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Introduction

Contents
Context

*  This report brings together key findings
and insights relevant to this project from
across the VisitEngland research

programme. Luxury holiday
. . . . requirements
* Itis designed to provide the Discover Exporionces thar
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Note 1: Sources are short-referenced on each page. Full details of data sources including links where appropriate are in included in the appendix.
Note 2: Data is not always available for all countries that are relevant to the project, due to limitations of the individual source research projects. 2
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Project overview

* First time visitors will touchdown in London for
an exciting, energetic few days visiting iconic
landmarks and attractions; museums, galleries,
the theatre then unwind as they discover
England’s culture and history, exploring
outstanding places and breath-taking

The definitive English twin-centre holiday made easy.

London & Manchester + The Lakes and
Yorkshire Dales

London & Birmingham + Shakespeare’s

England and the Cotswolds countryside.

London & Newcastle + Famous castles
(Harry Potter and Downton Abbey’s
Alnwick Castle) and National Parks

* They'll depart from a different
English city, allowing for minimal
travel time whilst ensuring maximum
holiday time.

London &
Cultural England

First time visitors (Cultural
Adventurers, 25 -39 yrs)

GCC - focus on the UAE and

Saudi Arabia.

China — focus on Beijing as this is the
only direct flight into Manchester, there
are no direct flights into Birmingham.

US — With a focus on New York, given direct
routes into London, Manchester and Birmingham.

India is a secondary target market

Source: London and Cultural England
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Key Messages and areas of focus

“Your time is precious, so choose
a holiday that will both exhilarate
and relax you. Visit London, a
must-see world city and then travel
beyond the capital to experience
something unique in cultural
England.”

Our innovative project will introduce a
new English tourism experience
pairing one of the world’s must — see,
capital cities, London, with the history
and heritage of cultural England
through our partner ‘hub cities’
Manchester, Birmingham and
Newcastle. Our new 4* + packages
will be sold through our partner
channels, making it easy for the
customer, first time visitors (Cultural
Adventurers, 25-39) from the Gulf
Cooperation Council (GCC), China
and the US to understand, book and
visit; removing the pain points of
multi-destination travel.

London & Cultural England — The definitive English twin-centre holiday made easy

London and Partners have made extensive use of research data in their
product and bid development already.

This report therefore focuses on three areas:

1. Recent research commissioned by Visit Britain exploring the
expectations and experiences of Mass Affluent and High Net
Worth Individuals travelling from China, US and the Gulf.

2. India. As a second tier target country for the project, we look at the
available data on Indian traveller behaviours and attitudes.

3. A comparison of India and the focus markets
(China, US, the Gulf) for

1. The holiday purchase journey
2. Social Media usage

Some recently produced summaries of data available for London,
Manchester, Birmingham and Newcastle are included in the appendix.
Whilst not covering target markets in detail, they provide an overview of

the current behaviours of inbound travellers visiting these cities.
Source: London & Cultural England kick-off call December 2017

Further detailed information on trading with India can be found in the Visit
Britain Market Profile Report:
https://www.Visitbritain.org/sites/default/files/vb-
corporate/markets/visitbritain_marketprofile india2017.pdf
https://www.Visitbritain.org/sites/default/files/vb-
corporate/markets/india_snapshot june2017.pdf



https://www.visitbritain.org/sites/default/files/vb-corporate/markets/visitbritain_marketprofile_india2017.pdf
https://www.visitbritain.org/sites/default/files/vb-corporate/markets/india_snapshot_june2017.pdf
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Target markets present opportunities for London and Cultural England
to develop and grow

Inbound Volume and Value Visits Growth Spend Growth
«  Aside from US, the priority markets for Country (‘000’s) ‘15-’16 (£ mill) ‘“15-16

London and Cultural England are currently

smaller volume countries. 5 * 5
Whilst both India and China saw decline in - +37 /°¢
visitor numbers in 2016, the trend is

i 0,
China up 60% N China -3% WV £513 -12% W
There is a low volume of visitors from the
Gulf and whilst numbers are on the increase,
from that region. £566 +16% A\
Growth from these markets cannot be taken
economic developments in the source Kuwait
countries.

reversing for 2017. In the first 9 months 3,455 £3,354 +11% A
volume from India was up 43% and from

there is volatility in the spend level, perhaps Gulf

reflecting the spread of visitor types coming -

for granted. Strong communication and Saudi +3% A\ £360 5%¢
product offer will be needed to encourage

growth, along with positive political and

Source: IPS 7
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In promoting London and Cultural England the current barriers to
travelling beyond London can be addressed

4 main themes in the barriers Implications The level of knowledge is low for
to travelling beyond London: Belief that o Alrest El T e attractions and destinations outside of
L;Vld&mazs can be addressed through London. o o _
strong communication of Less than 1 in 5 inbound visitors claim to
Lack of the two centre holiday know about our other major cities. This
knowledge offer, delivering London project is a great opportunity to help
and a second destination. build that awareness.

Lack of
desire to
visit -

What do you know about Britain
outside of London?

Nervous about driving in UK  n— 48% Culture and it's I
Other places higher up the list to visit T T ——— 46 people
So much to do in London wouldn't have time ~E— ——— 390 Historical sites I
Don't know what there is to do IE—  29% outside London
Don’t know what it's like compared to London m—m 27% The countryside I
More exciting places elsewhere in Europe —— 26%
Don't know what to expect I 25% Cultur_al attractions I
) outside London
Too expensive to trave| 1 25%
Wouldn't know what to do " 229 Other major cities I
Weather would put me off — 229%
No great urge to explore other parts 8 21% Rural towns I
Wouldn't visit GB for a long time, but would need a long.. = 19%
Other places worth going to are too far away from London s 19% Beaches/coastline :
The best of Britain can be seen within London mmmmm 17%
Wouldn't know how to get outside of London mmmmm 17% m Know a great deal mKnow nothing about it

Source: VisitBritain Beyond London, 2013
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Many of the triggers to travel beyond London align with themes included
within the London and Cultural England proposition

ri ers to go bevon ondon spects which would persuade recent 'London only' visitors to go beyond London
ag g y A hich Id d Lond I b d Lond
Unique places to stay 84%
Countryside is unique and beautiful 81%
Unlque_ness British peoP'e Specific cultural or historical sites 80%
& variety & way of life
Unique and diverse regions 79%
British cities are fun and vibrant 78%
Coastline is unique and beautiful 76%
Hear so much, have to experience 75%
Sy Trains, Travelling is good value 74%
culture tours & Everything in Britain is so close 74%
packages History spread around the country 73%
British are friendly and welcoming 72%
Meet British people and way of life 70%
Specific museums/venues to see 67%
Im pl ications Wilderness offers a place to escape 65%
See places made famous by media 62%

* Main reasons to travel beyond London are To do what normal British people do 61%
themes that London and Cultural England can Specific concerts 61%
Caplta"se on. Unigue so have to experience 60%

e Thisis not !ust in terms of the wbrgnt 'CItIeS, but Countryside great for walking 55%
also the unigueness of those destinations. o

. . . For 'real Britain' 51%

* The countryside that will be seen on the journey For best modern d " 3%

. - or best modern day culture
and around the destination cities also has Y 0
potential to be turned into an appealing Trace ancestral route 35%
attraction. Sporting event 35%

Source: IPS via Discover England: summary insights on overseas visitors to England’s regions 2016
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Concept testing reflects the appeal of the project, but also highlights the need to

communicate clearly and demonstrate uniqueness

Discover London and Cultural England

| want to get the most out of my vacations,
with trips that both exhilarate and relax me.
I like to visit must-see world cities, but also
get out and experience something unique
about the destination and its culture.

‘Cultural England’ breaks are a new way to
experience the vibrancy of London, the
World’s capital city, before a change of
scene and pace puts you in the heart of
cultural England. Our twin center vacations
provide the best of both worlds, with
minimal travel time and maximum holiday
time to deliver a true sense of the English
way of life.

Touch down in London for an exciting,
energetic few days visiting iconic
landmarks and attractions; its museums,
galleries and theatre. Then unwind as you
go deep into England’s traditions and
history, exploring outstanding sites of
natural beauty and breath-taking
countryside. Finally, you'll departing from a
different English city, such as Manchester
or Birmingham, to make your transfers and
travel easy and hassle free.

London and Cultural England — discover
more

Concept testing — US only

It gives you a taste of
different sides of
England instead of
solely just London, the
big metropolitan city.

Excitement rural area. It seems like it
would be a great taste of
what the country is like.

Positive take-outs | like the contrast of visiting
both a large city and a more
Relevance

Allows me to see the real

country

The fact that one could see
the important sites in London
but then see the rest of the
country and how the people
are there in the way they live,
culture, etc.

. . East to get around
That it combines 9

everything | would like

to do all together. Less

planning and stress to
put together

Saves me time organising
Culture

History

Source: DEF Concept Testing 2017

Possible booking channels: Online travel agent, specialist travel agent (in-line or in-store)

Not being able to freely It looks too exhausting

go from destination to
another

Uniqueness Afraid of being stuck most of

Adventure the time in train
Note
» Given the difference seen in holiday expectations and behaviours across US, China and
the Gulf, it will be important to test the concept content and positioning in the other markets
to ensure optimal positioning.
Implications
* For the US the concept works well. Potential barriers are limited, but do give indicators for
topics to cover in communications:
+ Journey times to second destination (and ease/convenience of travel).
* Flexibility in itinerary to allow for down-time and/or personalisation.

10
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Overview of the Luxury Travel Research

* This research was carried out Spring & Summer 2017. The objectives were to understand more about luxury
tourists and what Britain should offer them.

* It explored similarities and differences across the markets and how best to reach these audiences

Quantitative Qualitative
MASS MASS
MARKET HNWI AFFLUENT TOTAL HNWI AFFLUENT TOTAL
B= 53 400 453 5 5 10
50 200 250 5 5 10
50 200 250 5 5 10

High net worth

Mass Affluents ) .
individuals

US$150,000 - $1 Million

in liquid assets $1 Million plus in

liguid assets

* This section of this report contains a summary of the findings and insight most relevant to the London and Cultural
England project
Note: The results are non-weighted and that, as a consequence of the sample definition, the US

results are slightly more skewed towards the perceptions and attitudes of the Mass Affluent
Source: VisitBritain Luxury Travel Research 2017 group than in the other two markets 12
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Authentic experiences are essential for luxury holidays, as are top
class hotels & travel. The Gulf states need ultra-personalisation

© © N o g >

Essential
For a luxury holiday

Authentic experiences/activities

Tailor-made itinerary for most days
but available days for spontaneous
activities

Business-class travel

5* or above accommodation
Hotel or other concierge service
Access to airport lounges

Short transit

Local destination advisor

Michelin star restaurant

10. Private local guide

=
* :

3

.

1.
2.
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Essential
For a luxury holiday

Authentic experiences/activities

Tailor-made itinerary for most days
but available days for spontaneous
activities

5* or above accommodation
Short transit

Michelin star restaurant

Access to airport lounges

Hotel or other concierge service

Tailor-made itinerary for all days of
travel

Local destination advisor

10. Private local guide

© © N o g A~ w DN

Essential
For a luxury holiday

Hotel concierge or other
concierge service

Authentic experiences/activities
Access to airport lounges
Private local guide

Private chauffeur

5* or above accommodation
Short transit

First class flights

Business-class travel

10. Michelin star restaurant

Rank order of % essential

Authenticity is the key theme that resonates in all countries.
The greater degree of personalisation and uniqueness demanded by Gulf travellers is evident. Tailor-made itineraries are the
most important element of their holiday and access to a private guide is more important to Gulf travellers than those from China

and US.

The relative importance of short transit should be considered for the start and finish points of itineraries.
The importance of First and Business class travel and airport lounges is relevant when looking at services provided through the

regional airports.

Source: VisitBritain Luxury Travel Research 2017
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Perceptions of Britain tend to focus on history, grandeur and royalty

» There is reasonable consistency What best What makes
in perceptions of what Britain is describes Britain? Britain stand-out?
across the countries. . .
Historical 1. Rich history
 Historical and Classic are key Exclusive — Classic 2. Heritage, culture &
associations that can also serve Royal & architecture
as foundations for uniqueness, Historical Royal 3. Traditional image

authenticity and luxury.

* Most travellers do not perceive * Royal
barriers to travelling to Britain, but o Eleg ant 1

: Heritage, culture &
those that do mention g

architecture

terrorism/safety concerns, the Classic 2. Rich history

weather and visa regulations. Luxurious — Historical 3. Capital City
Noble &

e The view from the Gulf is more Grand Noble

experience-led than for China and

US, which supports a more

personal, experience-led Comfortable

positioning as noted previously. Historical 1. Luxury experiences

- _ : 2. Relaxing experiences
EEE@U;RSEZ Relaxin g 3. Capital city &

unexplored Luxurious Family friendly

15

Source: VisitBritain Luxury Travel Research 2017
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Customised cultural experiences, VVIP treatment and exclusive
activities are important for luxury travel in Britain

Elegant food service, room
with view, being met at
airport and driven to
destination, private tour of
houses and gardens; spa

type bathroom.

A private or semi private tour through the

B= -
e Relaxed & hassle-free countryside offering information on the

Amazing experiences and luxurious relaxation history and development of the area.
which goes beyond the expected. Luxury
means everything feels seamless, with no
hitches in the way and nothing to worry about in Everything inclusive. All we have
order to have a truly relaxing experience to do is show up and prepare to
have a good time.

Private tour guide

accompanied by private L Premium food & drink

drivers driving high-end cars. Private luxury

accommodation, Michelin
recommended
restaurants, luxury shops.

-

Exclusive and highly meaningful experiences
( } which reflect the country’s culture. Tailored

Visit the wealthy football club ) . .
and star. and small groups with a Chinese speaking
guide allowing them to experience high level
comfort when travelling

Bl Relaxed & unique

Customized travel options &

accommodation. Royal Personal high level exclusive service at
treatment at the places every touchpoint. Private tours and shopping st
where we choose to stay. trips are a must. Genuinely lavish and VIP Q

experiences with no queues and exclusive
access. Travel must encompass extremely
personalised tailor made service

Wherever | go, whatever places | visit, | prefer to have It should cover sightseeing, travel,
VVIP treatment. Also, if | am going to watch a game. | authentic special food and complete
want my seat to be in the most premium stand. entertainment. It should give full value.

Source: VisitBritain Luxury Travel Research 2017






Visit England @ x\‘ o Insight

Food and drink has the potential to enhance and even define the
luxury holiday experience

What would you like on a luxury holiday?

Authentic local food
experiences

Experiential,
atmospheric
restaurants

Michelin-star, award-
winning restaurants

Exclusive experience
at star chefs' table

Gourmet tours

Visiting food or drink 33%
producers 37%

i 16%
Prlvat(_a chef 39%
experience 43%
] 19%
Cooking classes 27%
18%

Source: VisitBritain Luxury Travel Research 2017

mUS
m China
m Gulf

Authenticity for US travellers is most

important.
) ¢ *: Cuisine is very important for the Chinese and
* many like to photograph and show their friends

back home what local food they eat on holiday.

“I like to try different cuisine when | travel and enjoy when
the dish is as beautiful to look at as well as delicious to eat.”

Exclusivity and proven top-class food is key for
Gulf travellers. Unique, priviledged experiences
with recognised top chefs and restaurants are of
most interest.

* The food offer is an important part of the holiday experience.

» There are differences in the requirements for each country that are
important to consider, both in itinerary development and
communications activities.

* Visitors from the Gulf are the most demanding in terms of
personalised exclusivity.

» Visitors from China are looking for more reassurance and
‘bragging rights’ through tours and award-winning restaurants etc.

18
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Accommodation needs illustrate both the expectation of high guality,
but also of something uniquely British

*  Luxury hotels are the usual
choice for visitors from all

Where?

Would you most likely stay on holiday in Britain

> IFen C hina and t_he Gulf _ “It’s all about the details when | stay in a 1. 4-Star hotel
particularly the interest in hotel. The service needs to be meticulous 2. Luxury 5% plus hotel
staying in stately homes and/or and given | live normally close to a 5 star 3. Boutique hotel
castles provides an interesting hotel, | expect so much more when | travel. 4. High-end guest house/bed
opportunity for itineraries. Things in the hotel -_universal_electric ) and breakfast
Thou gh it is imp ortant to make adaptors, accessories case, iPhone charger 5. Castle

sure the ‘modern’ elements are
available and visible (phone
chargers, heating etc.)

*  Luxury hotels in London and
access to unusual historic
accommodation in Birmingham/
Manchester/ Newcastle could
add to the perception of
authenticity, unigueness H

and a premium

1 = Luxury 5* plus hotel

1= Stately home or historic house

3. Castle

4. Serviced apartment/house/cottage/villa
5. High-end guest house/bed and breakfast

Luxury 5* plus hotel

1.
experience. 2. Stately home or historic house
3. Castle
4. Boutique hotel
5. 4-Star hotel “The Staff referred to me and my

family by name — felt like they know
me and | felt important.”

19

Source: VisitBritain Luxury Travel Research 2017
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Shopping is an important activity for wealthy travellers, but individual
market expectations differ greatly

* Whilst shopping is an important
activity for visitors, the type of
shopping that visitors from each of

the three focus countries wish to do

varies considerably and so
itineraries therefore need to be
tailored for the individual markets.

* The US tend to look for
‘mainstream’ products from

‘regular’ stores, Oxford Street, The

Bull Ring etc.

* The Chinese interest in Outlet
shopping for fashion and
accessories is evident and could

impact itinerary planning to include

Lowry Outlet, Resort World or
Royal Quays.

» Gulf visitors are attracted by more
unique personalised shopping

experiences, that could be provided

in London or the other cities.

Source: VisitBritain Luxury Travel Research 2017

What?
Would you buy in Britain

Where?

Would you shop on holiday

1. Women’s clothing & 1. Luxury department
footwear stores

2. Alcoholic drinks 2. High-street shops

3. Gourmet food 3. Boutique & designer

4. Tea stores

1. Women’s clothing & 1. Luxury department
footwear stores

2. Men’s clothing & 2. Shopping malls
footwear 3. Luxury Outlet villages

3. Cosmetics &
toiletries

4. Gourmet food

1. Antiques 1. Personal shopping

2. Art experiences

3. Games, toys or gifts 2. Luxury department
for children stores

4= Holiday Souvenirs 3. Boutique & designer

4 = Cosmetics & stores/flagship stores

toiletries

20
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Sources of inspiration, information and advice differ by country and by
stage in the holiday journey

* Pre-holiday information
and inspiration comes
from a mix of both
online and offline
sources.

+ Lifestyle magazines are
a key channel through
which to communicate.

» Visitors from the Gulf
and China place high
importance on
information directly
from other people,
whether their own
connections or staff at
hotels, drivers, tourist
information.

* This highlights the
importance of
knowledgeable, helpful
staff at all touchpoints
on the itineraries .

*

ettt
5580

et

Inspiration
For luxury travel

Information
Before travelling

Information
In destination

1  Word of mouth Websites & apps Concierge
2 Previous visit Guide books Websites & apps
3  Websites & apps *Word of mouth Tourist info centre
4  Social Media Social media Locals met on trip
5  Travel magazines Travel magazines Local guide
Word of mouth
Pictures on social mediai \Websites & apps Websites & apps
Recommendations on i Word of mouth Local guide

social media
Travel websites & apps
Luxury/shopping :
magazines

Online travel agency

Social media
Guide books

Tourist info centre
Friends/family
Locals met on trip

Word of mouth
Recommendations on
social media

Previous visit
Pictures/experiences
shared on social media
Social media influencers
in their country

Word of mouth
Social media
Luxury/lifestyle/

shopping magazines

Websites & apps
Online travel agency

Friends & family who
know destination
Travel agency rep
Concierge

People travelling with
Local chauffeur/driver

Note: Unless otherwise specified, all websites & apps are travel websites & apps providing traveller's recommendations e.g. Trip Advisor
etc.; and 'Social media' is also direct recommendations on social media. Friends & family who know the destination

Source: VisitBritain Luxury Travel Research 2017
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There are differences across the countries in booking behaviours that need to
be considered when engaging with the travel trade

Booking Behaviour Booking Behaviour

» US travellers are most likely to book
independently and direct with the . US (79%) and Chinese (82%) travellers are
accommodation/transport providers.

* China & Gulf tend more towards packages or
combined bookings. Both markets tend to use
luxury or specialist travel agents.

most likely to book online

» Travellers from the Gulf use a mix of channels
including phone and face to face, perhaps reflective of
the share of bookings made by personal assistants

46% |
How usually book US china | Gulf ( 6 0) rather than one of the travelling group
holidays

Transport & S — -
accommodation 69% 31% 31% emseesnsesents
separately R — ‘-‘—3 =
Package —

accommodation, airline, 16% 48% 60%

other elements

Airline &
accommodation 21% 42% 49%

together I

» There is a marked difference between US and China/Gulf in terms of booking behaviours and channel. This will have a direct
impact on communications activity.

23

Source: VisitBritain Luxury Travel Research 2017
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There are differences across the countries in booking behaviours that need to
be considered when engaging with the travel trade

Book Flights
Top 3 booked BEFORE trip EE m
All accomm.odatlon 88% 80%
Transfer from airport to
accommodation 1% 54%
Transport at destination 75% 54%
Top 3 booked DURING trip
Table at restaurants 549% 56%
. < b | Day trips 50% 56%
Up to 2 weeks before trave 2 — 3 months before travel Activities 45% 49%
B 2 -4 weeks before travel B More than 3 months before
B A month —2 months before travel All the accommodation is booked in advance for the majority of
travel travellers, as is transfer among Gulf and internal transport among

US. Restaurant table bookings and day trips are more commonly

. , . . booked during the trip.
* There are considerable differences in how far in advance

travel is booked:
+ Booking are typically made 1-2 months before
travel in China and the Gulf, contrasting the US * There is still scope to encourage more advance bookings of

who are most likely to book more than 3 months transport and activities in all markets
before travelling.

24

Source: VisitBritain Luxury Travel Research 2017
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Holiday behaviours among long-haul affluent travellers

Who do you usually travel
with on luxury holiday?
% Always/Sometimes

5%
0 ‘ ° %
up to 1 week —41% Jan-Mar W 5% 15% Alone 49%
22%
. 399
Organised group Hw%
40% 36% 79%
1-2 weeks - 46% Apr-Jun 0 35% 36%
a0 = chiren under 16 |GG oo

11% 42% Other adult family 70%
2-3 weeks 11% Jul-Sep 40% members 87%
29% 32%

0
3% - US 17% 88%
3weeks + | 3% B china Oct-Dec 34% 92%
13% B Gulf 21% Spouse/partner _ 94%

How long would you What season would you
stay in Britain for? like to visit Britain in?

» Visitors from the Gulf are the most likely to stay the longest, but from all target countries trips are most often over a week, though it
should be noted that this study was about Britain and for many that is currently assumed to be a trip including London and Scotland,
rather than other English destinations. Within England university cites (Oxford & Cambridge) are also popular

»  Whilst peak summer remains the most popular choice in each country there is also a good demand for the shoulder seasons, with Oct-
Dec strongest with the Chinese (Golden Week at the beginning of October) This illustrates the good fit between target market
behaviours and the London and Cultural England product offer.

» People from the US are least likely to travel with children. Travellers from the Gulf and China are more likely to travel with an organised
group.

Source: VisitBritain Luxury Travel Research 2017
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Summary — Luxury Travellers — US, China & Gulf

Consistent themes
across all countries

Authentic experiences

Luxurious
accommodation

Local, knowledgeable
guides

Excellent food & drink
Shopping

Lack of knowledge
outside of London

Experiences, accommodation and
food & drink options that are authentic

Top class hotels, transport and
service levels are expected

In hotels, drivers etc

An important element of the holiday
and should be included within
itineraries

All countries want to shop in luxury
department stores, so include within
itineraries

Opportunity to educate on travel
options and the luxury holiday offer

H

Gulf
Ultra-personalisation

China
The Royal family

China
Want food guidance
and/or bragging rights

Shopping

US Mainstream

China Outlet Shopping
Gulf Personalised luxury

Gulf Extended holidays

US & China Book online
Gulf — more phone
bookings

Personalised tours and unique luxury
experiences are essential

Itineraries that include Royal
buildings etc will appeal, though not
necessarily a topic to lead on

Inclusion of food and drink
experiences, famous and award-
wining chefs and restaurants

The different shopping requirements
may need promotion of different
shopping destinations for each
country

There may be scope to offer longer
holidays to the Gulf states with
catering for larger travel groups and
specific needs (e.g. halal)

Choice of trade partners and
communications should reflect
different channel usage

26
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An overview of the international travellers from India

Key Facts Other
« India ranks 18" for volume and 14" for value of inbound visitors.

to UK: 415,000 visitors in 2016, spending an average of £1,042
per visit.

» Holiday visits account for a third of this volume. Business

» Destinations are primarily London (66%) and the rest of England 29%
(43%). Only 8% go to Scotland and 2% to Wales, so there is already Reason
a dominance of visitors to England and a propensity to visit places for visit
other than London.

* Heathrow and Birmingham, are the major direct gateways from India,
reflected in 14% of visitors from India staying in West Midlands.

« Over half of the visits to Britain from India were made by people who
reside in the province around Mumbai (Maharashtra) and in Delhi. IPS 2016

Transport Overview

*  Visitors from India are more likely than others to use private coaches/minibuses or taxis to travel around the country, suggesting
that the concept of private tours will resonate as well as public transport options.

*  Visitors from India are much more likely to book transport before they arrive in Britain. This apples to both public and private
transport.

Economic Forecast

Oxford Economics predict the Indian middle class volume will double in 10 years and it is forecast that the population will be bigger
than China by 2022. India ranked 12" in 2015 globally for the volume of High Net Worth Individuals.

* The economy is strong, despite occasional blips, but GDP is low.

» Macro data therefore points to a continued growth opportunity for inbound tourism from India, particularly around a medium to

high-end product.
» The population in India is one of the youngest globally. Only South Africa has a lower forecast for the proportion of the population

aged over 65 years.

Source: VisitBritain Market and Trade profiles
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An overview of the international travellers from India

Activities
Seasonality — holiday visits 2016 * Visitors from India take part in a broad mix of
activities both urban and rural
34% 34% « Notably whilst they are likely to dine in restaurants
they are highly unlikely to visit pubs. This needs to
ADFI-S ber i be borne in mind when developing itineraries for the
20% thpn ) .eptem. grfls Indian market as some food & drink destinations
1€ main period for may not be appropriate
12% visitors from India
Activities done whilst on holiday in Britain
Countryside or villages R 141"
Jan-Mar Apr-Jun Jul-Sep Oct-Dec Coast or beaches [l 125
Castles/historic houses . 757
Duration — holiday visits 2016 _ o
Holiday visitors Religious buildings [ 2"
36% from India stay . .
longer than Theatre/musical/ballet/opera [l 3%
24% visitors from Walking in the countryside [ %8%
19% many other
0 countries. This Parks or gardens [ <557
duration may be o %
8% extended through Dine in restaurants [ 70557
visiting friends Socialise with locals | 3%
and relatives as
1.3 47 814 15+ part of the holiday Went to pub |k 50
nights nights nights  nights trip mindia  ®All Markets
Filtered on India and purpose of travel (low base size warning) 29

https://www.visitbritain.org/inbound-tourism-trends
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People from India are very positive about the UK. They are positive about both
the history/heritage and the natural beauty of the country

UK Ranking Average RANK India China usS
(across 50
countries)
Rich in historic buildings & monuments 5 2
Vibrant city life & urban attractions 4 2
Would like to visit if money were no object 6 6
Rich in natural beauty 24 7 12 21
Interesting & exciting contemporary culture 3 3 4
Excels at sport 5 5 5
Has a rich cultural heritage 3 5 10
If visited, people would make me feel very 13 10 6 5

welcome

The positive way in which UK is perceived by people in India is a strong foundation from which to engage with the travel
trade and increase visitor volumes. The only watch-out is around the welcome and it would perhaps be important to try to
communicate the personal warmth of the country alongside the experiences and attractions.

Notes:
No GCC countries included in the GfK-Anholt NBI research
This study uses a population representative sample, so is not specifically targeting travellers

30
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Indians feel they know the UK and are positive about it. This provides a
strong platform from which to communicate more details of the London

and Cultural England offer

Familiarity & Favourability

UK’s rank for UK’s rank for
favourability familiarity

India 4 4
China 8 3
us 5 4

People in India claim familiarity with UK and see it
positively.

Among visitors from India who holiday in Britain, other
countries considered were:

France 39%

us 38%

Switzerland 36%

Australia  30%

Only 11% considered only Britain

Associations with UK

Indians main associations with UK are
- Museums
- Films
- Sports

The US and China see visits to the UK as educational,
fascinating and exciting.

Those same attributes are seen by Indians, who also say
itis romantic and relaxing.

This illustrates again the ‘rounded’ view of UK that people
in India have and is a good foundation for the London and
Cultural England product.

85% of Indian like to ‘immerse themselves in the culture
and feel like a local’ when travelling to a foreign country.
This compares to 75% of Chinese, 82% of Americans,
69% of those from Saudi Arabia and 66% from UAE.
There is clearly opportunity to promote product and
experiences in India that will provide this authentic
experience of England.

Notes:
¢ No GCC countries included in the GfK-Anholt NBI research

* This study uses a population representative sample, so is not specifically targeting travellers

Source: GfK Anholt NBI Research, VisitBritain Decisions & Influences Research, 2017
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The planning process: Starts a long way in advance, particularly in US and to a lessor
extent India, but the booking is often done relatively ‘last minute’

Started thinking about their holiday to Britain

(%0)

» The long haul journey and perhaps visa planning etc. Extend
the planning time, particularly for US and India

* This highlights the need for a 12 month communications cycle
to capture all visitors considering a trip to England.

China UAE Saudi

India

Booked the trip to Britain (%)

* However, booking is a different story with 2/3 of Indians
booking within 2 months of travel. This proportion is even
higher for visitors from China. This may be influenced by
waiting for Visa approval prior to making the booking

* This suggests there needs to be ongoing communications to
ensure England remains on the shortlist of destinations from
first consideration through to booking.

35 27

32

20
20

10 8
India us China UAE Saudi

22

13 9

9

Note: High level of ‘no answer’ to this question in UAE

[l Vorethan6 ] 3-6 months [l 1-2 months
before month before

months before before

Source: VisitBritain Researching and Planning Research, 2016

Less than 1
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Price Sensitivity and the role of Online Travel Agents

Price sensitivity is an issue in all markets and use of price comparison sites and search engines is high in India and China.
Those who would visit from India show a high level of activity around price checking and price comparisons.

% who would do this before booking a holiday to Britain
Compared prices directly via websites of o 49%
different airlines/ train/ ferry companies o 53

Compared prices via online travel 38%
agents/ tour operators/ travel 61%
comparison websites 48%

45%
Looked up prices via search engines - 49%
44%

Researched prices online e.g. through
travel websites or forums

Talked about prices with friends on
social media

Talked about prices with friends by
phone/ mail/ face to face

India muUS 2%
None of these 1% 9%
EChina ®UAE 4%
5%
Saudi

Source: VisitBritain Researching and Planning Research, 2016

The Role of OTAs

OTAs have grown over recent years and new brands and
propositions have been launched. Airbnb has over 3m listings,
Booking.com has nearly doubled in size since 2015.
Consolidation has led to Expedia and Priceline, Orbitz Worldwide
and Travelocity dominating.

Most operate on global or at least multi-market platforms.
Technology drives the offer; app solutions are increasingly
popular.

With an ethos of ‘making travel easier’ they are looking to
incorporate a wider range of travel activities into their portfolios.
OTA'’s play a significant role in enabling travellers to be confident
with the price they are paying.

| ndia] us | cH | UaE | Saudi |

| often compare prices

from multiple OTA 82% 79% 80% @ 64% 66%
websites

OTAs are a good way

of finding a destination 79% 75%  80%  58% 70%
within my budget

Best way of getting the 24% 66%  64%  58% 65%

lowest price
%Strongly agree/agree about booking travel though OTAs
* OTA'’s are also seen as providing a wide choice and easy to

use. However the brands are not necessarily differentiated and
therefore loyalty appears to be low.
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The concerns raised by the travel trade in Europe and US will be relevant
also when working in China, the Gulf and India

* The Travel Trade included in the 2017 research was in Europe and US. However there was consistency in the themes that
emerged and it is reasonable to assume similar topics should be considered when working with the trade in London and Cultural

England’s focus countries

Note: Travel Trade comments here are based on European

and US trade

Challenges to Address

Highlighted by OTAs as issues to be resolved:

+ Lack of understanding among DMOs and hotel chains on
how OTASs operate.

* Reluctance of some DMOs and chain hotels to share
commission with OTAs.

« Attractions do not always understand how to sell online
and/or work on short lead times.

Actions
Increase the amount of product bookable online.
Create better linkage between destinations e.g. multi-location
tours e,g, 4-5 day coach trips from & back to London
Package the regional air options:

- competitive prices

- short transfer times

- provide clear info on travel times

Travel Trade in India

The Indian travel market is quite fragmented with ¢.150
travel agents in the main cities of Delhi, Mumbai, Chennai,
Bangalore and Kolkata, with many focused on ticket-only
lower end of the market. Some activity may be needed to
identify the right partners for a more premium, inclusive
product.

Online booking is becoming increasingly popular, but at
present the trade still plays a pivotal role in booking
outbound travel. Besides Indian OTAs are quite different
from the most common definition: they have call centres
where consumers can call in to book, or modify their
bookings, as well as staff that can collect cash from
consumers’ residence or office for bookings, or networks of
sub-agents doing so
Recently the OTA market started to consolidate with the
merger between two main players, MakeMyTrip and the
IbigoGroup, that was approved and completed in January
2017

Source: https://www.cloudbeds.com/articles/analysis-major-online-travel-agencies-otas-update-august-2017/,

DEF Travel Trade Research June 2017, VisitBritain Decisions & Influences Research, 2016

35


https://www.cloudbeds.com/articles/analysis-major-online-travel-agencies-otas-update-august-2017/

VisitEngland @

)_(“ Insight

Key influencers: Online and offline sources both play a role influencing
choice of Britain as a destination

Word of Mouth

Search engines

Price comparison sites

Travel blogs/forums

Traveller review sites

Accomodation/hotel website

Social media network

Travel TV programme

Travel guidebook

Travel agent website

Official tourist website/social media

India mUS

0,
%
P

5398
19% 23%
%
s 27%
189
70 23%
m China mUAE Saudi

Source: VisitBritain Researching and Planning Research, 2016

31%
34%
31%

Reviews and recommendations are
important to visitors from all the
target countries.

People in India also rely on other
off-line sources:

- Official tourist brochures
about Britain (22%).

—  Travel feature in magazine/
newspaper (21%).

Providing material to support word
of mouth activity will be important
for building awareness and
consideration of Britain as holiday
destination.

This includes personal networks,
travel trade, travel media and official
tourist networks.
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Making the booking: an online dominated process

Travel & Accommodation Booking (%)

Channel used to book package

India 37 63 y [ 13 |

y— . ke cPhone  MECH : E
31

) m Face to face

China 27 71 m Booked together Online

UAE 22 76

Saudi 30 59

India us China Gulf

Device used to book package

O o
¢

Deviceusedl | D

India

Currently India is one of the least likely to book package

Bookings in India are online dominated, however OTAs in India do tend
to have call-centres and staff able to make personal visits to customers,
so it is a broader service than the typical fully online only concept
Bookings from India are typically made on a desktop/laptop contrasting
to China where level of online booking is similar but is much more likely
to done via smartphone

Booking Accommodation and Travel together

Through a travel
agent/ tour operator
/ comparison

website
. Direct with
accommodation
provider 0
[ 10 |

Direct with travel /

transport provider ) ] )
India us China UAE  Saudi

Source: VisitBritain Decisions & Influences Research, 2016

Where possible UAE and Saudi Arabia are shown 37
separately, they are combined when sample size is small
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Choice / Motivators to visit Britain: Vary considerably across the focus markets.
Interestingly the weather is a motivator for visiting from India and the Gulf

x L_ln_sigh'r

*  There are clusters of motivations that are relatively stronger in each of the countries:

India: Variety, culture. Countryside & family / friend reunion
China: Natural beauty, culture, local food and drink

Top Motivators to Visit Britain (Visitors & Considerers)

Cultural attractions

Variety of places

Countryside & natural
beauty

Climate/weather

Possibility to visit friends
and family

Security / safety

Accommodation variety and
quality

Good deals
Wide range of activities
Ease of getting to the UK

Different culture

®India ®mUS

Source: VisitBritain Decisions and Influences Research, 2016

41%

B China = Gulf

US: Ease of visiting, culture and vibrant cities
Gulf: vibrancy

Speak English

Vibrant cities

Easy to get
around

Somewhere new
Sampling local

food and drink

Mix of old and
new

Cost of
destination

Contemporary
culture

Meeting local
people

Easy to
plan/organise
Watching sport
Easy to visit with
children

Visit film/TV
location

37%
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Bookable products: There is a mix of behaviour with activities and transport booked
both before and during the trip, reflecting the mixed requirement to both plan well in
advance and be spontaneous during a holiday

Itinerary planning vs.
spontaneity

* Visitors from India, US and China
plan carefully, reflecting perhaps the
distance and expense of a holiday to
Britain

* However spontaneity still matters in
all markets (particularly US) so
flexibility in itineraries is still
important to build in

I
India 70% 89%

_____ JEE
US 73%

; I  59%
China 45%

. 67%
UAE 57%

. I 4%
Saudi 59%

m | like to plan my holiday carefully
before | leave

| like to be spontaneous on holiday
and decide some of my itinerary at
the last minute

Pre-bookable transport / activities

+ Indians are willing to book holiday extras before their trip including transport, attractions
and particularly guided sightseeing tours.

+ This suggest that visitors from India will be interested in, and willing to book, a tour-based
package that has pre-set destinations and experiences. Providing expert guides may also
be beneficial

Bought or expect to buy before visit / Buy or expect to buy during visit to Britain

]
Airport transfer 54% [ 29%
Theatre/musical/concert 48% /24% | 32%/45% | 46% /[ 27%
Other tourist attractions 49% / 28%

Guided sightseeing

tours in London
Guided sightseeing 56% /18% | 54%/29% | 38% /39% | 49% /29%
tours outside London

Train travel (excluding
oyster)

Transport within London 38% / 48%
Coach travel 49% / 31%
Sports events 48% / 14% 43% / 18%

56% /20% | 51%/30% | 51% /30% | 50% /[ 26%

51%/22% | 44%/36% | 34% /[47% | 50% / 30%

Source: VisitBritain Decisions & Influences Research, 2016
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Targeting the most appropriate segments

*  Visit Britain have been working on a new segmentation, that provides even greater insight into profiles, travel attitudes

and behaviours

+  Profiles of all segments are contained in the appendix

India

= Adventurers

m Buzzseekers

= Explorers
Sightseers

= Culture Buffs

US

Source: VisitBritain Segmentation

As Buzzseekers are a
large group in India,
work is currently in
progress to split this

segment out further in

this market

The London and Cultural
England concept has
potential to appeal to
many segments
depending on the mix of
products and experiences
included within an
itinerary. Buzzseekers are
the dominant segment in
the target countries
included within this
research, particularly in
India.

Give the dominance of
Buzzseekers in India the
segment has been dived
into two sub-sectors,
details of which will be
available in time.
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Buzzseekers are a primary opportunity, particularly in India, where the proposition
may need to differ for the two sub-segments still in development

Free spirited, spontaneous, Buzzseekers are living in the
moment and always looking to make the most of their

time. Constantly fueled by the desire for ‘more’, they are
constantly on the search for new ideas, looking to meet
new people and engage in new activities that will

AGE |

«  Most (64%) 18-34yrs i UNIQUE TRAVEL ACTIVITIES

18-24 (36%); 25-34 (28%); ' (versus other segments, but still niche)

35-44 (17%); 45-54 (10%); 55+ (9%) '« Challenge or action-filled activities
i+ Hands-on learning activities

FAVOURITE TRAVEL | mmmmmommmosososoooooooooooooo
ACTIVITIES GB LIKELY ACCOMMODATION

+  Visiting famous places/iconic sitesi (unigue Vs Othe[s S,e%mems)
*  Trying local food & drink : omeone eise's home (eg.
: Airbnb)

* Tent or caravan
DEFINING ATTITUDES « Alternative accommodation

* Seeking out new experiences .
» Always looking for new things to TRAVEL PLANNING & STYLE
do with one’s time * Friends & family are major

* Taking holidays full of action & influence
excitement Trusted/famous endorsers
* Happy to pay more for once-in-a influential

lifetime experiences
+ See themselves as trendsetters
and more popular than others

* Mobile device natives
* Leave plenty of room for
spontaneity

42

Source: VisitBritain Segmentation
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Social media presence is now part of everyday life

Social Media
Usage

B Daily
B Weekly

More local
sites
evident in
China

Tech
ownership
Smart phone
is almost
universal.
China has
high tablet
ownership too

India (%)

F]
il EEEE
v RO
A e
@ m:

Very active - above
global average for all
activities, uploading
photos, writing & liking
posts etc.

Youl L3
@
@ 15/ 26

L M 3. 16

Upload photos (55%)
More likely to play
games, enter
competitions etc.

China (%)
78 12
poll 05 4
41

=

B O

25 42

I
N al
~

4 39
22| 32

Very active - above
global average for many
activities, access news
& blogs, share photos,
seek advice etc.

UAE (%)

(fl 71 sl
Mite 45 135

Share others posts,

write posts & upload

photos. Play games,
enter competitions

Saudi (%)

]
W

©

[ £]
Generally less active
than other countries,

except playing games &
entering competitions

|
4

=
- —

N
81% [

»  Social Media usage is very high, particularly in UAE and China.

active both viewing and posting content.

Fund project.

Source: Technology and Social Media, 2016

Whilst overall proportion of people using social media frequently is lower than in some other countries, those that do use are very
The prevalence of local social media sites in China presents a challenge in terms of communications for the Discover England
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Staying connected is now an accepted part of the holiday experience for the majority.
Accessing & writing reviews is far more prevalent in these countries than for Europe

Tech on holiday

| like to stay
connected when on
holiday

My smartphone is
essential when | go
on holiday

My tablet is
essential when | go
on holiday

Review holiday
destinations

Access reviews
about..
Attractions/places to
see on holiday

Places to eat or
drink on holiday

Have done on
holiday o
Not done,

but interested o

India (%)

88
%

90
%

79% enjoy writing
80% trust reviews

71% 23%

69% 26%

US (%)

N
%

53% enjoy writing
67% trust reviews

66% 23%

68% 21%

China (%)

72% enjoy writing
74% trust reviews

71% 25%

66% 29%

UAE (%)

I
%

60% enjoy writing
649% trust reviews

52% 35%
48% 40%

Saudi (%)

__E
%

66% enjoy writing
68% trust reviews

60% 30%
63% 27%

«  With India the 3 larges internet market (after US & China) it is not surprising that staying connected while on holiday

is important to most people from India and the other target markets.

*  Most notable is the very high incidence of reading and writing reviews. This is clearly an important source of
information for people travelling from these countries, India in particular.
* Reviews are widely used to inform decisions on what to do on holiday and it will be important to support this channel
of communication whenever possible.

Source: Technology and Social Media, 2016
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Using location technology while on holiday is commonplace in all countries, but the cost of
use is an issue

Location
Technology on
Holiday

Used location
technology to find
places to visit nearby

Stayed with a local
host rather than
hotel/B&B

Used social media or
online to meet up with
fellow travellers

Used social media or
online to meet up with
locals

| wish it was cheaper
to use my smartphone
when abroad (strongly
agree/agree)

India (%)
]

Have done on holiday
Like to do in future

27%

41%

35%

31%

82%

US (%)

63%
37%
38%

36%

80%

China (%)

54%
40%

87%

UAE (%)

38%

42%

43%

44%

69%

Saudi (%)

28%

40%

37%

30%

79%

*  Location technology is widely used to find places to visit, reflecting the lack of knowledge and/or the wish for spontaneity. This
provides an opportunity to make use of location apps to help steer travellers to appropriate attractions

»  Travellers from India are the most likely country to use social media and location technology when on holiday

*  The cost of mobile is an issue in the focus countries. This suggests free wi-fi provision can be a notable benefit in hotels, attractions
and transport

Source: Technology and Social Media, 2016

46




VisitEngIand x\' o Insight

Use of Social Media on holiday is high

% using social media on holiday in Britain to.... + Use of Social Media whilst on holiday is high across all the

_ _ P 58% focus countries.
Keep in touch with people at home woie% - The Chinese use it particularly for recommendations and
advice. This reflects their general need for reassurance with
i 46% their holiday planning and provides an opportunity for providers
Post photos of my holiday q%g % by maximising their visibility on review sites
. 4% » Gulf travellers are more focused on staying in touch with
Look for recommendat!ons for %" 56% people and sharing what they are doing
places to eat or drink % * The US travellers are generally the least active on social media
Share where you are/what you are o 50?;"
doing q%%}g ° !,., ----- -.g S
- - . .
Let people know where | am at a g 46% | >
given moment # 44% ~

39% /

Help plan where to go/what to % :
see/do q;&%% /
(o a ‘ ===

41%

Ask for advice on where to go/what 0 . .
2% |
Share my advice/recommendations 5 ‘tf% 2
about visiting where | am %33&)" \

I have not used social media at all 006
on this holiday = 33%
. ./
India mUS m®mChina ®mUAE Saudi \'“‘.__..,. -

Source: Technology and Social Media, 2016
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&
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Summary - India

Insight Implications

As with many markets there was a drop in visitor numbers to Britain in 2016, but
indications are that 2017 volume will be up significantly. The predicted growth in the
middle classes should lead to continued growth in international travel from India

As we have seen with other long haul markets the lead time between thinking about
the trip and actually booking is quite considerable. Initial planning starts more than 6
months in advance for almost half of all travellers from India. However, perhaps
because of Visa issues two-thirds book within the two months before travelling

Whilst London is the main gateway, Birmingham also provides opportunity to offer
open-jaw itineraries for visitors from India. It is noted though that many holiday
visitors from India stay for two weeks or more, potentially combining holiday with
visiting friends and relatives

There is higher propensity of visitors from India to use private transport (coaches and
taxi)

Whilst London is the main gateway, Birmingham is also popular

Visitors from India tend to book more aspects of their trip in advance

With the right product offer and promotion, the
opportunity for growth through London and
Cultural England is strong

This implies that extended marketing activity
will be needed to London and Cultural England
top of mind from initial planning through to
actual booking

This may impact the overall package,
potentially requiring an ‘in England’ itinerary
that can be booked separately or fir for different
dates to the flights

This fits well with the London and Cultural
England offer and itineraries for the Indian
market could be successful with either public or
private transport options

This may provide opportunity to offer open-jaw
itineraries to a receptive audience of visitors
from India

This suggests that fully bookable itineraries will
be well received by the trade and by travellers
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Summary - India

Insight Implications

Visitors from India have wide interests A good fit to the London and Cultural England proposition
including both urban and rural destinations

There is high interest in dining in restaurants This suggests that food experiences should be built into the itinerary and the
marketing content. Care must be taken though that these are restaurants rather
than ‘pubs that offer food’. Other themes that may resonate with the Indian traveller
are around films and/or sport.

India travellers appear to be price sensitive It will be important to ensure packages are visible and ideally consistent in pricing
and actively seek out price information from across trade partners
multiple source

Booking channels are predominantly online With a fragmented travel trade it will be important to ensure the right trade partners
and reviews and recommendations on and are selected who have the online presence and are expert in the more premium
off-line are important in the decision-making sector. A strong social media presence and activity on review sites should help

process. This reflects the high tech ownership  strengthen awareness and consideration of the London and Partners offer
and social media activity in India

SR
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Newcastle Upon Tyne

Headline stats: Overseas visits, spend and nights to Newcastle Upon Tyne

Newcastle attracts 268,000 visits annually, 84,000 of which are holiday visits.

Visits, Spend and Nights to Newcastle Upon Tyne 3 year average for 2014-16

Visits (000s) Spend (Em) Nights (m)

Newcastle Total 268 Newcastle Total 139 Newcastle Total 2.2

Newcastle Holiday 84 Newcastle Holiday 32 Newcastle Holiday 0.4

Newcastle Upon Tyne Total mmm Newcastle Upon Tyne Holiday

Visits, Spend and Nights 5 Year Trend UK Total g
Visits (000s) Spend (Em) Nights (m)
22,257
31,064 32,613 34,43635.814 50934 21578 21787 22,
= = 245 265 273 277
230 S
11345 12,192 13,044 1337213434 8660 8510 8614 8458 8,577 s 2o o N .
296 174 166 .
243 263 .
212 200 129 123 19 Lo
86 13
57
71 68 80 44
28 03 03 04 05 g3

o1 80
23 23 _
[] ] [] I [] I u m [] H - - H | -

2012 2013 2014 2015 2016 2012 2013 2014 2015 2016 2012 2013 2014 2015 2016

53

Source: IPS 2014-2016. Please note figures exclude visitors that did not stay in the UK overnight
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Newcastle Upon Tyne

Trip purpose and source markets: All visitors and holiday visitors

Visiting friends or relatives is the most common trip purpose for visitors to Newcastle, followed closely by
holiday. There are a greater number of business visits to Newcastle compared to the UK average. Holiday
visitors to Newcastle are most likely to be from Ireland and are more likely than average to visit countryside/

villages and coasts or beaches.

Trip purpose

All visits to
Newcastle All visits to UK
31% 39%

m Other mVFR mBusiness = Holiday

Al

Newcastle
All visitors to UK

All holiday visitors
to Newcastle

All holiday visitors

Source Markets

8% %6%.5% 7%
8% 6%.3%6%
9% G%l%e%

| visitors to 42%

38%

33%

29%

to UK
® France mUSA m Germany Nordics u [taly
Spain m Netherlands Australia Asia Other

Top 3 source markets for holiday visitors
to Newcastle (ranked by visits)

Ireland Germany France
Visit Visit Visit
Spend Spend Spend
(Em) £11.1 (E€m) £8.6 (Em) £7.7

33% 39% 34% 32% 32%
. . - .22% 20%. 17% 1006 16%- 13%- 50

Activities conducted by holiday visitors to Newcastle

m UK Holiday Visitors m Newcastle Visitors

55% 54% 499

+a (2] = [%2] = 0 e ©
9 2 g 38 ) 5 Sl o
D o T o o c S g s = < °
=g =3 o o 0 = [2hs) S® S
= % DT = @ = [J]
o9 = I QS = © = O Qm zZ 2
i< g &3 2 §° G2
L 3 Q
= O o (@) =

IN
X

festival

Source: IPS 2014-2016, Activities from IPS 2016 only
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Newcastle Upon Tyne

Demographics and holiday characteristics: Holiday visitors

Holiday visitors to Newcastle are more likely than the UK average to be aged 25-34, visiting in the peak
summer season and visiting for a longer duration. Holiday visitors spend 4.7 nights on average in Newcastle.

Age
65+ 6% 6%
55-64 10% 11%
45-54

35-44 16%

20%

25-34

16-24

8%

0-15

5%
Holiday Visitors Holiday Visitors

to Newcastle to UK

Seasonality

m Oct-Dec

m Jul-Sep

Apr-Jun

30% 30%

BT T

Holiday visitors to Holiday visitors to

Newcastle UK

Holiday Duration*
Ave. duration

. 4.7 6.4
in area '
m 28+ nights 19%
m 14-27 nights
m 4-13 nights
0,
1-3 nights 32% 38%

Holiday visitors to Holiday visitors to
Newcastle UK

Average spend**

For whole trip Per night
£644
£381
£81 £101
s 2
Holiday Holiday Holiday Holiday

visitors to visitors to visitors to visitors to
Newcastle UK Newcastle UK

Holiday Type

m Package

Independent 83% 84%

Holiday visitors to Holiday visitors to
Newcastle UK

Source: IPS 2014-2016. *Note that duration chart refers to length of holiday overall for visitors to town, and average duration refers to duration in specified
town. **Spend is for the stay in the city/town only, whereas spend for the UK covers the whole trip. UK average duration and spend is higher than town

average due to cumulative visits to other areas for UK visitors.
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Newcastle Upon Tyne

Travel and destinations: Holiday visitors

The most common mode of travel for holiday visitors to Newcastle is airport via a North East gateway. Nearly

a quarter of holiday visitors arrive in Newcastle via seaport, higher than the UK average.

Mode of Travel

m Seaport

m Airport

H Rail

Holiday visitors to Holiday visitors to
Newcastle-Upon- UK
Tyne

Top 5 Gateway Regions to
Newcastle* (Top 5)

London - 17%

South East (excl.
London) - 13%

North West . 7%

Scotland F 7%

Source: IPS 2014-2016 . *Gateway Regions are defined in the introduction of this report

Base sizes too small to report day visits data
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Birmingham

Headline stats: Overseas visits, spend and nights to Birmingham

Overseas visits to Birmingham have increased every year for the last 5 years. Holiday visits, spend and nights
are significantly higher than in 2012 although lower than in 2015.

Visits, Spend and Nights to Birmingham 3 year average for 2014-16

Visits (000s) Spend (Em) Nights (m)
Birmingham Total 1,055 Birmingham Total 349 Birmingham Total 5.9
Birmingham Holiday 166 Birmingham Holiday 64 Birmingham Holiday 0.8
L . Birmingham Total mmm Birmingham Holiday
Visits, Spend and Nights 5 Year Trend —UK Total —UK Holiday
Visits (000s) Spend (Em) Nights (m)
22,257
31 064 32,613 34,436 35,814 18 NG 20 934 21,578 21,787 !
29,282 :
= /27 920 245 265 273 277
12,192 13,044 13,372 13,434 8,660 _ 8510 8614 8,458 8,577
11,345 73 79 83 86 84
1107 1115
925 944 362 386 363 6.0 e 6.3 6.3
300 4.7 :
713 253
116 156 156 180 162 47 60 51 73 69 0.7 0.8 0.6 0.9 0.7
- H u H H m | m H H - u - o -
2012 2013 2014 2015 2016 | 2012 2013 2014 2015 2016 2012 2013 2014 2015 2016
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Source: IPS 2014-2016. Please note figures exclude visitors that did not stay in the UK overnight
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Birmingham

Trip purpose and source markets: All visitors and holiday visitors

Over half of overseas visits to Birmingham are for business purposes (more than twice the UK average), only
1 in 6 for a holiday. Birmingham is more likely than average to attract holiday visitors from Ireland and Asia.
Holiday visitors are less likely than UK visitors on the whole to engage in cultural activities although visiting
parks and gardens and museums are the most common activity.

Trip purpose Source Markets
All visits to All visitors to a ) lo 5 9
Birmingham All visits to UK Birmingham A >8%

All visitors to UK

8% 6% la% 6% 38%
6% %s%lm 12% 42%

All holiday visitors
to Birmingham

39% - -,
16% All hollt(sl)alyjlzlsnors 0% % l% ” 29%
mOther mVFR mBusiness = Holiday mFrance mUSA m Germany Nordics mtaly
Spain m Netherlands Australia Asia Other
Top 3 source markets for holiday visitors Activities conducted by holiday visitors to Birmingham
to B”mmgham (ran ked by VISItS) 57% 55% 54% m UK Holiday Visitors mBirmingham Visitors

44% 40%

33% 39% 339
Ireland Germany USA 20% 27% 179 1500 16% 1396 13% 13% cs 8%
Visit Visit Visit
. o [ L L L L B R

000s) [l 52 Q g %5 3 3 5¢ T ° g
0o 3 T n o c T g s = C = T >
E— — S < £0 23 535 2o S= g g 28 g7
pen pen pen T & = o3 3= 28 =] o < 20
. . . o CD: = > — = e y—
(Em) £28.3  (omy £23.7  (em) £23.6 S 52 55 23 ES g o8 <
b= O o 8 =
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Source: IPS 2014-2016, Activities from IPS 2016 only
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Birmingham

Demographics and holiday characteristics: Holiday visitors

Overseas holiday visits to Birmingham are most likely to take place in July to September and to be booked
independently. On average holiday visitors stay 4.5 nights in Birmingham.

Age Seasonality Holiday Duration*
Ave. duration
- m Oct-Dec inarea 4P 6.4
+ y
5% 6% = Jul-Sep m 28+ nights hefe
55-64 0 0
14% 11% Apr-Jun H 14-27 nights
- m Jan-Mar mAa- i
45-54 o 30% 4-13 nights o oot
1-3 nights °
35.44 B C U o -
0
17% 20% Holiday visitors to Holiday visitors to Ho'é??%i\rl:sgors to Holiday visitors to
e gham UK
Birmingham UK
25-34 Average spend** Holiday Type
For whole trip Per night
16-24 £644 m Package
£386
0-15 7% 8% 89%
: . . . £86 £101 Independent ° 84%
Holiday Visitors Holiday Visitors — ——
to Birmingham to UK Holiday  Holiday  Holiday  Holiday | | |
visitors to visitors to visitors to visitors to : o : e
> > Holiday visitors to Holiday visitors to
Birmingham UK Birmingham UK Birmingham UK

Source: IPS 2014-2016. *Note that duration chart refers to length of holiday overall for visitors to town, and average duration refers to duration in specified
town. **Spend is for the stay in the city/town only, whereas spend for the UK covers the whole trip. UK average duration and spend is higher than town average
due to cumulative visits to other areas for UK visitors.
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Birmingham
Travel and destinations: Holiday visitors

Airport is the most common arrival mode for holiday visitors to Birmingham, and the West Midlands the top
gateway region. Around 1 in 4 arrive via London, 1 in 5 via the South East.

Mode of Travel Top 5 Gateway Regions to
Birmingham* (Top 5)

London [N 2+

South East
0,
(excl.London) - 19%

m Seaport
m Airport

m Rail North West I 3%

Scotland 1%

Holiday visitors to Holiday visitors to -
Birmingham UK

Source: IPS 2014-2016 . *Gateway Regions are defined in the introduction of this report 61
Base sizes too small to report day visits data
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- Insight

Manchester
Headline stats: Overseas visits, spend and nights to Manchester

Manchester attracts 1.1 million overseas visits annually, 256,000 of which are for a holiday. Overall and
holiday visit numbers, spend and nights-stayed increased significantly in 2015. Overall spend and nights-
stayed declined overall in 2016, but holiday spend and nights stayed remains steady.

Visits, Spend and Nights to Manchester 3 year average for 2014-16*

Visits (000s) Spend (Em) Nights (m)
Manchester Total 1,112 Manchester Total 467 Manchester Total 7.1
Manchester Holiday 256 Manchester Holiday 100 Manchester Holiday 1.1
.. . Manchester Total mmm Manchester Holiday
Visits, Spend and Nights 5 Year Trend —— UK Total — UK Holiday
Visits (000s) Spend (Em) Nights (m)
2,613 34,43635,814 21,578 21,787 22,257
29087 31,064 32013 1824520934 265 273 277
230 240
12,192 13,044 13,37213,434 8,660 8510 8614 8458 8,577
11,345 73 79 83 86 84
1152 1191 7.0 7.6 6.8
485 475 ' :
932 991 994 419 469 5.5 5.7
341
215 222 229 268 272 76 86 86 104 110 1.2 11 1.0 1.2 12
E 'm ‘'m 'R 'B|'m 'm 'm 'R H| m m'm'm'm
2012 2013 2014 2015 2016 | 2012 2013 2014 2015 2016 2012 2013 2014 2015 2016

63
Source: IPS 2014-2016. Please note figures exclude visitors that did not stay in the UK overnight
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Manchester

Trip purpose and source markets: All visitors and holiday visitors

Visitors to Manchester are more likely than visitors to the UK to be visiting for Business or ‘Other’ purposes.
The highest number of holiday visitors come from Ireland. Manchester attracts a lower percentage of visitors
from Mainland Europe than the UK in general. Holiday visitors to Manchester are less likely than average to
visit cultural venues, but more likely to visit countryside/villages, the coast and national parks

p purpose Source Markets
All VISItS to Al visitors t
Manchester All visits to UK Manchecter 9% e% Is% o% 46%
17% .
All visitors to UK 8% [0l 6% la% 6% 38%
-1 TR
0 . . .
23% 39% All hoh&la&&nsnors 0% - lM ) 29%
m Other mVFR m®Business = Holiday mFrance mUSA m Germany Nordics m ltaly
Spain ® Netherlands Australia Asia Other
Top 3 source markets for holiday visitors Activities conducted by holiday visitors to Manchester
to Manchester (ranked by VISIIS) 5706 . m UK Holiday Visitors mManchester Holiday Visitors
0,
land Jasw 2T A%% S ooy 33%
0 30%
Irelan USA Germany - - l 20% " 1706 1406 16% 21% 139, 18% e 7%
(]
Visit Visit Visit
©000s) IS 000s) NCARdM (000s) BEak co | o - oo | o = cw o= .
c > ‘O
80) £ 8 %08 g 2 §$ D ® 2e §= o g
Spend 46 Spend g5 Spend pog | 5T g2 252 23 £ 5§ g8 ®E 8%
(Em) . (Em) : (Em) : S gg 258 g3 33 = o8 z b
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Source: IPS 2014-2016, Activities from IPS 2016 only
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Manchester

Demographics and holiday characteristics: Holiday visitors

Holiday visitors to Manchester are more likely than the UK average to be aged 16-34, staying in the peak
summer season and to have booked their holiday independently. On average holiday visitors to Manchester

spend 4.4 nights in the City.

Age
65t wEvW  [WGYM
55-64 | 10% 11%
45-54

35-44 | 16%

20%

25-34

16-24

9% 8%

0-15

Holiday Visitors Holiday Visitors
to Manchester to UK

Seasonality

25% 30%

wdan-vor SIS

Holiday visitors Holiday visitors

m Oct-Dec
m Jul-Sep
Apr-Jun

Holiday Duration*
Ave. duration

. 4.4
in area
m 28+ nights
m 14-27 nights
m 4-13 nights
1-3 nights 27% 38%

Holiday visitors to Holiday visitors to

to Manchester to UK Manchester UK
Average spend** Holiday Type
For whole trip Per night -
£644 m Package
£391 92% "
£89 £101 Independent
rolicay  onday  Holiday  Holiday Holiday visitors Holiday visitors
visitors to visitors to visitors to visitors to to M hest o UK
Manchester UK Manchester UK 0 Manchester 0

Source: IPS 2014-2016. *Note that duration chart refers to length of holiday overall for visitors to town, and average duration refers to duration in specified
town. **Spend is for the stay in the city/town only, whereas spend for the UK covers the whole trip. UK average duration and spend is higher than town average

due to cumulative visits to other areas for UK visitors.
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Manchester

Travel and destinations: Holiday visitors

The vast majority of Holiday visitors to Manchester travelled to the UK via airport, and via a North West
gateway. Notably, nearly a third of holiday visitors to Manchester used a London or South East gateway. The
most popular day trip destinations from Manchester are Liverpool, York and Blackpool.

Mode of Travel Top 5 Gateway Regions to Destination of day trips from Manchester **
Manchester* (Top 5) (Top 5)
S t .
= Seapor North West _ 65% Liverpool _ 60%
London - 24% York - 29%
m Airport i i
South East
0 0
excl.Londor) W 8% Blackpool [JJj 18%
= Ralil West Mids | 1% Chester . 14%
North East | 1% Conwy 13%
Holiday visitors Holiday visitors
to Manchester to UK i

Source: IPS 2014-2016 . *‘Destination of day trips from Manchester” = IPS 2016 only. *Gateway Regions are defined in the introduction of 66
this report
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Headline stats: Overseas visits, spend and nights to London

London attracts on average of 18.3 million visits annually, around half of which are holiday visits. Total and
holiday visits to London have been steadily increasing since 2012. Overall spend has remained fairly constant.

Visits, Spend and Nights to London 3 year average for 2014-16

Visits (000s) Spend (Em) Nights (m)
London Total 18,348 London Total 11,871 London Total 109
London Holiday 9,150 London Holiday 5,348 London Holiday 44
o ) London Total mmm | ondon Holiday
Visits, Spend and Nights 5 Year Trend —UK Total ——UK Holiday
Visits (000s) Spend (Em) Nights (m)
2,613 34,43635,814
29,08y 31064 320613 a4 21,578 21,787 22,257
——lCl w Ll C
20 245 265 273 277
11345 12,192 13,044 1337213434 =—£52
— 8,510 8,614 8,577
8,660 8,458 73 79 83 86 84
tesal 19060 11496 11825 11919 11869 | ., og 108 108 11l
15461 16811 17404 10075
2012 2013 2014 2015 2016 | 2012 2013 2014 2015 2016 2012 2013 2014 2015 2016
68

Source: IPS 2014-2016. Please note figures exclude visitors that did not stay in the UK overnight



VisitEngland @ X\

Trip purpose and source markets: All visitors and holiday visitors

Half of all visits to London are for a holiday, with visitors coming from a range of source markets. Holiday
visitors to London are more likely than the UK average to visit parks or gardens and museums/ galleries and
are less likely than the UK average to conduct rural activities such as visiting the coast, countryside or National
Parks.

Trip purpose Source Markets
All visits to London All visits to UK A”Ii’(')sn'(tj%rﬁ to 8% 6% Is% 7% 34%
U :I
“ All visitors to UK 8% 6% la% 6% 38%
All htzlllt_jgzdvgiltors 10% % I4% o% 28%
50% i isi
39% All hollt(sl)alyjlzlsnors 0% % l% % 29%
m Other mVFR mBusiness Holiday mFrance mUSA m Germany Nordics mltaly
Spain m Netherlands Australia Asia Other
Top 3 source markets for holiday visitors Activities conducted by holiday visitors to London
to London (ranked by visits) 57% 61% 5505 61% 5406 54%% ®m UK Holiday Visitors mLondon Visitors
_ 39% 41%
France USA Nordics - - - - 20% 1305 17% 21% 16% go,  13% go —
Visit Visit Visit
©000s) (EAElN (000s) ISl (000s) RS seg o  Bg %5 3 3 58 E. g
<70 EQ 7 3 55 29 S = 89 28 &G
Spend Spend Spend S 2% o2 5= £ 23 o3 SN £ 0
(€m) £597 (€m) £871 (Em) £712 oo § = 7o &3 € = g = (SC) z <
p= 0o 8 £

69
Source: IPS 2014-2016, Activities from IPS 2016 only
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Demographics and holiday characteristics: Holiday visitors

25-34 year olds make up the largest age group of holiday visitors to London. Although most likely to visit in
July to September, a similar proportion visit in April to June. Holiday visitors to London tend to book their trip
independently and stay 4.9 nights on average. Average spend per trip and per night is greater than the UK

average.
Age Seasonality Holiday Duration*
Ave. duration
+
9?/ - 6% = Jul-Sep m 28+ nights
55-64 0 0
11% Apr-Jun m 14-27 nights
43%
35-44 . - . -
21% 20% Holiday visitors to Holiday visitors to Holiday visitors to - Holiday visitors to
London UK London UK
25-34 Average spend** Holiday Type
For whole trip Per night
16-24 £584 £644 m Package
0-15 6% 8% 86
. . . . £119 £101 Independent 0 84%
Holiday Visitors Holiday Visitors e ——
to London to UK '
Holiday Holiday Holiday Holiday

visitors to visitors to visitors to visitors to
London UK London UK

Holiday visitors to Holiday visitors to
London UK

Source: IPS 2014-2016. *Note that duration chart refers to length of holiday overall for visitors to town, and average duration refers to duration in specified 70
town. **Spend is for the stay in the city/town only, whereas spend for the UK covers the whole trip. UK average duration and spend is higher than town average
due to cumulative visits to other areas for UK visitors.
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Travel and destinations: Holiday visitors

Airport is the most common mode of travel for holiday visitors to London and is higher than the UK average.
Unsurprisingly, London is the top gateway region, although for 1 in 4 it is the South East. Windsor &
Maidenhead is the most popular day-trip destination, followed by Oxford.

Mode of Travel Top 5 Gateway Regions to Destination of day trips from London **
London* (Top 3) (Top 5)
et _ ° idonnea h °
London 72% Maidenhead 27%
south East [ 25% oxford [ 17%
m Airport N i
Bath & NE
0 0
East | 1% comorser TR 12%
= Rail Scotland | <1% Brighton & Hove - 11%
North East | <1% Cambridge 10%
Holiday visitors Holiday visitors
to London to UK B

Source: IPS 2014-2016 . *‘Destination of day trips from London” = IPS 2016 only. *Gateway Regions are defined in the introduction of this 71
report
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Buzzseekers are the biggest sector, but others provide opportunity too

Explorers

» 55+
* Australia, Germany,
France

Comfortable with who
they are

Slower relaxed pace
Like to go places that
don’t attract tourists

Local food & drink

Rural life & scenery
Famous/iconic places
Outdoor leisure pursuits
Visiting parks & gardens

B&B/Self-catering

Friends & family
Movies, books,
magazines & travel
agents

Mature Experience
Seekers
Outdoor Enthusiast

Oldest segment, outdoor

interests, slower pace
desired

ouAlE D -

(4
N

2]
@]
c
=
o
]

45+

Comfortable with who
they are

Outdoors in natural
landscapes

Off the beaten track
Seek out new
experiences

Local food & drink
Rural life & scenery
Famous/iconic places
History & heritage
Outdoor leisure pursuits

B&B

Friends & family
Websites

Outdoor Enthusiast
Mature Experience
Seekers

Older segment, outdoor
focused

Culture Buffs

Care about the image
they project

Travel is reward for hard
work

Demand worlds leading
sights

Local food & drink
Famous/iconic places

Mainstream hotels/B&B

Friends & family
Travel in groups or
families

Lifestyle Travellers
* Cultural Adventurers

» Core Target

*18-34

* Australia, Germany,
France India, USA,
Netherlands, Australia

» Seek new experiences

 Action & excitement

» Pay for once-in-a-
lifetime

» Trendsetters

Famous/iconic places
Local food & drink
Challenge/action filled
Hands on learning

Airbnb, camp, alternative
accommodation

Friends & family
Trusted influential
Mobile- natives
Spontaneous

Young Active Explorers
Lifestyle Travellers

» Core Target

v

* 55+
* USA

» Cities
 Creatures of habit
» Sensible

* Local food & drink
» Famous/iconic places
» Experiencing city life

* Mainstream hotel only

* Friends & family
» Websites & travel agents
» Deal-seekers

» Conservative Retirees
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BUZZSEEKERS

FAVOURITE TRAVEL
. ACTIVITIES
AGE '« Visiting famous places/iconic
«  Most (64%) 18-34yrs ': sites
18-24 (36%); 25-34 (28%); 1+ Trying local food & drink
35-44 (17%); 45-54 (10%); 55+ (9%) ! specialties

KEY MARKETS
* India, France, Germany,

UNIQUE TRAVEL ACTIVITIES
(versus other segments, but still

) niche) e 54 A .
_____ '_\I_e:[rjt_afl?pfjf’_'?‘f'?frﬁl'i’ H?'_A‘___. 1+ Challenge or action-filled ke o A ‘
GENDER . Handson learming activt WHO ARE THEY?
. 56% Male | _* __Hands-on learning activities )

GB LIKELY ACCOMMODATION

(unigue vs others segments)

+ Someone else’s home (e.g.
Airbnb)

* Tentor caravan

+ Alternativee accommodation

Free spirited, spontaneous, Buzzseekers are living in the
moment and always looking to make the most of their time.
Constantly fueled by the desire for ‘more’, they are
constantly on the search for new ideas, looking to meet new
people and engage in new activities that will challenge
them, providing fun and a sense of individual growth.

DEFINING ATTITUDES

* Seeking out new experiences

*  Always looking for new things
to do with one’s time

+ Taking holidays full of action &
excitement

* Happy to pay more for once-in-
a lifetime experiences

* See themselves as

TRAVEL PLANNING & STYLE
*  Friends & family are major

influence
trendsetters and more popular «  Trusted/famous endorsers
than others influential

Mobile device natives
* Leave plenty of room for
spontaneity




EXPLORERS

AGE
Most likely to be 55+ (58%)
18-24 (4%); 25-34 (8%); 35-44
(12%); 45-54 (17%); 55+ (58%)

KEY MARKETS

+ Australia, Germany,

GENDER
 52% Female

DEFINING ATTITUDES

» Comfortable with who they are —

unbothered how others see
them

+ Prefer holidays at a slower,
relaxed pace

* Not bothered by brands or
image

* Happy with what they have

* Like to go to places that don’t
attract many tourists

Source:VisitBritain Segmentation, 2017

FAVOURITE TRAVEL
ACTIVITIES

«  Experiencing local food & drink
«  Experiencing rural life & scenery
*  Visiting famous/iconic places

UNIQUE TRAVEL ACTIVITIES
(versus other segments)

+  Experiencing rural life & scenery
« Outdoor leisure pursuits

*  Visiting parks/gardens

GB LIKELY ACCOMMODATION
(unique vs others segments)

* Bed & Breakfast

* Self-catering

TRAVEL PLANNING & STYLE

* Friends & family are major
influence

* Movies, books, magazines &
travel agents used

*  49% travel with one other

WHO ARE THEY?

They appear independent of social image — true to
themselves, they are contented and enjoy holidays that
offer relaxation and a relaxed pace. Nature lovers, they
enjoy the outdoors as well as visiting the must see sites.
Despite intense pre-planning, they embrace the
unexpected, particularly the opportunity to go off the beaten
track, meet locals and embrace local culture.




ADVENTURERS

AGE

*  Over 45yrs (67%)

+  18-24 (8%); 25-34 (9%); 35-44
(18%); 45-54 (22%); 55+ (45%)

KEY MARKETS

Whilst Adventurers are not currently a
priority in any of our markets, it is still a
significant audience for us.

Adventurers tend to enjoy a very off the
beaten path adventure e.g. heli-camping in
an urban retreat — offerings which aren’t
traditionally offered in Britain.

Due to this, when they come to Britain they
tend to behave more like a Buzzseeker or

an Explorer and we will naturally pick them
up when targeting either of these segments

DEFINING ATTITUDES

* Comfortable with themselves
— don’t care what others
think

* Enjoy spending time
outdoors and in natural
landscapes

» Like to travel off the beaten
track

* Like to seek out new
experiences

Source:VisitBritain Segmentation, 2017

GENDER
« 53% Male

FAVOURITE TRAVEL
ACTIVITIES

» Experiencing rural life & scenery
» Experiencing local food & drink

*  Visiting famous/iconic places

* Exploring history & heritage

UNIQUE TRAVEL ACTIVITIES

(versus other segments)

* Outdoor leisure pursuits (long
walks, cycling, boating)

GB LIKELY ACCOMMODATION
(unique vs others segments)
* Bed & Breakfast popular

TRAVEL PLANNING & STYLE

*  Friends & family are major
influence

* Websites, especially ‘all in one’
ideas

* Tend to travel with one other

WHO ARE THEY?

Like to be away from the crowds and out of the spotlight,
they are most comfortable exploring the intrepid outdoors
and forging adventures that others (particularly others their
age) might not be up for.




SIGHTSEERS

AGE

»  Over 55yrs (57%)
18-24 (9%); 25-34 (7%); 35-44
(13%); 45-54 (14%); 55+ (57%)

KEY MARKETS

+ USA
GENDER
*  52% Male

DEFINING ATTITUDES

» Prefer cities to countryside

* | know what | like and tend to
stick with it

* Like to have a small group of
really close friends

+ Sensible

* Prefer stability

Source:VisitBritain Segmentation, 2017

FAVOURITE TRAVEL
ACTIVITIES

*  Experiencing local food & drink
»  Visiting famous/iconic places

« Experiencing city life

UNIQUE TRAVEL ACTIVITIES
(versus other segments)

*  Experiencing city life

+ Attending a specific event

GB LIKELY ACCOMMODATION

(unique vs others segments)

* Mainstream only (hotels, or
inner city bed and breakfast)

TRAVEL PLANNING & STYLE

* Friends & family are major
influence

*  Websites and travel agents

« Often look for travel deals

* Most travel with one other
(46%)

WHO ARE THEY?

Comfortable with who they are, but can still be quite
uncertain when it comes to international travel, wanting to
visit places and sites that are well known, safe and well
resourced for foreign tourists. They are city tourists through
and through — enjoying sites that are easy to find. Sensible,
well planned, they like to avoid uncertainty, so will seek
advice and reassurance in planning their trip.




CULTURE BUFFS

AGE

»  25yrs-54yrs (average 37)

o 18-24 (21%); 25-34 (26%); 35-
44 (21%); 45-54 (23%); 55+
(9%)

KEY MARKETS

+ China

GENDER
«  57% Female

DEFINING ATTITUDES

* Care about the image
portrayed to others

e Like to see travel as a
reward for their hard work

+ Demand to see the world’s
leading sites

FAVOURITE TRAVEL
ACTIVITIES

* Experiencing local food & drink
»  Visiting famous/iconic places

UNIQUE TRAVEL ACTIVITIES
(versus other segments)

*  World class food and drink

* Theme parks, zoos, day outings

GB LIKELY ACCOMMODATION

(unique vs others segments)

* Mainstream hotels and bed and
breakfast

TRAVEL PLANNING & STYLE

* Friends & family are major
influence

*  More likely to travel in medium
sized group

+ Typically families (41%)

WHO ARE THEY?

Image and brand conscious, these are individuals are
concerned with how others see them, so travelling can fulfil
this status kudos, particularly in how they travel and what
they do abroad, as they still like to choose well known, safe
tourist destinations for their travel needs.
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Links to data sources

VisitBritain Decisions & Influences Research, 2016

https://www.visitbritain.org/sites/default/files/vb-corporate/Documents-Library/documents/England-documents/visit_britain_decisions_and_influences_report final 07.04.17.pdf
https://www.visitbritain.org/sites/default/files/vb-corporate/Documents-Library/documents/England-documents/holiday _bookingv3.pdf
https://www.visitbritain.org/sites/default/files/vb-corporate/Documents-Library/documents/foresight 150 - researching_and_planning.pdf

https://www.visitbritain.org/sites/default/files/vb-corporate/Documents-Library/documents/foresight 151 - ipsos_booking_final.pdf

https://www.visitbritain.org/sites/default/files/vb-corporate/Documents-Library/documents/foresight 156 - britain_and competitors_v2.pdf

Discover England Fund Travel Trade Research, 2017

https://trade.visitbritain.com/wp-content/uploads/2017/07/discover_england_initial summary_report v7_140817.pdf

https://www.visitbritain.org/sites/default/files/vb-corporate/Documents-Library/documents/England-documents/def _travel trade research - final report 22 june 2017 v2.pdf

VisitBritain Beyond London, 2013

https://www.visitbritain.org/sites/default/files/vb-corporate/Documents-Library/documents/2013-7%20%E 2%80%98Beyond%20London%E 2%80%99%20Research.pdf

Technology and Social Media, 2016

https://www.visitbritain.org/sites/default/files/vb-corporate/Documents-Library/documents/foresight 152 - tech_and_social_media.pdf

IPS (International Passenger Survey)

https://www.visitbritain.org/inbound-tourism-trends

VisitBritain Luxury Travel Research 2017

2017 qualitative and quantitative research with High Net Worth and Ultra High Net Worth travellers in US, China and the Gulf (Saudi Arabia & UAE)

VisitBritain Market and Trade profiles

https://www.visitbritain.org/markets/india

GfK Anholt NBI Research, 2017

https://www.visitbritain.org/sites/default/files/vb-corporate/Documents-Library/documents/foresight 158 - how_the_ world_views_britain_2017.pdf
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https://www.visitbritain.org/sites/default/files/vb-corporate/Documents-Library/documents/England-documents/visit_britain_decisions_and_influences_report_final_07.04.17.pdf
https://www.visitbritain.org/sites/default/files/vb-corporate/Documents-Library/documents/England-documents/holiday_bookingv3.pdf
https://www.visitbritain.org/sites/default/files/vb-corporate/Documents-Library/documents/foresight_150_-_researching_and_planning.pdf
https://www.visitbritain.org/sites/default/files/vb-corporate/Documents-Library/documents/foresight_151_-_ipsos_booking_final.pdf
https://www.visitbritain.org/sites/default/files/vb-corporate/Documents-Library/documents/foresight_156_-_britain_and_competitors_v2.pdf
https://trade.visitbritain.com/wp-content/uploads/2017/07/discover_england_initial_summary_report_v7_140817.pdf
https://www.visitbritain.org/sites/default/files/vb-corporate/Documents-Library/documents/England-documents/def_travel_trade_research_-_final_report_22_june_2017_v2.pdf
https://www.visitbritain.org/sites/default/files/vb-corporate/Documents-Library/documents/2013-7 %E2%80%98Beyond London%E2%80%99 Research.pdf
https://www.visitbritain.org/sites/default/files/vb-corporate/Documents-Library/documents/foresight_152_-_tech_and_social_media.pdf
https://www.visitbritain.org/inbound-tourism-trends
https://www.visitbritain.org/markets/india
https://www.visitbritain.org/sites/default/files/vb-corporate/Documents-Library/documents/foresight_158_-_how_the_world_views_britain_2017.pdf




