 12 9 0 . .

country 18%  19% 14% - 14% and for returning to the UK. Swedish

Stay in the same accommodation 12 6% 14% 13 9% 12% people are less likely than the all-

o ki (72 el market average to be influenced by a

sights/attractions again B 3% 10% B 6%  16% country catering well to tourists when

Accessible facilities for people with choosmg to come back for a hO“daY-

special needs (e.g. disabled or 14 2% 6% 14 7% 9%
elderly people, children with strollers)

Other 15 1% 1% 15 1% 2%

Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destination’; 39
1,001 for Sweden’s ‘Overall ranking’, including 274 previous visitors to the UK and 727 other to ‘generic destination’
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Reasons to return: Turkey (TU)

Overall ., TUto | Global . . Globalto B Overall, perceptions of welcome

Reasons to return TU generic | overall generic .
ranking 0 UK gestination ranking 10 UK gestination Seelinshto be }:he mail(? reasonkwhy
The country caters well to tourists 1 30% 42% 4 29% 39% Turkis people would go back to a

country on a holiday overall, with

2 | 32%  40% 2 | 40%  40% some other practical elements (ease

of getting around, local food and drink)

and new sights and attractions also in

their top 5. The fact that a country

;Zf'ttl':]’fe'rffsriggons with locals the 5  26%  35% 8 200 300,  caters well to tourists comes first
overall though, whilst it is 4" across all

Go back to see the sights/attractions |
didn't see the previous time

The local food/drink 3 18% 40% 1 24%  45%
The country is easy to get around 4 34% 35% 5 34% 38%

Visit a different part of the country 6 36% 32% 3 45%  39% inbound market. and past positive
SRR ;5000 3100 | 7 3206 359  interactions with locals also make it to
last time the top 5, whilst only 8™ for the

Learning new skills or crafts 8 25% 31% 10 14% 19% inbound average ran king_

The country is easy to get to for me 9 21%  28% 6 31% 35% «Reasons why they would go back to
See friends/relatives in the country 10 21% 26% 9 21% 26% the UK differ slightly though: exploring
Go back to the same more seems to be key. The main

_ . . 11 9 9 11 9 9 : .
sights/attractions again 2% 25% 16%  16% reason why previous Turkish
holidaymakers would go back to the

Go back to the same part of the
country UK is to visit a different part of the
Accessible facilities for people with country. This is followed by around a
special needs (e.qg. disabled or 13 5% 12% 14 7% 9% third of the previous visitors from
elderly people, children with strollers) Turkey quoting ease of getting around
Stay in the same accommodation 14 9% 9% 13 9% 12% or seeing new sights and attractions.
Other 15 1% 2% 5 1% 2%

12 26% 13% 12 14% 14%

Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destination’; 40
1,000 for Turkey’s ‘Overall ranking’, including 70 previous visitors to the UK and 930 other to ‘generic destination’
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Reasons to return: USA (US)

Reasons to return

The local food/drink

Go back to see the sights/attractions |
didn't see the previous time

The country is easy to get around
Visit a different part of the country

Experience a new activity | did not do
last time

The country is easy to get to for me

Positive interactions with locals the
last time | visited

The country caters well to tourists
See friends/relatives in the country

Go back to the same
sights/attractions again

Learning new skills or crafts
Stay in the same accommodation

Go back to the same part of the
country

Accessible facilities for people with
special needs (e.g. disabled or elderly
people, children with strollers)

Other

Source: IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destination’;
1,002 for USA’s ‘Overall ranking’, including 108 previous visitors to the UK and 894 other to ‘generic destination’
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45%
40%
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39%

35%
35%
32%

39%
26%

16%

19%
12%

14%

9%

2%

As for other long-haul English-
speaking markets, the fact that a
country is perceived to cater well to
tourists is less influencing for US
respondents than the all-market
average, ranking 4th in the all-market
overall ranking but 8th in the US.

Overall, and when it comes about
thinking to come back to any
destinations, the local food and drink,
new sights or attractions, and the ease
of getting around are the top three
reasons to return to a country for
holiday for US respondents.

However, if we only consider those
who have been to the UK before, half
would be influenced to go back to visit
a different part of the country. This is
followed by about 2-in-5 willing to
return to experience a new activity or
see new sights and attractions.
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	The country caters well to tourists


	•
	•
	•
	Ease to get around the country


	•
	•
	•
	Experience a new activity respondent did not do last time


	•
	•
	•
	Going back to see the sights/attractions respondent did not see the previous time


	•
	•
	•
	Staying in the same accommodation


	•
	•
	•
	Learning new skills or crafts



	•
	•
	•
	•
	Other


	•
	•
	•
	I do not intend to go back to the UK for a holiday 
	again


	•
	•
	•
	Ease 
	to get a visa to this country (only respondents from China, India, Russia, South Africa, Turkey
	)
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	There are three different types of scores and rankings in this report:
	There are three different types of scores and rankings in this report:
	There are three different types of scores and rankings in this report:

	•
	•
	•
	•
	Overall
	scores and rankings: these take into account both answers of previous visitors to 
	the UK answering about what would influence them to go back to the UK, and answers to 
	the more generic question about what would influence people to go back to any destination 
	for a holiday. Detailed results for those scores and rankings are commented on 
	i
	n part 1 of 
	this report.


	•
	•
	•
	Scores and rankings for 
	previous visitors to the UK
	: these are detailed in part 2 of this 
	report.


	•
	•
	•
	Scores and rankings for reasons to return 
	to a destination in general (or ‘generic 
	destinations’)
	: these are the scores given by respondents who did not answer about 
	returning to the UK in particular but about returning to a destination in general. Some of 
	them might have been to the UK before for holidays, but they did not answer about any 
	specific destinations. These scores and rankings are mentioned in part 2 of this report to 
	compare to reasons to return to the UK.


	•
	•
	•
	In part 3 of this report (
	market 
	slides), 
	we 
	include all three of these measures: we include 
	the ‘overall
	’ ranking to benchmark the market vs all
	-
	market 
	average rankings. We also 
	comment 
	on previous visitors’ propensity to pick a reason to return to the UK, and compare 
	to the all
	-
	market average propensity to 
	return to a generic destination. 
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	•
	•
	•
	•
	•
	Overall
	, 
	holidaymakers are more influenced by the local food and drink, and making new 
	discoveries (seeing other sights/attractions or visiting a different part of the country) when deciding 
	to return to a country for holiday. About 2
	-
	in
	-
	5 respondents would be influenced by each of those top 
	3 reasons to return. They are closely followed by other practical considerations: perceptions of how 
	well the destination caters to tourists and the ease of getting around.


	•
	•
	•
	Looking at why people would go 
	back to the UK 
	specifically, exploring holds more influence: the 
	first two reasons why previous inbound visitors would go back for a holiday are visiting a different 
	part of the UK and seeing the sights and attraction they did not see the first time.


	•
	•
	•
	The main difference between reasons to return to the UK, or to a destination in general, is the 
	local 
	food and drink
	: 24% of previous visitors to the UK say it would be an influence for them to go back 
	vs 45% of those considering returning to any destination.


	•
	•
	•
	Looking across inbound markets, 
	some factors consistently appear in the top reasons
	. For 
	example, local food and drink appears within each market’s top 5 reasons to return to a country for 
	holidays overall, except Egypt. Top reasons to return to the UK were also quite similar across 
	markets. Chinese respondents, however, would rate the ease of getting around, experiencing a new 
	activity, ease of getting to the destination, and learning a new skill/craft as more of a reason to c
	ome 
	to 
	return to the UK.


	•
	•
	•
	Demographics
	:
	there are few differences between women’s and men’s rankings of influences. 
	There are more differences across age group. Interestingly, learning new skills/crafts and seeing 
	friends and relatives hold more influence with younger age groups. Accessible facilities for people 
	with special needs are also more of a reason to return to a country for holidays overall, or to the UK 
	in particular, with the 25
	-
	34 age group, suggesting that it is a driver for some young families and not 
	just for the elderly.
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	1. Overall reasons to return to 
	1. Overall reasons to return to 
	a holiday destination
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	Despite culture usually being a key driver for picking a holiday destination, reasons to return to a 
	Despite culture usually being a key driver for picking a holiday destination, reasons to return to a 
	Despite culture usually being a key driver for picking a holiday destination, reasons to return to a 
	destination for a holiday are split between the appeal of new discoveries and more practical aspects.

	Over 2
	Over 2
	-
	in
	-
	5 people would go back to an overseas destination on holiday for its local food and drink 
	offering. A similar share would go back to see the sights and attractions they have not seen the 
	previous time, or to visit a different part of the country. These reasons are closely followed by valuing 
	a country that caters well to tourists, or which is easy to get around.


	1.
	1.
	1.
	1.
	1.
	The local food / drink
	42%


	2.
	2.
	2.
	Go back to see the sights/attractions not seen the previous time 
	40% 


	3.
	3.
	3.
	Visit a different part of the country
	40%


	4.
	4.
	4.
	The country caters well to tourists 
	38%


	5.
	5.
	5.
	The country is easy to get around 
	38%
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	Figure
	Source: IPSOS; 21,040 respondents across 21 markets
	Source: IPSOS; 21,040 respondents across 21 markets
	Source: IPSOS; 21,040 respondents across 21 markets
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	Source: IPSOS; 21,040 respondents across 21 markets (1000
	Source: IPSOS; 21,040 respondents across 21 markets (1000
	Source: IPSOS; 21,040 respondents across 21 markets (1000
	-
	1006 per market
	). 
	These include respondents answering 
	about what would 
	influence them to go back to the UK, and 
	answering 
	the more generic question about 
	going back 
	to 
	a generic destination. 
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	Source: IPSOS; 21,040 respondents across 21 markets (1000
	Source: IPSOS; 21,040 respondents across 21 markets (1000
	Source: IPSOS; 21,040 respondents across 21 markets (1000
	-
	1006 per market). These include respondents answering about what would
	influence them to go back to the UK, and answering the more generic question about going back to a generic destination. 
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	•
	•
	•
	•
	•
	Reasons why people would go back to a country for holiday vary by market. However, there are 
	some similarities across some regions, or culturally close markets. For example, all 
	long
	-
	haul 
	English
	-
	speaking markets 
	–
	Australia, Canada and the USA 
	–
	chose the same reasons to return in 
	their top 4: the local food and drink, exploring new sights/attractions, a different part of the country 
	and ease to get around. They also all rank relatively lower the importance of the destination catering 
	well to tourists (but still 3 in 10 would pick it).


	•
	•
	•
	India, Mexico, and South Africa (10
	th
	) and Turkey (9
	th
	) all rank the 
	ease of getting to the 
	destination 
	lower than any other market (global average of 6
	th
	). Egypt is very different too: the local 
	food and drink, or seeing new sights/attractions, are less important reasons to return overall, ranking 
	8
	th
	and 7
	th
	for Egyptians respectively.


	•
	•
	•
	Japan 
	values 
	familiarity as a reason to return 
	more 
	than 
	any 
	other 
	market: they rank ‘going back 
	to same part of the country’ 9
	th
	, compared to a global average of 12
	th
	. Russia and South Korea are 
	also keener than average on going back to same attractions or sights (9
	th
	vs 11
	th
	respectively). 
	Japanese and Dutch respondents are more likely to say that staying 
	in the same accommodation 
	is 
	a reason to go back to a destination.


	•
	•
	•
	Japanese and South Koreans 
	are also more likely to come back to a destination for its local food 
	and drink: 69% and 57% respectively, vs 42% for the all
	-
	market average. 
	Mexico
	clearly under
	-
	indexes on valuing ease of getting to the destination country with only 17% picking it as an 
	influencing factor (vs 35% across all markets), whilst 
	Sweden
	is clearly less influenced than the all
	-
	market average by perceptions of a country that caters well to tourists (19% vs 38% respectively).


	•
	•
	•
	Most 
	European markets 
	are less likely to choose a new activity as a reason to return: 21% in 
	Germany, 24% in Russia, 25% in France and Italy, vs 34% across all markets. Northeast Asian 
	markets are less likely to say that positive interactions with locals the last time they visited is a 
	reason to return: 25% for China, 14% for Japan, and 22% for South Korea vs the global total of 30%. 
	Argentinean, Dutch and Spanish respondents are also less influenced by this reason. 


	•
	•
	•
	Accessibility
	is of much higher importance to Indians: 24%, vs 9% across all markets.




	Source: IPSOS; 21,040 respondents across 21 markets (1000
	Source: IPSOS; 21,040 respondents across 21 markets (1000
	Source: IPSOS; 21,040 respondents across 21 markets (1000
	-
	1006 respondents per market). These include respondents answering abou
	t 
	what would influence them to go back to the UK, and answering the more generic question about going back to a generic destina
	tio
	n
	.
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	•
	•
	•
	•
	•
	Women are more likely than 
	men to say that looking for new 
	things to do is a reason to a 
	return to a country. They are 
	more likely to be motivated by 
	going back to experience new 
	activities or seeing new 
	sights/attractions, or visiting a 
	different part of the country. 


	•
	•
	•
	Women are also more 
	likely 
	than men 
	to return to a country 
	for holiday if they had positive 
	interactions with locals the last 
	time they visited.




	Source: IPSOS; 21,040 respondents across 21 
	Source: IPSOS; 21,040 respondents across 21 
	Source: IPSOS; 21,040 respondents across 21 
	markets (10,491 women, 10,549 men
	). These include respondents answering about what 
	would influence them to go back to the UK, and answering 
	the 
	more generic question about what would influence people to go back to 
	any destination. 
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	•
	•
	•
	•
	•
	The influencing factors across the 18
	-
	24 
	age group are more distinctive than for 
	other age groups. Especially for social 
	interactions: they are both more likely than 
	average to return to a country for a holiday 
	to see friends and relatives or because of 
	previous positive interactions with locals.


	•
	•
	•
	Ease of getting to a country is more of a 
	reason to come back for the 55+ cohort, 
	and less so for under
	-
	35s.


	•
	•
	•
	The 55+ are also more likely to be 
	motivated by returning to see new 
	sights/attractions or to visit a new place in 
	that country.


	•
	•
	•
	Learning new skills or crafts is much more 
	of a reason to return the younger the 
	travellers are. To an extent, this is also 
	true for the influence of experiencing a 
	new activity they did not do during their 
	previous visit.


	•
	•
	•
	Interestingly, the 18
	-
	34s are more likely to 
	return due to accessible facilities 
	–
	perhaps a key motivation for young 
	families not just for elderly people.




	Source: IPSOS; 21,040 respondents across 21 markets 
	Source: IPSOS; 21,040 respondents across 21 markets 
	Source: IPSOS; 21,040 respondents across 21 markets 
	(3,450 are 18
	-
	24, 5,358 25
	-
	34, 8,002 35
	-
	54, 4,230 55+ years old
	). These include 
	respondents answering about what would influence them to go back to the UK, and answering 
	the 
	more generic question about what 
	would influence people to go back to any destination
	.
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	(JA), 76 Brazil (BR), 108 USA (US), 116 Canada (CA), 131 South Africa (SA), 145 India (IN), 182 Poland (PO), 183 Germany (GE)
	, 1
	91 France 
	(FR), 192 China (CH), 194 Australia (AU), 226 Spain (SP), 242 Italy (IT), 274 Sweden (SE) and 277 for Netherlands (NL)
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	Main differences about why markets would 
	return to the UK


	•
	•
	•
	•
	•
	For most markets, the opportunity to 
	visit a different part of the UK 
	is the top reason to return: it is 
	top for Australia, Germany, Italy, Japan, Mexico, Netherlands, South Africa, Spain, Turkey and USA.


	•
	•
	•
	A few markets would pick ‘
	seeing the sights/attractions they did not see the previous time
	’ more 
	than other reasons to return (Canada, South Korea and Sweden), or ‘
	experiencing a new activity 
	they did not do last time
	’ (Argentina and China). In 
	India
	, people were about as likely to have 
	picked ‘visiting a different part of the UK’ as well as the ease to get around.


	•
	•
	•
	Compared to the reasons why people go back to a destination in general, 
	discovering something 
	new 
	features higher for reasons to return to the UK, over some more practical aspects.


	•
	•
	•
	The UK’s 
	food and drink 
	offering is also less of a draw for a second visit in general: although 
	Russians choose it as the top reason to return, and Brazilians, Canadians, Japanese and South 
	Koreans place it among their top influencing factors, it only ranks 7
	th
	across all markets on average.


	•
	•
	•
	People’s 
	connections with the country 
	are a key draw for a few markets: about 2
	-
	in
	-
	5 previous 
	visitors to the UK from Poland or South Korea would be motivated to return by seeing their friends or 
	relatives in the UK, and about 3
	-
	in
	-
	10 from Australia. 1
	-
	in
	-
	3 Russian previous visitors also would 
	come back for positive interactions they had with locals the last time they visited.


	•
	•
	•
	Chinese
	respondents are more likely than other markets to say that learning a new skill or craft is a 
	reason to return to the UK for a holiday; this ranks 4
	th
	most influencing factor for them vs 12
	th
	across 
	all markets, with 29% picking this reason vs 14% on average across all previous visitors.


	•
	•
	•
	27% of Indians would also be influenced by the UK’s 
	accessible facilities 
	for people with special 
	needs, which over indexes on the all
	-
	market average.




	Source: IPSOS
	Source: IPSOS
	Source: IPSOS
	; questions about coming to the UK was not asked to Egyptian respondents, sample size for all previous visitors is 2,934 
	respondents, including 47 respondents for Russia (RU), 65 South Korea (SK), 69 Argentina (AR), 70 Turkey (TU), 72 Mexico (ME)
	, 7
	4 Japan 
	(JA), 76 Brazil (BR), 108 USA (US), 116 Canada (CA), 131 South Africa (SA), 145 India (IN), 182 Poland (PO), 183 Germany (GE)
	, 1
	91 France 
	(FR), 192 China (CH), 194 Australia (AU), 226 Spain (SP), 242 Italy (IT), 274 Sweden (SE) and 277 for Netherlands (NL)
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	•
	•
	•
	•
	•
	There is little difference in what 
	would influence women and men to 
	holiday again in the UK. Women 
	over index on wanting to visit a 
	different part of the country, seeing 
	new sights/ attractions, or 
	experiencing a new activity.


	•
	•
	•
	Just as for any destination, the 18
	-
	24 cohort is most likely to come 
	back to the UK for a holiday for its 
	local food and drink offer, positive 
	interactions they had with locals 
	and learning new skills. However, 
	they are less swayed by the 
	country being easy to get around. 
	Answers could be influenced by the 
	previous visits of this group likely to 
	have been more recent.


	•
	•
	•
	The older age group over indexes 
	on returning to visit another part of 
	the UK or other sights/attractions.




	Source: IPSOS
	Source: IPSOS
	Source: IPSOS
	; 2,934 respondents for ALL previous visitors, including 1,408 men and 1,526 women; 
	405 are 18
	-
	24, 671 25
	-
	34, 1,179 35
	-
	54 and 679 55+ years old
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	•
	•
	•
	•
	•
	Overall, people from Argentina would 
	value novelty when choosing to go 
	back to a country for a holiday. 1
	-
	in
	-
	2 
	respondents said they would go back 
	to see the sights/attractions they did 
	not see the previous time, whilst a 
	similar share of those who had been 
	to the UK before would go there again 
	to experience a new activity they did 
	not the last time they visited, much 
	more than the average previous 
	inbound visitors. They were also more 
	likely to go back to the UK as it caters 
	well to tourists.


	•
	•
	•
	However, only 1
	-
	in
	-
	10 previous visitors 
	from Argentina would go back to the 
	UK for its local food and drink, a much 
	lower propensity than across previous 
	visitors from all inbound markets.




	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destinat
	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destinat
	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destinat
	ion
	’;

	1,004 for Argentina’s ‘Overall ranking’, including 69 previous visitors to the UK and 935 other to ‘generic destination’
	1,004 for Argentina’s ‘Overall ranking’, including 69 previous visitors to the UK and 935 other to ‘generic destination’
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	•
	•
	•
	•
	•
	As with other long
	-
	haul English
	-
	speaking markets, Australians are less 
	influenced by the fact that a country 
	caters well to tourists than the all 
	market average.
	Otherwise, the 
	ranking of influences why Australians 
	would go back to a destination is quite 
	similar to why people would go back to 
	holiday somewhere on average.


	•
	•
	•
	In this market, the main discrepancy 
	between why people would go to any 
	destination versus why they would 
	holiday in the UK again is the ease to 
	get to the destination: the UK is about 
	24 hours away from Australia so this is 
	no surprise. Despite speaking the 
	language, Australians are also less 
	likely to go back to the UK for ease to 
	get around than they would be 
	influenced by that to go back to any 
	destination.




	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destinat
	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destinat
	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destinat
	ion
	’;

	1,000 for Australia’s ‘Overall ranking’, including 194 previous visitors to the UK and 806 
	1,000 for Australia’s ‘Overall ranking’, including 194 previous visitors to the UK and 806 
	other to ‘generic destination’
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	•
	•
	•
	•
	•
	The top 7 influences pushing 
	Brazilians to go back to a holiday 
	destination overall is broadly the same 
	as the all inbound markets’ top 7, 
	however in a different order. For 
	example, they rank higher the fact that 
	the destination country caters well to 
	tourists (1
	st
	vs 4
	th
	respectively), and 
	that they can experience a new 
	activity there (4
	th
	vs 7
	th
	).


	•
	•
	•
	Most likely reasons why Brazilians 
	would go back to any destination or to 
	the UK in particular are also quite 
	similar. Even ‘local food and drink’ 
	rank third for both the UK and any 
	destinations. However, the ease of 
	getting to the UK is less of a reason 
	why they would come back their on 
	holidays than to any destinations (23% 
	vs 35% respectively)


	•
	•
	•
	Brazilians are also more likely to be 
	drawn to the UK to go back to the 
	same sights and attractions than to 
	any destination (23% vs 12%).




	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destinat
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	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destinat
	ion
	’;

	1,000 for Brazil’s ‘Overall ranking’, including 76 previous visitors to the UK and 924 
	1,000 for Brazil’s ‘Overall ranking’, including 76 previous visitors to the UK and 924 
	other to ‘generic destination’
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	•
	•
	•
	•
	•
	As for Australian and US respondents, 
	Canadians are less influenced by a 
	country catering well to tourists than 
	the all
	-
	market average overall when it 
	comes to choose to go back to a 
	country they already went to.


	•
	•
	•
	For them the top three reasons why 
	they would return on a holiday to any 
	country are the same as the top three 
	reasons to return to the UK. The latter 
	would be topped by going back to see 
	sights/attractions that they did not see 
	the previous time though.


	•
	•
	•
	Canadians are less likely than the 
	average previous inbound visitor to go 
	back on a holiday to the UK for visiting 
	a different part of the country, the 
	possibility to experience a new activity 
	or learn a new skill or craft. They are 
	more likely to value British food and 
	drinks though
	.




	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destinat
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	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destinat
	ion
	’;

	1,001 for Canada’s ‘Overall ranking’, including 116 previous visitors to the UK and 885 
	1,001 for Canada’s ‘Overall ranking’, including 116 previous visitors to the UK and 885 
	other to ‘generic destination’



	Slide
	Span
	26
	26
	26


	Figure
	Reasons to return: China (CH)
	Reasons to return: China (CH)
	Reasons to return: China (CH)


	Table
	TBody
	Span
	Reasons to
	Reasons to
	Reasons to
	Reasons to
	Reasons to
	return



	Overall
	Overall
	Overall
	Overall

	CH 
	CH 
	ranking



	CH 
	CH 
	CH 
	CH 

	to UK
	to UK



	CH to 
	CH to 
	CH to 
	CH to 
	generic 
	destination



	Global 
	Global 
	Global 
	Global 
	overall 
	ranking 



	Global 
	Global 
	Global 
	Global 
	to UK



	Global to 
	Global to 
	Global to 
	Global to 
	generic 
	destination




	The local food/drink
	The local food/drink
	The local food/drink
	The local food/drink
	The local food/drink



	1
	1
	1
	1



	27%
	27%
	27%
	27%



	51%
	51%
	51%
	51%



	1
	1
	1
	1



	24%
	24%
	24%
	24%



	45%
	45%
	45%
	45%




	Experience a new activity I did not do 
	Experience a new activity I did not do 
	Experience a new activity I did not do 
	Experience a new activity I did not do 
	Experience a new activity I did not do 
	last time



	2
	2
	2
	2



	36%
	36%
	36%
	36%



	43%
	43%
	43%
	43%



	7
	7
	7
	7



	32%
	32%
	32%
	32%



	35%
	35%
	35%
	35%




	The country caters well to tourists
	The country caters well to tourists
	The country caters well to tourists
	The country caters well to tourists
	The country caters well to tourists



	3
	3
	3
	3



	30%
	30%
	30%
	30%



	43%
	43%
	43%
	43%



	4
	4
	4
	4



	29%
	29%
	29%
	29%



	39%
	39%
	39%
	39%




	The country is easy to get around
	The country is easy to get around
	The country is easy to get around
	The country is easy to get around
	The country is easy to get around



	4
	4
	4
	4



	34%
	34%
	34%
	34%



	39%
	39%
	39%
	39%



	5
	5
	5
	5



	34%
	34%
	34%
	34%



	38%
	38%
	38%
	38%




	The country is easy to get to for me
	The country is easy to get to for me
	The country is easy to get to for me
	The country is easy to get to for me
	The country is easy to get to for me



	5
	5
	5
	5



	29%
	29%
	29%
	29%



	39%
	39%
	39%
	39%



	6
	6
	6
	6



	31%
	31%
	31%
	31%



	35%
	35%
	35%
	35%




	Go back to see the sights/attractions 
	Go back to see the sights/attractions 
	Go back to see the sights/attractions 
	Go back to see the sights/attractions 
	Go back to see the sights/attractions 
	I didn't see the previous time



	6
	6
	6
	6



	27%
	27%
	27%
	27%



	36%
	36%
	36%
	36%



	2
	2
	2
	2



	40%
	40%
	40%
	40%



	40%
	40%
	40%
	40%




	Visit a different part of the country
	Visit a different part of the country
	Visit a different part of the country
	Visit a different part of the country
	Visit a different part of the country



	7
	7
	7
	7



	26%
	26%
	26%
	26%



	29%
	29%
	29%
	29%



	3
	3
	3
	3



	45%
	45%
	45%
	45%



	39%
	39%
	39%
	39%




	Learning new skills or crafts
	Learning new skills or crafts
	Learning new skills or crafts
	Learning new skills or crafts
	Learning new skills or crafts



	8
	8
	8
	8



	29%
	29%
	29%
	29%



	25%
	25%
	25%
	25%



	10
	10
	10
	10



	14%
	14%
	14%
	14%



	19%
	19%
	19%
	19%




	Positive interactions with locals the 
	Positive interactions with locals the 
	Positive interactions with locals the 
	Positive interactions with locals the 
	Positive interactions with locals the 
	last time I visited



	9
	9
	9
	9



	24%
	24%
	24%
	24%



	24%
	24%
	24%
	24%



	8
	8
	8
	8



	22%
	22%
	22%
	22%



	32%
	32%
	32%
	32%




	See friends/relatives in the country
	See friends/relatives in the country
	See friends/relatives in the country
	See friends/relatives in the country
	See friends/relatives in the country



	10
	10
	10
	10



	24%
	24%
	24%
	24%



	24%
	24%
	24%
	24%



	9
	9
	9
	9



	21%
	21%
	21%
	21%



	26%
	26%
	26%
	26%




	Go back to the same 
	Go back to the same 
	Go back to the same 
	Go back to the same 
	Go back to the same 
	sights/attractions again



	11
	11
	11
	11



	15%
	15%
	15%
	15%



	14%
	14%
	14%
	14%



	11
	11
	11
	11



	16%
	16%
	16%
	16%



	16%
	16%
	16%
	16%




	Stay in the same accommodation
	Stay in the same accommodation
	Stay in the same accommodation
	Stay in the same accommodation
	Stay in the same accommodation



	12
	12
	12
	12



	17%
	17%
	17%
	17%



	12%
	12%
	12%
	12%



	13
	13
	13
	13



	9%
	9%
	9%
	9%



	12%
	12%
	12%
	12%




	Go back to the same part of the 
	Go back to the same part of the 
	Go back to the same part of the 
	Go back to the same part of the 
	Go back to the same part of the 
	country



	13
	13
	13
	13



	13%
	13%
	13%
	13%



	11%
	11%
	11%
	11%



	12
	12
	12
	12



	14%
	14%
	14%
	14%



	14%
	14%
	14%
	14%




	Accessible facilities for people with 
	Accessible facilities for people with 
	Accessible facilities for people with 
	Accessible facilities for people with 
	Accessible facilities for people with 
	special needs (e.g. disabled or 
	elderly people, children with strollers)



	14
	14
	14
	14



	12%
	12%
	12%
	12%



	9%
	9%
	9%
	9%



	14
	14
	14
	14



	7%
	7%
	7%
	7%



	9%
	9%
	9%
	9%




	Other
	Other
	Other
	Other
	Other



	15
	15
	15
	15



	0%
	0%
	0%
	0%



	1%
	1%
	1%
	1%



	15
	15
	15
	15



	1%
	1%
	1%
	1%



	2%
	2%
	2%
	2%






	•
	•
	•
	•
	•
	As for the all
	-
	market average, the local 
	food and drink is the number one 
	reason why Chinese people would go 
	back to a holiday destination overall. 
	However, they over index on being 
	motivated by experiencing a new 
	activity they did not do the last time.


	•
	•
	•
	Looking at reasons why Chinese 
	previous visitors would go back to the 
	UK, only about a quarter quote food 
	and drink as a reason. But, over a 
	third would do so because the UK is 
	easy to get around or because they 
	want to experience a new activity 
	there.


	•
	•
	•
	Chinese previous visitors also over 
	index in willingness to come back for 
	learning a new skill or craft and to stay 
	in the same accommodation.




	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destinat
	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destinat
	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destinat
	ion
	’; 
	1,005 for Argentina’s ‘Overall ranking’, including 192 previous visitors to the UK and 813 
	other to ‘generic destination’
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	•
	•
	•
	•
	•
	Overall, the French top ranking reasons 
	to return to a country for holiday are 
	very similar to the global ranking.


	•
	•
	•
	Looking at why they would go back to 
	the UK though, its proximity, so ease of 
	access, is a clear top influence, and it 
	also over indexes on its importance for 
	French people to go back to any 
	destination. The French also value the 
	possibility to see new or the same 
	sights/attractions, and the ease to get 
	around the UK. All other reasons seem 
	to have less influence for the French to 
	go back to the UK than to go back to a 
	generic destination for a holiday.


	•
	•
	•
	Usually, visiting a different part of the 
	country, the local food/drink, and to an 
	extent seeing new sights/attractions, or 
	the fact that the country caters well to 
	tourists are more influencing reasons 
	why French people would go back to 
	any destination than the all
	-
	market 
	average would. French previous visitors 
	are also more likely than for the all
	-
	market average to go back to the UK 
	because it caters well to tourists.




	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destinat
	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destinat
	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destinat
	ion
	’; 
	1,001 for France’s ‘Overall ranking’, including 191 previous visitors to the UK and 810 
	other to ‘generic destination’
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	•
	•
	•
	•
	•
	Germans tend to be more influenced to 
	go back to a country for a holiday by 
	practical aspects overall: ease of getting 
	around and to access the destination for 
	them.


	•
	•
	•
	But, they are keener on coming back to 
	the UK to explore a different part of it 
	than other previous visitors. It is the first 
	reason why they would go back to the 
	UK. Local food and drink, on the other 
	end, is clearly less influential. Like the 
	French, Germans who have been to the 
	UK before would be more likely to come 
	back because they want to go back to 
	the same sights/ attractions than 
	average previous visitors.


	•
	•
	•
	They also over index on coming back 
	because the UK caters well to tourists 
	compare to the all
	-
	market average, and 
	would think of returning to the UK for 
	that more than to any destination. They 
	are much less likely to keep coming 
	back to the UK for visiting friends or 
	relatives though (only 1 in 10 previous 
	visitors). Positive interactions with locals 
	are also an important influence to return 
	to the UK.




	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destinat
	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destinat
	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destinat
	ion
	’;

	1,004 for Germany’s ‘Overall ranking’, including 183 previous visitors to the UK and 821 
	1,004 for Germany’s ‘Overall ranking’, including 183 previous visitors to the UK and 821 
	other to ‘generic destination’
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	•
	•
	•
	•
	•
	Overall, exploring seems a key 
	influencing factor for Indians to come 
	back to a holiday destination: visiting a 
	different part of the country, undertaking 
	a new activity (5 ranks above the all
	-
	market ranking) and ease of getting 
	around. 
	Influencing factors to 
	go back to 
	the UK 
	are also very similar to the 
	overall top reasons
	.


	•
	•
	•
	Returning to the UK visit friends or 
	relatives there is more influential in India 
	than across all markets. However, 
	Indians value novelty more than others: 
	going back to same sights/attractions, 
	the same part of the country or staying 
	in the same accommodation rank the 
	lowest for them.


	•
	•
	•
	Indians also over index on local food 
	and drink options in the UK as well as 
	perceptions of their interactions with 
	British locals. Learning new skills/craft is 
	also more appealing to Indians than 
	other travellers.




	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destinat
	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destinat
	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destinat
	ion
	’;

	;1,002 for India’s ‘Overall ranking’, including 145 previous visitors to the UK and 857 
	;1,002 for India’s ‘Overall ranking’, including 145 previous visitors to the UK and 857 
	other to ‘generic destination’’
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	•
	•
	•
	•
	•
	Seeing new sights/attractions and the 
	local food/drinks hold slightly less 
	influence on Italian travellers overall 
	when they decide to come back to a 
	destination they already visited 
	(ranking 4
	th
	and 6
	th
	, 3 and 4 ranks 
	lower than the all
	-
	market average 
	overall, respectively).


	•
	•
	•
	Visiting a different part of the country 
	and the ease of getting around are 
	key factors for Italian tourists when 
	choosing to go back to the UK or any 
	destination, topping both rankings. 
	Perceptions of how well the UK 
	caters to tourists and the British food 
	and drink offering are less important 
	when it comes to coming to the UK 
	though (26% and 20% vs 47% and 
	45% across all inbound markets on 
	average respectively).




	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destinat
	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destinat
	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destinat
	ion
	’;

	1,003 for Italy’s ‘Overall ranking’, including 242 previous visitors to the UK and 761 
	1,003 for Italy’s ‘Overall ranking’, including 242 previous visitors to the UK and 761 
	other to ‘generic destination’
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	•
	•
	•
	•
	•
	Overall, practical aspects seem to be 
	more important for people in Japan: 
	local food/drink, the fact that the 
	country caters well to tourists, easy to 
	get to or to get around rank highly, and 
	by a large margin in terms of what 
	influence Japanese to go back to a 
	destination overall. Despite ranking in 
	the lower half of the top influences 
	ranking, going back to the same part 
	of the country or the same 
	accommodation still rank higher than 
	the overall average ranking: 9
	th
	and 
	10
	th
	for Japanese respondents, no 
	matter the destination type vs 12
	th
	and 
	13
	th
	for all inbound respondents 
	respectively.


	•
	•
	•
	However, making new discoveries is 
	more important for them in terms what 
	may make them go back to the UK: 
	visiting a different part of the UK or 
	going to see new sights/attractions 
	come first in that list.




	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to 
	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to 
	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to 
	generic 
	destination’;

	;1,002 for Japan’s ‘Overall ranking’, including 74 previous visitors to the UK and 928 
	;1,002 for Japan’s ‘Overall ranking’, including 74 previous visitors to the UK and 928 
	other to ‘generic destination’
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	•
	•
	•
	•
	•
	Those are the top 4 reasons why 
	Mexicans would go back somewhere 
	for a holiday overall, with the latter 
	over indexing on the all
	-
	market 
	ranking (3
	rd
	vs 7
	th
	respectively. Some 
	practical aspects such as ease of 
	access clearly are of less influence for 
	Mexicans: it ranks 10
	th
	for them vs 6
	th
	across all markets.


	•
	•
	•
	Looking at the differences between 
	reasons why Mexicans would return to 
	the UK vs any destinations, they are 
	half less likely to go back to the UK for 
	its food and drink offering than they 
	are for any destinations. So aspects 
	like visiting a new part of the country 
	or doing a new activity, and catering 
	well to tourists are more important 
	when it comes to choose to go to the 
	UK again.




	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to 
	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to 
	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to 
	generic 
	destination’;

	1,002 for Mexico’s ‘Overall ranking’, including 72 previous visitors to the UK and 930 
	1,002 for Mexico’s ‘Overall ranking’, including 72 previous visitors to the UK and 930 
	other to ‘generic destination’
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	•
	•
	•
	•
	•
	When thinking about returning to a 
	holiday destination, Dutch respondents 
	value going back to visit a different 
	part of the country during their 
	holidays. This ranks top for both 
	returning to the UK and to any 
	destinations.


	•
	•
	•
	However, the ease of getting around is 
	of less influence compared to the all
	-
	market overall ranking, 7
	th
	vs 5
	th
	respectively.


	•
	•
	•
	There are some discrepancies 
	between what might influence the 
	Dutch to go back to the UK vs any 
	destinations though. Local food and 
	drink is more important when 
	considering to return to a generic 
	destination, ranking equal 1
	st
	. About 1
	-
	in
	-
	2 Dutch respondents who had been 
	to the UK before would go back 
	because of ease of access from the 
	Netherlands. Dutch previous visitors 
	are also less likely to return to the UK 
	to learn new skills than the all
	-
	market 
	average.




	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to 
	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to 
	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to 
	generic 
	destination’;

	1,001 for Netherlands’ ‘Overall ranking’, including 277 previous visitors to the UK and 724 
	1,001 for Netherlands’ ‘Overall ranking’, including 277 previous visitors to the UK and 724 
	other to ‘generic destination’
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	•
	•
	•
	•
	•
	There are some similarities between 
	the all
	-
	market average overall 
	ranking and the Polish one: the top 4 
	reasons to return are the same, just 
	in a different order, and so are 
	reasons ranking 5
	th
	to 8
	th
	.
	They 
	would be most likely to consider 
	coming back to a country that caters 
	well to tourists.


	•
	•
	•
	Polish respondents over
	-
	indexed on 
	this particular reason to return to any 
	destination compared to the all
	-
	market average (49% vs 39% 
	respectively).


	•
	•
	•
	This is less true when they consider 
	whether to holiday again in the UK 
	though; visiting a different part of the 
	country, seeing sights/attractions 
	they did not see the previous time, or 
	even experiencing a new activity 
	would be more important. But the top 
	reason why they would go back to 
	the UK is to see friends and relatives 
	there.




	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to 
	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to 
	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to 
	generic 
	destination’;

	1,002 for Poland’s ‘Overall ranking’, including 182 previous visitors to the UK and 820 
	1,002 for Poland’s ‘Overall ranking’, including 182 previous visitors to the UK and 820 
	other to ‘generic destination’
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	•
	•
	•
	•
	•
	Overall, Russians value a destination 
	that caters well to tourists and is easy 
	to get around. Those are the two most 
	important reasons why Russians 
	would return to a country for a holiday 
	overall. However, half of those who 
	previously went to the UK would go 
	back there for the British food and 
	drink offer, which over
	-
	indexes by a 
	large margin on the all
	-
	market 
	average. They would also consider 
	that the UK caters well to tourists more 
	of an influence than the average global 
	traveller (41% vs 29% respectively).


	•
	•
	•
	However, visiting a different part of the 
	country is a less popular reason to 
	return to a holiday destination overall 
	for Russians than for the all
	-
	market 
	average, ranking 7
	th
	for the former vs 
	3
	rd
	for all markets.




	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global 
	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global 
	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global 
	to 
	generic destination’;

	1,002 for Russia’s ‘Overall ranking’, including 47 previous visitors to the UK and 955 
	1,002 for Russia’s ‘Overall ranking’, including 47 previous visitors to the UK and 955 
	other to ‘generic destination’
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	•
	•
	•
	•
	•
	South African respondents’ profile of 
	reasons to return to a destination for a 
	holiday overall is quite different to the 
	overall ranking. Experiencing a new 
	activity they did not do last time ranks 
	first among South Africans, whilst it 
	only comes in the 7
	th
	place across all 
	markets. South Africans also value 
	more positive interactions with locals 
	than average: it ranks 4
	th
	overall for 
	them, but 8
	th
	across all inbound 
	markets.


	•
	•
	•
	This is less true when it comes to 
	reasons why South African previous 
	visitors though. The most probable 
	reason why they would go back to the 
	UK is to visit a different part of the 
	country, followed by seeing friends or 
	relatives there 
	–
	with over 2 in 5 
	picking each of those reasons to 
	return.




	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to 
	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to 
	Source: IPSOS; IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to 
	generic 
	destination’;

	1,001 for South Africa’s ‘Overall ranking’, including 131 previous visitors to the UK and 870 
	1,001 for South Africa’s ‘Overall ranking’, including 131 previous visitors to the UK and 870 
	other to ‘generic destination’
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	•
	•
	•
	•
	•
	Like most markets, the local food and 
	drink, as well as seeing sights and 
	attractions they did not see the 
	previous time are key influencing 
	factors for South Koreans when 
	looking at returning to a destination for 
	holidays. However, those are followed 
	by the opportunity to experience a new  
	activity, or how easy it is to get to that 
	country for them, which usually rank 
	lower across most markets.


	•
	•
	•
	Reasons why people from South 
	Korea would go back to any 
	destinations are very similar to that 
	overall ranking. However, novelty 
	comprises the top 3 reasons why 
	South Koreans would go back to the 
	UK: seeing new sights/ attractions, 
	experiencing a new activity, and 
	visiting a new part of the UK.




	Source: IPSOS
	Source: IPSOS
	Source: IPSOS
	; 
	IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 
	Global to 
	UK, 18,106 ‘Global to 
	generic 
	destination’;

	1,001 for South Korea’s ‘Overall ranking’, including 65 previous visitors to the UK and 936 
	1,001 for South Korea’s ‘Overall ranking’, including 65 previous visitors to the UK and 936 
	other to ‘generic destination’
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	•
	•
	•
	•
	•
	Spaniards’ overall motivations to return 
	to a country for holiday are broadly on 
	par with the all
	-
	market average. 


	•
	•
	•
	There are two clear reasons why 
	Spanish travellers who have been to the 
	UK would go back there: 50% would go 
	back to see the sights and attractions 
	they did not the previous time, whilst 
	63% would go back to visit a different 
	part of the country. Both over
	-
	index 
	compared to the propensity to pick 
	those reasons to return to any 
	destinations for Spaniards, or compared 
	to the all
	-
	market average for previous 
	visitors.


	•
	•
	•
	However, Spanish previous visitors are 
	only a third as likely to go back to the 
	UK for its food and drink offering as they 
	would to any destinations.




	Source: IPSOS
	Source: IPSOS
	Source: IPSOS
	; 
	IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global 
	to UK
	, 18,106 ‘Global 
	to 
	generic destination’;

	1,006 for Spain’s ‘Overall ranking’, including 226 previous visitors to the UK and 780 
	1,006 for Spain’s ‘Overall ranking’, including 226 previous visitors to the UK and 780 
	other to ‘generic destination’



	Slide
	Span
	39
	39
	39


	Figure
	Reasons to return: Sweden (SE)
	Reasons to return: Sweden (SE)
	Reasons to return: Sweden (SE)


	Table
	TBody
	Span
	Reasons to
	Reasons to
	Reasons to
	Reasons to
	Reasons to
	return



	Overall
	Overall
	Overall
	Overall

	SE 
	SE 
	ranking



	SE 
	SE 
	SE 
	SE 

	to UK
	to UK



	SE to 
	SE to 
	SE to 
	SE to 
	generic 
	destination



	Global 
	Global 
	Global 
	Global 
	overall 
	ranking 



	Global to 
	Global to 
	Global to 
	Global to 
	UK



	Global to 
	Global to 
	Global to 
	Global to 
	generic 
	destination




	Experience a new activity I did not do 
	Experience a new activity I did not do 
	Experience a new activity I did not do 
	Experience a new activity I did not do 
	Experience a new activity I did not do 
	last time



	1
	1
	1
	1



	44%
	44%
	44%
	44%



	45%
	45%
	45%
	45%



	7
	7
	7
	7



	32%
	32%
	32%
	32%



	35%
	35%
	35%
	35%




	The local food/drink
	The local food/drink
	The local food/drink
	The local food/drink
	The local food/drink



	2
	2
	2
	2



	25%
	25%
	25%
	25%



	48%
	48%
	48%
	48%



	1
	1
	1
	1



	24%
	24%
	24%
	24%



	45%
	45%
	45%
	45%




	Go back to see the sights/attractions 
	Go back to see the sights/attractions 
	Go back to see the sights/attractions 
	Go back to see the sights/attractions 
	Go back to see the sights/attractions 
	I didn't see the previous time



	3
	3
	3
	3



	45%
	45%
	45%
	45%



	40%
	40%
	40%
	40%



	2
	2
	2
	2



	40%
	40%
	40%
	40%



	40%
	40%
	40%
	40%




	Visit a different part of the country
	Visit a different part of the country
	Visit a different part of the country
	Visit a different part of the country
	Visit a different part of the country



	4
	4
	4
	4



	44%
	44%
	44%
	44%



	37%
	37%
	37%
	37%



	3
	3
	3
	3



	45%
	45%
	45%
	45%



	39%
	39%
	39%
	39%




	The country is easy to get to for me
	The country is easy to get to for me
	The country is easy to get to for me
	The country is easy to get to for me
	The country is easy to get to for me



	5
	5
	5
	5



	36%
	36%
	36%
	36%



	39%
	39%
	39%
	39%



	6
	6
	6
	6



	31%
	31%
	31%
	31%



	35%
	35%
	35%
	35%




	Positive interactions with locals the 
	Positive interactions with locals the 
	Positive interactions with locals the 
	Positive interactions with locals the 
	Positive interactions with locals the 
	last time I visited



	6
	6
	6
	6



	26%
	26%
	26%
	26%



	38%
	38%
	38%
	38%



	8
	8
	8
	8



	22%
	22%
	22%
	22%



	32%
	32%
	32%
	32%




	The country is easy to get around
	The country is easy to get around
	The country is easy to get around
	The country is easy to get around
	The country is easy to get around



	7
	7
	7
	7



	27%
	27%
	27%
	27%



	30%
	30%
	30%
	30%



	5
	5
	5
	5



	34%
	34%
	34%
	34%



	38%
	38%
	38%
	38%




	Learning new skills or crafts
	Learning new skills or crafts
	Learning new skills or crafts
	Learning new skills or crafts
	Learning new skills or crafts



	8
	8
	8
	8



	23%
	23%
	23%
	23%



	28%
	28%
	28%
	28%



	10
	10
	10
	10



	14%
	14%
	14%
	14%



	19%
	19%
	19%
	19%




	See friends/relatives in the country
	See friends/relatives in the country
	See friends/relatives in the country
	See friends/relatives in the country
	See friends/relatives in the country



	9
	9
	9
	9



	14%
	14%
	14%
	14%



	27%
	27%
	27%
	27%



	9
	9
	9
	9



	21%
	21%
	21%
	21%



	26%
	26%
	26%
	26%




	The country caters well to tourists
	The country caters well to tourists
	The country caters well to tourists
	The country caters well to tourists
	The country caters well to tourists



	10
	10
	10
	10



	18%
	18%
	18%
	18%



	19%
	19%
	19%
	19%



	4
	4
	4
	4



	29%
	29%
	29%
	29%



	39%
	39%
	39%
	39%




	Go back to the same part of the 
	Go back to the same part of the 
	Go back to the same part of the 
	Go back to the same part of the 
	Go back to the same part of the 
	country



	11
	11
	11
	11



	18%
	18%
	18%
	18%



	19%
	19%
	19%
	19%



	12
	12
	12
	12



	14%
	14%
	14%
	14%



	14%
	14%
	14%
	14%




	Stay in the same accommodation
	Stay in the same accommodation
	Stay in the same accommodation
	Stay in the same accommodation
	Stay in the same accommodation



	12
	12
	12
	12



	6%
	6%
	6%
	6%



	14%
	14%
	14%
	14%



	13
	13
	13
	13



	9%
	9%
	9%
	9%



	12%
	12%
	12%
	12%




	Go back to the same 
	Go back to the same 
	Go back to the same 
	Go back to the same 
	Go back to the same 
	sights/attractions again



	13
	13
	13
	13



	13%
	13%
	13%
	13%



	10%
	10%
	10%
	10%



	11
	11
	11
	11



	16%
	16%
	16%
	16%



	16%
	16%
	16%
	16%




	Accessible facilities for people with 
	Accessible facilities for people with 
	Accessible facilities for people with 
	Accessible facilities for people with 
	Accessible facilities for people with 
	special needs (e.g. disabled or 
	elderly people, children with strollers)



	14
	14
	14
	14



	2%
	2%
	2%
	2%



	6%
	6%
	6%
	6%



	14
	14
	14
	14



	7%
	7%
	7%
	7%



	9%
	9%
	9%
	9%




	Other
	Other
	Other
	Other
	Other



	15
	15
	15
	15



	1%
	1%
	1%
	1%



	1%
	1%
	1%
	1%



	15
	15
	15
	15



	1%
	1%
	1%
	1%



	2%
	2%
	2%
	2%






	•
	•
	•
	•
	•
	Overall, experiencing a new activity 
	compared to their last visit is the most 
	common factor influencing Swedish 
	travellers to go back to a country for 
	holiday overall. 


	•
	•
	•
	However, the top reason selected for 
	any destination is the local food and 
	drink, whilst there is a very close top 3 
	for returning to the UK. 45% of the 
	Swedish respondents who had been 
	to the UK for a holiday before would 
	go back to see sights and attractions 
	they did not see the previous time; 
	44% would to experience a new 
	activity or to visit a different part of the 
	country.


	•
	•
	•
	Thus, novelty tops the ranking overall 
	and for returning to 
	the UK. Swedish 
	people are less likely than the all
	-
	market average to be influenced by a 
	country catering well to tourists when 
	choosing to come back for a holiday
	.




	Source: IPSOS
	Source: IPSOS
	Source: IPSOS
	; 
	IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global 
	to UK
	, 18,106 ‘Global 
	to 
	generic destination’;

	1,001 for Sweden’s ‘Overall ranking’, including 274 previous visitors to the UK and 727 
	1,001 for Sweden’s ‘Overall ranking’, including 274 previous visitors to the UK and 727 
	other to ‘generic destination’
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	•
	•
	•
	•
	•
	Overall, perceptions of welcome 
	seems to be the main reason why 
	Turkish people would go back to a 
	country on a holiday overall, with 
	some other practical elements (ease 
	of getting around, local food and drink) 
	and new sights and attractions also in 
	their top 5. The fact that a country 
	caters well to tourists comes first 
	overall though, whilst it is 4
	th
	across all 
	inbound market, and past positive 
	interactions with locals also make it to 
	the top 5, whilst only 8
	th
	for the 
	inbound average ranking.


	•
	•
	•
	Reasons why they would go back to 
	the UK differ slightly though: exploring 
	more seems to be key. The main 
	reason why previous Turkish 
	holidaymakers would go back to the 
	UK is to visit a different part of the 
	country. This is followed by around a 
	third of the previous visitors from 
	Turkey quoting ease of getting around 
	or seeing new sights and attractions.




	Source: IPSOS
	Source: IPSOS
	Source: IPSOS
	; 
	IPSOS; 21,040 respondents for ‘Global overall ranking’, 2,934 Global 
	to UK
	, 18,106 ‘Global 
	to 
	generic destination’;

	1,000 for Turkey’s ‘Overall ranking’, including 70 previous visitors to the UK and 930 
	1,000 for Turkey’s ‘Overall ranking’, including 70 previous visitors to the UK and 930 
	other to ‘generic destination’
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	11
	11
	11
	11



	16%
	16%
	16%
	16%



	16%
	16%
	16%
	16%




	Learning new skills or crafts
	Learning new skills or crafts
	Learning new skills or crafts
	Learning new skills or crafts
	Learning new skills or crafts



	11
	11
	11
	11



	5%
	5%
	5%
	5%



	18%
	18%
	18%
	18%



	10
	10
	10
	10



	14%
	14%
	14%
	14%



	19%
	19%
	19%
	19%




	Stay in the same accommodation
	Stay in the same accommodation
	Stay in the same accommodation
	Stay in the same accommodation
	Stay in the same accommodation



	12
	12
	12
	12



	10%
	10%
	10%
	10%



	14%
	14%
	14%
	14%



	13
	13
	13
	13



	9%
	9%
	9%
	9%



	12%
	12%
	12%
	12%




	Go back to the same part of the 
	Go back to the same part of the 
	Go back to the same part of the 
	Go back to the same part of the 
	Go back to the same part of the 
	country



	13
	13
	13
	13



	14%
	14%
	14%
	14%



	13%
	13%
	13%
	13%
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	12
	12



	14%
	14%
	14%
	14%



	14%
	14%
	14%
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	Accessible facilities for people with 
	Accessible facilities for people with 
	Accessible facilities for people with 
	Accessible facilities for people with 
	Accessible facilities for people with 
	special needs (e.g. disabled or elderly 
	people, children with strollers)



	14
	14
	14
	14



	6%
	6%
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	10%
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	14
	14
	14
	14



	7%
	7%
	7%
	7%



	9%
	9%
	9%
	9%




	Other
	Other
	Other
	Other
	Other



	15
	15
	15
	15



	2%
	2%
	2%
	2%



	6%
	6%
	6%
	6%



	15
	15
	15
	15



	1%
	1%
	1%
	1%



	2%
	2%
	2%
	2%






	•
	•
	•
	•
	•
	As for other long
	-
	haul English
	-
	speaking markets, the fact that a 
	country is perceived to cater well to 
	tourists is less influencing for US 
	respondents than the all
	-
	market 
	average, ranking 4th in the all
	-
	market 
	overall ranking but 8th in the US.


	•
	•
	•
	Overall, and when it comes about 
	thinking to come back to any 
	destinations, the local food and drink, 
	new sights or attractions, and the ease 
	of getting around are the top three 
	reasons to return to a country for 
	holiday for US respondents.


	•
	•
	•
	However, if we only consider those 
	who have been to the UK before, half 
	would be influenced to go back to visit 
	a different part of the country. This is 
	followed by about 2
	-
	in
	-
	5 willing to 
	return to experience a new activity or 
	see new sights and attractions.




	Source: IPSOS
	Source: IPSOS
	Source: IPSOS
	; 21,040 respondents for ‘Global overall ranking’, 2,934 Global to UK, 18,106 ‘Global to generic destination’;

	1,002 for USA’s ‘Overall ranking’, including 108 previous visitors to the UK and 894 
	1,002 for USA’s ‘Overall ranking’, including 108 previous visitors to the UK and 894 
	other to ‘generic destination’







