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How to interpret the results

CONSIDERATION OF ACTIVITY
CLUSTERS ON HOLIDAY TO ENGLAND

TOP 2 BOX (DEFINITELY WOULD OR VERY LIKELY TO) CONSIDERATION OF ACTIVITY
CLUSTERS ON HOLIDAY TO ENGLAND AND INDEXING AGAINST “GLOBAL” TOP 2 BOX
SCORES. BOTH COLUMNS SHOW / BASED ON NORMALISED DATA

DEFINITELY/  INDEX
VERY LIKELY  cONSIDERATION

ACTIVITY CLUSTER
Consideration of activity clusters ranked on definitely would or
very likely to consider. Indexing highlights differences vs. the 10-
market average. An index score of 100 means the market is on par
with this average, an index score above 100 indicates that the cluster
is considered more within the market in question ...

D 4

Experiencing rural life & scenery 67%

Attending cultural / music / sports events 44%

a

... Whereas an index score below 100 indicates that the cluster is
considered less within the market relative to the “global” average.

Discover England Fund — Activities & Themes Research 2017

MOST CONSIDERED ACTIVITIES ON HOLIDAY TO
ENGLAND AND IMPORTANCE VS. CHOOSING ENGLAND

TOP 2 BOX (DEFINITELY WOULD OR VERY LIKELY TO) CONSIDERATION OF ACTIVITY ON
HOLIDAY TO ENGLAND) AND TOP 2 BOX (SOLE/VERY IMPORTANT REASON) IMPORTANCE OF
ACTIVITY VS. CHOSING ENGLAND INDEXED AGAINST AVERAGE IMPORTANCE OF ACTIVITIES

DEFINITELY /
VERY LIKELY

INDEX

ACTIVITY
IMPORTANCE
Consideration of activities ranked on definitely would or very likely
to consider. The indexing of importance indicates whether a given
activity is more or less important as a consideration driver. Here an
index score of 100 indicates that the activity is of average importance as
a driver of consideration vs. the importance of all activities within the
market. Conversely, an index score above 100 indicates that the activity

is of above average importance ...

... and an index score below 100 indicates that the importance of the
activity in question is average relative to all activities within the market.

Trying local food & drink specialities

D 4

Visiting a National Park 52%

List continues overleaf ...




VisitEngland & How to interpret the results

Snapshot summary of the most defining characteristics of the market, } MARKET SUMMARY (EXAMPLE)

typically majoring on skews relative to the 10-market average or
calling out key findings relating to consideration of activities / clusters
and the importance of the latter in driving consideration of England.

* Most likely reflecting the older demographic skew, action and
outdoor activity clusters are not found majorly appealing,
whereas rural life and scenery appeals more

» Aside from the classic drivers (famous places, buildings &
historic monuments), the prospect of exploring villages / rural
areas and local food / drink specialities have the greatest
impact on consideration of England

* As a driver contemporary culture punches about its weight,
but in terms of consideration, this isn’t a key activity

INDEXING

Detailed explanation of indexing and the colour coding applied to index Indexing shows relative differences, e.g. against the global average

scores to highlight more or less pronounced differences relative to the } or the average importance of activities. An index score of 120 next to

10-market average or the in-market average. a 60% score indicates a global average of 50% as does an index
score of 80 next to a 40% score.

COLOUR CODING OF INDEX SCORES
Index scores have been colour coded to highlight smaller or greater

The demographics block calls out any major skews in the demographic differences. M=strong under-indexing (index <80), “=moderate
make up people who have booked an England holiday already, under-indexing (index 80-89), m=moderate over-indexing (index 110-
indexing scores within sub-groups against the total for the market. 119) and m=strong over-indexing (index 120+)

DEMOGRAPHICS SKEWS: % ALREADY BOOKED SOURCE

ENGLAND HOLIDAY INDEXED VS. MARKET TOTAL Online survey of 1,640 respondents. Fieldwork carried out between

18-34 3554 55+ Male Female AB  C1 CepE  [02.17]and[03.17].

7% 4% 5% 7% 5% 6% 5% 6%
135 69 85 118 82 105 84 116

Discover England Fund — Activities & Themes Research 2017




VisitEngland &

How to interpret the results

IMPORTANT FACTORS WHEN TAKING HOLIDAYS
GENERALLY & ENGLAND DELIVERY AGAINST THESE

TOP 2 BOX IMPORTANCE (VERY IMPORTANT / EXTREMELY IMPORTANT) GENERALLY, AND INDEXED
AGAINST GLOBAL IMPORTANCE, COMPARED TO TOP 2 BOX ENGLAND DELIVERY AGAINST THIS
(SCORED 6 OR 7 WHERE 7 MEANS ENGLAND IS A REALLY GREAT PLACE FOR THIS)

IMPORTANT WHEN TAKING HOLS vimvLkely  INDEX  Vivikely  DIFF

GENERALLY VS GLOBAL ENGLAND VS GENERALLY

Enjoying the natural world / scenery 17T% 108 53% -24%
A

Comparison of important factors when it comes to choosing a destination
generally and England specifically. Expressed in terms of extremely important or
very important and indexed vs. the “global”, 10-market average to highlight instances
where a factor or “need” is more or less important in the market relative to the 10-
market average. The difference — expressed in percentage points — between what’s
important generally and when it comes to choosing England draws attention to areas
where England suffers from a “capabilities gap” vs. areas where England is in a
position of relative strength.

Discover England Fund — Activities & Themes Research 2017

Consideration of locations indicates preferences for
London vs. other England locations. Scores indexed
to highlight differences vs. the 10-market average...

h 4
LOCATIONS CONSIDERED INDEX
IN ENGLAND VS GLOBAL
London 84% 103

Coastal or beach locations 71%

... meaning that an index over 100 indicates a
stronger preference for that location relative to the
“global”, 10-market average (and vice versa).

Modern towns and cities
0
(i.e. outside London) 41%

QUALITATIVE SUMMARY

Additional observations from supplementary
gualitative interviews conducted as part of this
research programme
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VisitEngland 3 2,783,000 trips to England in 2016 (rank 3) .... including 53% to rest of England * ~ Germany ﬁ

ATTITUDE TOWARDS TAKING A 0 9
HOLIDAY TO ENGLAND IN FUTURE - 69%

Would definitely England holiday
consider already booked NET England
consideration

CONSIDERATION OF ACTIVITY MOST CONSIDERED ACTIVITIES ON HOLIDAY TO
CLUSTERS ON HOLIDAY TO ENGLAND ENGLAND AND IMPORTANCE VS. CHOOSING ENGLAND
TOP 2 BOX (DEFINITELY WOULD OR VERY LIKELY TO) CONSIDERATION OF ACTIVITY TOP 2 BOX (DEFINITELY WOULD OR VERY LIKELY TO) CONSIDERATION OF ACTIVITY ON
CLUSTERS ON HOLIDAY TO ENGLAND AND INDEXING AGAINST “GLOBAL” TOP 2 BOX HOLIDAY TO ENGLAND) AND TOP 2 BOX (SOLE/VERY IMPORTANT REASON) IMPORTANCE OF
SCORES. BOTH COLUMNS SHOW / BASED ON NORMALISED DATA ACTIVITY VS. CHOSING ENGLAND INDEXED AGAINST AVERAGE IMPORTANCE OF ACTIVITIES

DEFINITELY /
ACTIVITY CLUSTER VERY LIKELY o NDEX  — ACTIVITY (1-10 of 40) VERY LIKELY

DEFINITELY/  INDEX
IMPORTANCE

Visiting famous / iconic attractions / places 88% 108 Seeing world famous or iconic places 82% 197
Experiencing city life 76% 107 Visiting a castle/palace/historic house 79% 149

Exploring history and heritage 75% 100 Visiting a historic monument 75% 137

Experiencing rural life & scenery 67% Visiting a park/garden 74% 105

Attending cultural / music / sports events 44% Trying local food & drink specialities 70% 137

Outdoor leisure pursuits 41% Short (< 2hrs) country or coastal walk 69% 104
Challenge and / or action 21% Visiting a museum 56% 106

Exploring villages / rural areas 54% 131
Parks/gardens, short walks & museums are widely considered, o ) 00
but their impact as drivers of visitation are average. < Visiting a National Park 52%
Villages/rural areas punch above their weight
g P g Event associated with local traditions 52% 101

. s List continues overleaf ...
Discover England Fund — Activities & Themes Research 2017

*IPS 2016




VisitEngland 2,783,000 trips to England in 2016 (rank 3) .... including 53% to rest of England * ~ Germany ﬁ

MOST CONSIDERED ACTIVITIES ON HOLIDAY TO MARKET SUMMARY
ENGLAND AND IMPORTANCE VS. CHOOSING ENGLAND

DEFINITELY/  |NDEX
ACTIVITY (11-20 of 40) VERY LIKELY  |MPORTANGCE

» Action and outdoor activity clusters are not found majorly
appealing, whereas rural life and scenery appeal more

) . » Aside from the classic drivers (famous places, buildings &
Long (> 2 day) country or coastal walk 46% 109 historic monuments), the prospect of exploring villages / rural
areas and local food / drink specialities have the greatest

L I 0
Experiencing local nightlife 46% 101 impact on consideration of England
Visiting a religious building 43% 91 + As adriver contemporary culture punches about its weight,
but in terms of consideration, this isn’t a key activity
Shopping for locally made products/craft 43% 93
Having a gourmet meal 41% INDEXING
Food & drink tour or attraction 39% 99 Indexing shows_ relative dlfferenc.efsz e.g. agamst the global average
or the average importance of activities. An index score of 120 next
. to a 60% score indicates a global average of 50% as does an index
Shopping for clothes 39% 95 score of 80 next to a 40% score.
Film/TV/Literat ttracti 39% 96
i i feratlite afftaction ’ COLOUR CODING OF INDEX SCORES
; ; Index scores have been colour coded to highlight smaller or greater
Watching a play / musical 37% X . X .
e A ’ differences. M=strong under-indexing (index <80), ""'=moderate
- . under-indexing (index 80-89), Fi=moderate over-indexing (index
Visit t It ttract 36% ' T
Isiting contemporary cliiture attraction ’ 110-119) and m=strong over-indexing (index 120+)
DEMOGRAPHICS SKEWS: % ALREADY BOOKED SOURCE
ENGLAND HOLIDAY INDEXED VS. MARKET TOTAL Online survey of 1,640 respondents. Fieldwork carried out between
18-34 35-54 55+  Male Female AB Cl C2DE [02.17] and [03.17].

25% 17% 8% 18% 13% 20% 14% 19%

Discover England Fund — Activities & Themes Research 2017
*IPS 2016




VisitEngland 2,783,000 trips to England in 2016 (rank 3) .... including 53% to rest of England * ~ Germany ﬁ

IMPORTANT FACTORS WHEN TAKING HOLIDAYS BEEN TO ENGLAND IN PAST 3 4%
GENERALLY & ENGLAND DELIVERY AGAINST THESE YEARS INDEXED AGAINST GLOBAL QELE

TOP 2 BOX IMPORTANCE (VERY IMPORTANT / EXTREMELY IMPORTANT) GENERALLY, AND INDEXED
AGAINST GLOBAL IMPORTANCE, COMPARED TO TOP 2 BOX ENGLAND DELIVERY AGAINST THIS
(SCORED 6 OR 7 WHERE 7 MEANS ENGLAND IS A REALLY GREAT PLACE FOR THIS)

IMPORTANT WHEN TAKING HOLS vervikely INDEX  Vervikely  DIFF LOCATIONS CONSIDERED INDEX
GENERALLY VS GLOBAL ENGLAND VS GENERALLY IN ENGLAND VS GLOBAL
Enjoying the natural world / scenery 77% 108 53% -24% London 84% 103
Learning more about the destination / country  77% 64% -13% Coastal or beach locations 71%
. . Historic towns and cities
0 0 0 0
Seeing the most famous sights ... 70% 105 73% +2% (i.e. outside London) 67% 93
Experiencing local culture 66% 104 58% -7% Countryside / villages 55% 92
. Modern towns and cities
0 0 -300 0
Rest and relaxation 64% 104 35% 30% (i.e. outside London) 41%
Learning about history and heritage 61% 104 66% +5%
QUAL SUMMARY
Treating / spoiling yourself / others 60% 106 33% -27% + Very sophisticated travel market — often with detailed
and extensive experience of visiting England and of
Fun for all the family 51% 90 33% -18% particular areas and attractions
» Open to getting beyond the cliché — greater familiarity
Meeting new people 35% 50% +15% with the country and confidence about visiting means
they're a little more open to considering things not on
Helping the local community / environment 24% 40% +16% the ‘tourist trail
* Happy to drive — interested in renting even if flown, so
Achieving something challenging 19% 37% +18% less concerned about public transport links and less
likely to be influenced by them
Thrill and excitement from activities / sports 17% 30% +14% « Tend to think of Brits as exotic — one of the most able
' to find exotic in the mundane (and laugh at it!)
Partying 11% 45%  +34% +  Get excited about the outdoors and the history

Discover England Fund — Activities & Themes Research 2017
*IPS 2016




VisitEngland @

ATTITUDE TOWARDS TAKING A
HOLIDAY TO ENGLAND IN FUTURE 0

Would definitely
consider

CONSIDERATION OF ACTIVITY
CLUSTERS ON HOLIDAY TO ENGLAND

TOP 2 BOX (DEFINITELY WOULD OR VERY LIKELY TO) CONSIDERATION OF ACTIVITY
CLUSTERS ON HOLIDAY TO ENGLAND AND INDEXING AGAINST “GLOBAL” TOP 2 BOX
SCORES. BOTH COLUMNS SHOW / BASED ON NORMALISED DATA

DEFINITELY/  INDEX

ACTIVITY CLUSTER VERY LIKELY = CONSIDERATION

Visiting famous / iconic attractions / places 72%

Exploring history and heritage 71% 96
Experiencing city life 67% 94
Experiencing rural life & scenery 61% 100
Outdoor leisure pursuits 60% 105
Attending cultural / music / sports events 56% 104
Challenge and / or action 37% 120

The most considered activities are also the strongest drivers of
visitation. Food/drink relatively key, but in the sense of local <
specialities (gourmet meals is an average driver)

Discover England Fund — Activities & Themes Research 2017
*IPS 2016

3,087,000 trips to England in 2016 (rank 2) ... including 37% to rest of England *

United States

England holiday
already booked

NET England
consideration

MOST CONSIDERED ACTIVITIES ON HOLIDAY TO
ENGLAND AND IMPORTANCE VS. CHOOSING ENGLAND

TOP 2 BOX (DEFINITELY WOULD OR VERY LIKELY TO) CONSIDERATION OF ACTIVITY ON
HOLIDAY TO ENGLAND) AND TOP 2 BOX (SOLE/VERY IMPORTANT REASON) IMPORTANCE OF
ACTIVITY VS. CHOSING ENGLAND INDEXED AGAINST AVERAGE IMPORTANCE OF ACTIVITIES

DEFINITELY /
VERY LIKELY

INDEX

IMPORTANCE

ACTIVITY (1-10 of 40)

Seeing world famous or iconic places 73% 160
Visiting a castle/palace/historic house 71% 133
Trying local food & drink specialities 71% 145
Visiting a historic monument 70% 143
Visiting a museum 64% 123
Having a gourmet meal 64% 101
Visiting a park/garden 63% 102
Event associated with local traditions 63% 106
Short (< 2hrs) country or coastal walk 62% 95
Food & drink tour or attraction 61% 105

List continues overleaf ...




VisitEngland & 3,087,000 trips to England in 2016 (rank 2) ... including 37% to rest of England*  United States

MOST CONSIDERED ACTIVITIES ON HOLIDAY TO
ENGLAND AND IMPORTANCE VS. CHOOSING ENGLAND

DEFINITELY/  INDEX

ACTIVITY (11-20 of 40) VERY LIKELY  mpoRTANCE
Exploring villages / rural areas 60% 109
Visiting a National Park 60% 97
Shopping for locally made products/craft 57% 96
Visiting an art gallery 53%

Visiting contemporary culture attraction 53%

Visiting a religious building 52%

Watching a play / musical 52%

Visiting places linked to family history 51% 100
Film/TV/Literature attraction 51% 97
Long (> half day) country or coastal walk 51%

DEMOGRAPHICS SKEWS: % ALREADY BOOKED
ENGLAND HOLIDAY INDEXED VS. MARKET TOTAL

18-34 35-54 55+ Male Female AB C1 C2DE

22% 15% 3% 20% 11% 16% 14% 18%

Discover England Fund — Activities & Themes Research 2017
*IPS 2016

MARKET SUMMARY

* No major activity cluster skews, though above average
consideration of challenge / action

* Local food/drink broadly on par with more traditional drivers,
e.g. iconic places, buildings and historic monuments ...

* ... but gourmet food and food/drink related tours more
average drivers of consideration

» Of the less widely considered activities, contemporary
culture punches above its weight as a driver of consideration

INDEXING

Indexing shows relative differences, e.g. against the global average
or the average importance of activities. An index score of 120 next
to a 60% score indicates a global average of 50% as does an index
score of 80 next to a 40% score.

COLOUR CODING OF INDEX SCORES

Index scores have been colour coded to highlight smaller or greater
differences. M=strong under-indexing (index <80), ""=moderate
under-indexing (index 80-89), m=moderate over-indexing (index
110-119) and m=strong over-indexing (index 120+)

SOURCE
Online survey of 1,541 respondents. Fieldwork carried out between
[02.17] and [03.17].




VisitEngland @ 3,087,000 trips to England in 2016 (rank 2) ... including 37% to rest of England *  United States

IMPORTANT FACTORS WHEN TAKING HOLIDAYS
GENERALLY & ENGLAND DELIVERY AGAINST THESE

TOP 2 BOX IMPORTANCE (VERY IMPORTANT / EXTREMELY IMPORTANT) GENERALLY, AND INDEXED
AGAINST GLOBAL IMPORTANCE, COMPARED TO TOP 2 BOX ENGLAND DELIVERY AGAINST THIS
(SCORED 6 OR 7 WHERE 7 MEANS ENGLAND IS A REALLY GREAT PLACE FOR THIS)

DEFINITELY /

IMPORTANT WHEN TAKING HOLS  VervLikeLy

GENERALLY

Experiencing local culture 65%
Enjoying the natural world / scenery 64%

Learning more about the destination / country ~ 64%

Seeing the most famous sights ... 63%
Learning about history and heritage 60%
Rest and relaxation 55%
Fun for all the family 55%
Treating / spoiling yourself / others 50%
Meeting new people 41%
Thrill and excitement from activities / sports 37%
Achieving something challenging 35%
Helping the local community / environment 31%
Partying 26%

INDEX

VS GLOBAL

104
90
95
94

102

97

114
136

142

128
127

DEFINITELY /
VERY LIKELY
ENGLAND

58%
52%
62%
66%
65%
44%
51%
48%
50%
41%
43%
41%

48%

Discover England Fund — Activities & Themes Research 2017

*IPS 2016

DIFF

7%
-12%
-2%
+3%
+5%
-11%
-4%
-2%
+9%
+4%
+9%
+10%

+22%

BEEN TO ENGLAND IN PAST 3

YEARS INDEXED AGAINST GLOBAL WQELE

LOCATIONS CONSIDERED INDEX
IN ENGLAND VS GLOBAL
London 83% 102
Historic towns and cities

(i.e. outside London) 74% 103
Countryside / villages 67%

Coastal or beach locations 62% 101
Modern towns and cities 59% 120

(i.e. outside London)

QUAL SUMMARY

.

Very into the history and heritage, and potentially
culture (especially Shakespeare)

Quite nervous travellers but feel calmer in England
Love having their sense of fun and a bit of ‘adventure-
lite’ encouraged in the way things are described —
although actually quite middle of the road in terms of
the actual activities and experience they take part in!

Less comfortable driving in the UK — to the extent they
can feel it's a risk to their life...




VisitEngland @

HOLIDAY TO ENGLAND IN FUTURE 0

Would definitely
consider

CONSIDERATION OF ACTIVITY
CLUSTERS ON HOLIDAY TO ENGLAND

TOP 2 BOX (DEFINITELY WOULD OR VERY LIKELY TO) CONSIDERATION OF ACTIVITY
CLUSTERS ON HOLIDAY TO ENGLAND AND INDEXING AGAINST “GLOBAL” TOP 2 BOX
SCORES. BOTH COLUMNS SHOW / BASED ON NORMALISED DATA

DEFINITELY/  INDEX

ACTIVITY CLUSTER VERY LIKELY = CONSIDERATION

Visiting famous / iconic attractions / places 84% 103
Exploring history and heritage 81% 108
Experiencing city life 70% 99
Experiencing rural life & scenery 63% 104
Outdoor leisure pursuits 52% 91
Attending cultural / music / sports events 50% 92
Challenge and / or action 26%

Though widely considered, museums and parks/gardens are
less potent drivers of visitation. Villages / rural areas <
conversely are punching above their weight here

Discover England Fund — Activities & Themes Research 2017
*IPS 2016

924,000 trips to England in 2016 (rank 7) ... including 56% to rest of England *

Australia

England holiday
already booked

NET England

consideration

MOST CONSIDERED ACTIVITIES ON HOLIDAY TO
ENGLAND AND IMPORTANCE VS. CHOOSING ENGLAND

TOP 2 BOX (DEFINITELY WOULD OR VERY LIKELY TO) CONSIDERATION OF ACTIVITY ON
HOLIDAY TO ENGLAND) AND TOP 2 BOX (SOLE/VERY IMPORTANT REASON) IMPORTANCE OF
ACTIVITY VS. CHOSING ENGLAND INDEXED AGAINST AVERAGE IMPORTANCE OF ACTIVITIES

DEFINITELY /
VERY LIKELY

INDEX

IMPORTANCE

ACTIVITY (1-10 of 40)

Seeing world famous or iconic places 85% 198

Visiting a castle/palace/historic house 78% 157

Visiting a historic monument 7% 156

Trying local food & drink specialities 74% 132

Visiting a museum 67% 101

Visiting a park/garden 65%
Exploring villages / rural areas 63%
Having a gourmet meal 60%
Food & drink tour or attraction 54%
Visiting a National Park 53% 93

List continues overleaf ...




VisitEngland @

MOST CONSIDERED ACTIVITIES ON HOLIDAY TO
ENGLAND AND IMPORTANCE VS. CHOOSING ENGLAND

ACTIVITY (11-20 of 40) ey ey | JNDEX
Shopping for locally made products/craft 53% 91
Short (< 2hrs) country or coastal walk 53%

Visiting places linked to family history 52% 104
Visiting an art gallery 52%

Event associated with local traditions 50% 107
Shopping for clothes 48%

Visiting contemporary culture attraction 47%

Visiting a religious building 44%
Film/TV/Literature attraction 43%

Watching a play / musical 42%

DEMOGRAPHICS SKEWS: % ALREADY BOOKED
ENGLAND HOLIDAY INDEXED VS. MARKET TOTAL

18-34 35-54 55+ Male Female AB C1

C2DE

7% 4% 5% 7% 5% 6% 5% 6%

Discover England Fund — Activities & Themes Research 2017
*IPS 2016

924,000 trips to England in 2016 (rank 7) ... including 56% to rest of England *

Australia

MARKET SUMMARY

* England not strongly considered for challenge / action
activities, but all other clusters generally considered

* Major drivers of consideration at an activity level are history
and iconic destinations, but no exclusive skew to what the
city has to offer ...

» ... exploration of villages / rural areas is a key driver of
consideration too

» Contemporary culture perhaps not the most widely
considered activity, but one that disproportionally drives
consideration of England

INDEXING

Indexing shows relative differences, e.g. against the global average
or the average importance of activities. An index score of 120 next
to a 60% score indicates a global average of 50% as does an index
score of 80 next to a 40% score.

COLOUR CODING OF INDEX SCORES

Index scores have been colour coded to highlight smaller or greater
differences. M=strong under-indexing (index <80), ""=moderate
under-indexing (index 80-89), m=moderate over-indexing (index
110-119) and m=strong over-indexing (index 120+)

SOURCE
Online survey of 1,521 respondents. Fieldwork carried out between

[02.17] and [03.17].




VisitEngIand ()} 2,245,000 trips to England in 2016 (rank 4) ... including 46% to rest of England *

ATTITUDE TOWARDS TAKING A
HOLIDAY TO ENGLAND IN FUTURE 0
Would definitely
consider

CONSIDERATION OF ACTIVITY
CLUSTERS ON HOLIDAY TO ENGLAND

TOP 2 BOX (DEFINITELY WOULD OR VERY LIKELY TO) CONSIDERATION OF ACTIVITY
CLUSTERS ON HOLIDAY TO ENGLAND AND INDEXING AGAINST “GLOBAL” TOP 2 BOX
SCORES. BOTH COLUMNS SHOW / BASED ON NORMALISED DATA

DEFINITELY/  INDEX

ACTIVITY CLUSTER VERY LIKELY CONSIDERATION
Visiting famous / iconic attractions / places 82% 101
Exploring history and heritage 78% 104
Experiencing city life 67% 95
Outdoor leisure pursuits 58% 102
Attending cultural / music / sports events 55% 102
Experiencing rural life & scenery 52%

Challenge and / or action 30% 96

Parks/gardens, National Parks and country walks are widely <

considered activities, but like locally made products and craft,
they are only average drivers of visitation

Discover England Fund — Activities & Themes Research 2017

*IPS 2016

England holiday
already booked NET England

consideration

MOST CONSIDERED ACTIVITIES ON HOLIDAY TO
ENGLAND AND IMPORTANCE VS. CHOOSING ENGLAND

TOP 2 BOX (DEFINITELY WOULD OR VERY LIKELY TO) CONSIDERATION OF ACTIVITY ON
HOLIDAY TO ENGLAND) AND TOP 2 BOX (SOLE/VERY IMPORTANT REASON) IMPORTANCE OF
ACTIVITY VS. CHOSING ENGLAND INDEXED AGAINST AVERAGE IMPORTANCE OF ACTIVITIES

DEFINITELY/  INDEX

ACTIVITY (1-10 of 40) VERY LIKELY  iMPORTANGE
Seeing world famous or iconic places 82% 187
Visiting a historic monument 81% 176
Visiting a castle/palace/historic house 78% 141
Trying local food & drink specialities 76% 143
Visiting a museum 72% 137
Visiting a park/garden 65% 95
Short (< 2hrs) country or coastal walk 60%

Shopping for locally made products/craft 58%

Visiting a National Park 57% 92
Exploring villages / rural areas 57% 121

List continues overleaf ...




VisitEngIand 2,245,000 trips to England in 2016 (rank 4) ... including 46% to rest of England *

MOST CONSIDERED ACTIVITIES ON HOLIDAY TO MARKET SUMMARY
ENGLAND AND IMPORTANCE VS. CHOOSING ENGLAND

» At an activity cluster level, consideration of rural life &

DEFINITELY/  INDEX scenery is below average
ACTIVITY (11-20 of 40) VERY LIELY | o INDEX y g

* However, as an activity, exploration of villages / rural areas
Long (> half day) country or coastal walk 56% 102 is relatively widely considered and has an above average
effect on consideration of England (as a driver)

Visiting contemporary culture attraction 56% 140 . . . .
g porary ’ * Local food/drink also has a profound impact on consideration
Visiting an art gallery 5506 alongside the more common activities such as visiting iconic
places and historical destinations

Event associated with local traditions 54% 108 + Also a fairly widely considered activity, visiting contemporary

_ _ _ culture attractions strongly affects consideration of England
Film/TViLiterature attraction 54% o7 whereas clothes shopping is a less potent driver
Shopping for clothes 51%

PRIng INDEXING

Food & drink tour or attraction 48% Indexing shows relative differences, e.g. against the global average

or the average importance of activities. An index score of 120 next
to a 60% score indicates a global average of 50% as does an index

Visiting a religious building 46% 95 £80 o & 40%
score o nextto a 0 score.

Experiencing local nightlife 45%
COLOUR CODING OF INDEX SCORES

45% Index scores have been colour coded to highlight smaller or greater
differences. M=strong under-indexing (index <80), ""=moderate
under-indexing (index 80-89), M=moderate over-indexing (index

Watching a play / musical

DEMOGRAPHICS SKEWS: % ALREADY BOOKED ! - ~model
ENGLAND HOLIDAY INDEXED VS. MARKET TOTAL 110-119) and W=strong over-indexing (index 120+)
18-34 35-54 55+ Male Female AB C1 C2DE SOURCE
Online survey of 1,509 respondents. Fieldwork carried out between
12% 8% 7% 10% 10% 11% 9% 10% [02.17] and [03.17].

127 n 101 99 95 104

Discover England Fund — Activities & Themes Research 2017
*IPS 2016




VisitEng|and 3 3,361,000 trips to England in 2016 (rank 1) ... including 44% to rest of England *

ATTITUDE TOWARDS TAKING A
HOLIDAY TO ENGLAND IN FUTURE 0
Would definitely
consider

CONSIDERATION OF ACTIVITY
CLUSTERS ON HOLIDAY TO ENGLAND

TOP 2 BOX (DEFINITELY WOULD OR VERY LIKELY TO) CONSIDERATION OF ACTIVITY
CLUSTERS ON HOLIDAY TO ENGLAND AND INDEXING AGAINST “GLOBAL” TOP 2 BOX
SCORES. BOTH COLUMNS SHOW / BASED ON NORMALISED DATA

DEFINITELY/  INDEX

ACTIVITY CLUSTER VERY LIKELY CONSIDERATION
Visiting famous / iconic attractions / places 74% 91
Exploring history and heritage 2% 96
Experiencing city life 66% 92
Attending cultural / music / sports events 55% 102
Experiencing rural life & scenery 49%

Outdoor leisure pursuits 48%

Challenge and / or action 27%

Local food/drink only has a slightly above average impact on
visitation, though broadly considered. Villages / rural areas <
punching above their weight here

Discover England Fund — Activities & Themes Research 2017

*IPS 2016

68%

England holiday
already booked NET England
consideration

MOST CONSIDERED ACTIVITIES ON HOLIDAY TO
ENGLAND AND IMPORTANCE VS. CHOOSING ENGLAND

TOP 2 BOX (DEFINITELY WOULD OR VERY LIKELY TO) CONSIDERATION OF ACTIVITY ON
HOLIDAY TO ENGLAND) AND TOP 2 BOX (SOLE/VERY IMPORTANT REASON) IMPORTANCE OF
ACTIVITY VS. CHOSING ENGLAND INDEXED AGAINST AVERAGE IMPORTANCE OF ACTIVITIES

DEFINITELY/  INDEX

ACTIVITY (1-10 of 40) VERY LIKELY  iMPORTANGE
Visiting a historic monument 80% 152
Seeing world famous or iconic places 7% 172
Visiting a castle/palace/historic house 74% 144
Visiting a museum 68%

Trying local food & drink specialities 65%

Visiting a park/garden 64% 90
Short (< 2hrs) country or coastal walk 60% 106
Event associated with local traditions 60% 105
Exploring villages / rural areas 59% 128
Long (> half day) country or coastal walk 57%

List continues overleaf ...




VisitEng|and @ 3,361,000 trips to England in 2016 (rank 1) ... including 44% to rest of England *

MOST CONSIDERED ACTIVITIES ON HOLIDAY TO MARKET SUMMARY

ENGLAND AND IMPORTANCE VS. CHOOSING ENGLAND . _ _
+ Activity clusters that aren’t widely considered tend to be

DEFINITELY / INDEX based outdoors, e.g. challenge / action
ACTIVITY (11-20 of 40) VERY LIELY | oINDEX d d

+ Activities to do with iconic places and historic monuments
Shopping for locally made products/craft 55% 98 work hardest to attract, but food clearly has a role to play too

Whilst not a key driver, local food/drink does affect
consideration — further indication of the importance of food is
the strength of food & drink tours as a consideration driver

I
°

Visiting a religious building 55% 7

Visiting a National Park 53% 102

» Key drivers mostly centre on the city (e.g. historic
Experiencing local nightlife 52% monuments), but exploration of villages / rural areas is
punching above its weight

Food & drink tour or attraction 50% . . . . ..
» Local nightlife also a relatively motivating activity
Shopping for clothes 49%
Visiting contemporary culture attraction 49% 104 lNDE_XlNG ) . )
Indexing shows relative differences, e.g. against the global average
- or the average importance of activities. An index score of 120 next

Visiting an art galler 47% oo .

g gatery ’ to a 60% score indicates a global average of 50% as does an index
Having a gourmet meal 46% score of 80 next to a 40% score.
Boating (boat trips, canal boating) 44% 90 COLOUR CODING OF INDEX SCORES

Index scores have been colour coded to highlight smaller or greater

) differences. M=strong under-indexing (index <80), ""=moderate
DEMOGRAPHICS SKEWS: % ALREADY BOOKED under-indexing (index 80-89), m=moderate over-indexing (index

ENGLAND HOLIDAY INDEXED VS. MARKET TOTAL 110-119) and m=strong over-indexing (index 120+)

18-34 35-54 55+ Male Female AB C1l C2DE
SOURCE
11% 5% 3% 7% 5% 7% 5% 9% Online survey of 1,508 respondents. Fieldwork carried out between

174 43 [02.17] and [03.17].

Discover England Fund — Activities & Themes Research 2017
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VisitEng|and 3,361,000 trips to England in 2016 (rank 1) ... including 44% to rest of England *

IMPORTANT FACTORS WHEN TAKING HOLIDAYS
GENERALLY & ENGLAND DELIVERY AGAINST THESE

TOP 2 BOX IMPORTANCE (VERY IMPORTANT / EXTREMELY IMPORTANT) GENERALLY, AND INDEXED
AGAINST GLOBAL IMPORTANCE, COMPARED TO TOP 2 BOX ENGLAND DELIVERY AGAINST THIS
(SCORED 6 OR 7 WHERE 7 MEANS ENGLAND IS A REALLY GREAT PLACE FOR THIS)

DEFINITELY /

IMPORTANT WHEN TAKING HOLS  VervLikeLy

GENERALLY

Enjoying the natural world / scenery 75%

Learning more about the destination / country ~ 69%

Seeing the most famous sights ... 69%
Experiencing local culture 68%
Learning about history and heritage 66%
Treating / spoiling yourself / others 62%
Rest and relaxation 51%
Fun for all the family 46%
Meeting new people 44%
Thrill and excitement from activities / sports 30%
Helping the local community / environment 25%
Partying 23%
Achieving something challenging 22%

INDEX

VS GLOBAL

105
104
103
108

109

124

101

91

DEFINITELY /
VERY LIKELY
ENGLAND

39%
51%
55%
47%
55%
30%
26%
32%
42%
35%
28%
45%

35%

Discover England Fund — Activities & Themes Research 2017

*IPS 2016

DIFF

VS GENERALLY
-36%
-18%
-14%
-21%
-11%
-31%
-25%
-13%

-3%

+5%

+3%
+23%

+13%

BEEN TO ENGLAND IN PAST 3
YEARS INDEXED AGAINST GLOBAL

LOCATIONS CONSIDERED
IN ENGLAND

London

Historic towns and cities
(i.e. outside London)

Countryside / villages

Coastal or beach locations

Modern towns and cities
(i.e. outside London)

84%
64%
46%

45%

39%

Index 86

INDEX

VS GLOBAL

103

N NN
0w | N




VisitEngIand ) 1,799,000 trips to England in 2016 (rank 5) ... including 33% to rest of England * Italy ‘ i

ATTITUDE TOWARDS TAKING A
HOLIDAY TO ENGLAND IN FUTURE 0
Would definitely
consider

CONSIDERATION OF ACTIVITY
CLUSTERS ON HOLIDAY TO ENGLAND

TOP 2 BOX (DEFINITELY WOULD OR VERY LIKELY TO) CONSIDERATION OF ACTIVITY
CLUSTERS ON HOLIDAY TO ENGLAND AND INDEXING AGAINST “GLOBAL” TOP 2 BOX
SCORES. BOTH COLUMNS SHOW / BASED ON NORMALISED DATA

DEFINITELY/  INDEX

ACTIVITY CLUSTER VERY LIKELY CONSIDERATION
Visiting famous / iconic attractions / places 80% 98
Exploring history and heritage 76% 102
Experiencing city life 71% 100
Attending cultural / music / sports events 56% 104
Experiencing rural life & scenery 51%

Outdoor leisure pursuits 50%

Challenge and / or action 35%

Local activities split between those with great impact on

visitation (food and drink related) and those that are widely <

considered without greatly impacting visitation

Discover England Fund — Activities & Themes Research 2017

*IPS 2016

England holiday
already booked NET England

consideration

MOST CONSIDERED ACTIVITIES ON HOLIDAY TO
ENGLAND AND IMPORTANCE VS. CHOOSING ENGLAND

TOP 2 BOX (DEFINITELY WOULD OR VERY LIKELY TO) CONSIDERATION OF ACTIVITY ON
HOLIDAY TO ENGLAND) AND TOP 2 BOX (SOLE/VERY IMPORTANT REASON) IMPORTANCE OF
ACTIVITY VS. CHOSING ENGLAND INDEXED AGAINST AVERAGE IMPORTANCE OF ACTIVITIES

DEFINITELY/  INDEX

ACTIVITY (1-10 of 40) VERY LIKELY  iMPORTANGE
Visiting a historic monument 81% 168
Seeing world famous or iconic places 80% 177
Visiting a castle/palace/historic house 78% 158
Visiting a museum 7%

Visiting a park/garden 68% 97
Visiting an art gallery 65%

Trying local food & drink specialities 63% 125
Visiting a National Park 62%

Shopping for locally made products/craft 62% 103
Event associated with local traditions 59% 108

List continues overleaf ...
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MOST CONSIDERED ACTIVITIES ON HOLIDAY TO
ENGLAND AND IMPORTANCE VS. CHOOSING ENGLAND

ACTIVITY (11-20 of 40) ey ey | JNDEX
Visiting contemporary culture attraction 57% 139
Visiting a religious building 55% 97
Exploring villages / rural areas 53%

Long (> half day) country or coastal walk 53% 96
Short (< 2hrs) country or coastal walk 50%

Experiencing local nightlife 50% 103
Food & drink tour or attraction 49%

Having a gourmet meal 49% 93
Film/TV/Literature attraction 47% 91
Watching a play / musical 45%

DEMOGRAPHICS SKEWS: % ALREADY BOOKED
ENGLAND HOLIDAY INDEXED VS. MARKET TOTAL

18-34 = 35-54 55+ Male Female AB C1 C2DE

16% 11% 6% 10% 13% 14% 11% 13%

136 100 91 92

Discover England Fund — Activities & Themes Research 2017

*IPS 2016

1,799,000 trips to England in 2016 (rank 5) ... including 33% to rest of England *

Italy Gi

MARKET SUMMARY

* At an activity cluster level, rural life and outdoor pursuits are
considered less widely, whereas challenge / action is
considered slightly more relatively to the global picture

» Drivers of consideration are generally skewed towards city-
based activities, e.g. museums, galleries, “sights” ...

» ... butlocal food/drink punches above its weight here — not
the most widely considered activity, but one that strongly
impacts consideration of England

» Similar case with contemporary culture, which is widely if not
universally considered, but its impact on consideration of
England is considerable

INDEXING

Indexing shows relative differences, e.g. against the global average
or the average importance of activities. An index score of 120 next
to a 60% score indicates a global average of 50% as does an index
score of 80 next to a 40% score.

COLOUR CODING OF INDEX SCORES

Index scores have been colour coded to highlight smaller or greater
differences. M=strong under-indexing (index <80), ""=moderate
under-indexing (index 80-89), M=moderate over-indexing (index
110-119) and m=strong over-indexing (index 120+)

SOURCE
Online survey of 1,504 respondents. Fieldwork carried out between
[02.17] and [03.17].




VisitEngIand ) 1,709,000 trips to England in 2016 (rank 6) ... including 56% to rest of England * Netherlands

ATTITUDE TOWARDS TAKING A
HOLIDAY TO ENGLAND IN FUTURE

CONSIDERATION OF ACTIVITY

0

Would definitely
consider

CLUSTERS ON HOLIDAY TO ENGLAND
TOP 2 BOX (DEFINITELY WOULD OR VERY LIKELY TO) CONSIDERATION OF ACTIVITY
CLUSTERS ON HOLIDAY TO ENGLAND AND INDEXING AGAINST “GLOBAL” TOP 2 BOX
SCORES. BOTH COLUMNS SHOW / BASED ON NORMALISED DATA

ACTIVITY CLUSTER

Visiting famous / iconic attractions / places
Experiencing city life

Exploring history and heritage

Outdoor leisure pursuits

Experiencing rural life & scenery
Attending cultural / music / sports events

Challenge and / or action

Iconic places are by far the greatest driver of visitation,

DEFINITELY /
VERY LIKELY ' coNSIDERATION

88%

71%

70%

68%

61%

37%

25%

INDEX

107

100

94

120

whereas parks, gardens, museums and gourmet food have

average or below impact on the decision to visit England

Discover England Fund — Activities & Themes Research 2017

*IPS 2016

oS

England holiday
already booked NET England

consideration

MOST CONSIDERED ACTIVITIES ON HOLIDAY TO
ENGLAND AND IMPORTANCE VS. CHOOSING ENGLAND

TOP 2 BOX (DEFINITELY WOULD OR VERY LIKELY TO) CONSIDERATION OF ACTIVITY ON
HOLIDAY TO ENGLAND) AND TOP 2 BOX (SOLE/VERY IMPORTANT REASON) IMPORTANCE OF
ACTIVITY VS. CHOSING ENGLAND INDEXED AGAINST AVERAGE IMPORTANCE OF ACTIVITIES

DEFINITELY/  INDEX

ACTIVITY (1-10 of 40) VERY LIKELY  iMPORTANGE
Visiting a castle/palace/historic house 81% 125
Seeing world famous or iconic places 80% 164
Trying local food & drink specialities 76% 120
Visiting a historic monument 72% 120
Short (< 2hrs) country or coastal walk 65%

Exploring villages / rural areas 63%

Having a gourmet meal 60% 99
Visiting a park/garden 56%
Visiting a museum 55%

Visiting a National Park 52%

List continues overleaf ...




VisitEngIand ) 1,709,000 trips to England in 2016 (rank 6) ... including 56% to rest of England * Netherlands
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MOST CONSIDERED ACTIVITIES ON HOLIDAY TO MARKET SUMMARY

ENGLAND AND IMPORTANCE VS. CHOOSING ENGLAND . . .
» At the level of activity clusters, outdoor leisure pursuits are

DEFINITELY / considered much more widely than cultural events and
ACTIVITY (11-20 of 40) VERY LIELY | o INDEX e y
Long (> half day) country or coastal walk 49% 133 * However, when it comes to actual activities, it is classic
tourist attractions, history and heritage that are most widely
Shopping for clothes 46% 75 considered and that most impact consideration of England
o o 45% * Walks are quite widely considered and also have a relatively
Experiencing local nightlife strong effect on consideration, but a pull factor more relevant
, , 45% to younger audiences is local nightlife, which is considered
Food & drink tour or attraction less widely but has a major impact on consideration
Visiting a religious building 45%
INDEXING
Boating (boat trips, canal boating) 40% Indexing shows relative differences, e.g. against the global average
or the average importance of activities. An index score of 120 next
Event associated with local traditions 40% to a 60% score indicates a global average of 50% as does an index
score of 80 next to a 40% score.
38%

Shopping for locally made products/craft
COLOUR CODING OF INDEX SCORES

Visiting contemporary culture attraction 37% Index scores have been colour coded to highlight smaller or greater
differences. M=strong under-indexing (index <80), ""'=moderate
under-indexing (index 80-89), m=moderate over-indexing (index
110-119) and m=strong over-indexing (index 120+)

Sunbathing on the beach/by a pool 34%

DEMOGRAPHICS SKEWS: % ALREADY BOOKED
ENGLAND HOLIDAY INDEXED VS. MARKET TOTAL SOURCE

Online survey of 1,517 respondents. Fieldwork carried out between

18-34 3554 55+  Male Female AB Cl  C2DE
[02.17] and [03.17].

14% 8% 2% 11% % 10% 11% 9%

Discover England Fund — Activities & Themes Research 2017
*IPS 2016




VisitEngIand ) 1,709,000 trips to England in 2016 (rank 6) ... including 56% to rest of England * Netherlands

32%

Index 84

IMPORTANT FACTORS WHEN TAKING HOLIDAYS BEEN TO ENGLAND IN PAST 3
GENERALLY & ENGLAND DELIVERY AGAINST THESE YEARS INDEXED AGAINST GLOBAL

TOP 2 BOX IMPORTANCE (VERY IMPORTANT / EXTREMELY IMPORTANT) GENERALLY, AND INDEXED
AGAINST GLOBAL IMPORTANCE, COMPARED TO TOP 2 BOX ENGLAND DELIVERY AGAINST THIS
(SCORED 6 OR 7 WHERE 7 MEANS ENGLAND IS A REALLY GREAT PLACE FOR THIS)

IMPORTANT WHEN TAKING HOLS vervikely INDEX  Vervikely  DIFF LOCATIONS CONSIDERED INDEX
GENERALLY VS GLOBAL ENGLAND VS GENERALLY IN ENGLAND VS GLOBAL
Rest and relaxation 80% 130 53% -28% London 80% 97
. Historic towns and cities
0 0 -30 0
Enjoying the natural world / scenery 73% 103 70% 3% (i.e. outside London) 67% 93
Learning more about the destination / country ~ 72% 108 71% -1% Coastal or beach locations 61% 99
Treating / spoiling yourself / others 71% 127 51% -20% Countryside / villages 53% 90
. Modern towns and cities
0 0 -160 0
Fun for all the family 68% 52% 16% (i.e. outside London) 45% 90
Seeing the most famous sights ... 59% 83% +24%
QUAL SUMMARY
Experiencing local culture 53% 62% +9% + Typically reserved and on (on the surface) harder to
impress, but often with a genuine curiosity about
Learning about history and heritage 40% m 78% +37% English life, politics, and the economy
* They feel they lack geographical interest at home
Thrill and excitement from activities / sports 27% 98 45% +19% (generally flat and uniform) so they seek it abroad in
cliffs, mountains, and anything that feels ‘rugged’
Meeting new people 25% m 56%  +32% « They get excited about the outdoors and active
experiences more than many markets, but aren’t
Achieving something challenging 24% 100 45% +20% automatically impressed by England(e.g. they assume
there are better/higher mountains elsewhere) so these
Partying 15% 51% +36% activities need to show something special and unique

about England too

Helping the local community / environment 14% 42% +27%

Discover England Fund — Activities & Themes Research 2017
*IPS 2016
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606,000 trips to England in 2016 (rank 8) ... including 41% to rest of England *

HOLIDAY TO ENGLAND IN FUTURE 0 0

Would definitely
consider

CONSIDERATION OF ACTIVITY
CLUSTERS ON HOLIDAY TO ENGLAND

TOP 2 BOX (DEFINITELY WOULD OR VERY LIKELY TO) CONSIDERATION OF ACTIVITY
CLUSTERS ON HOLIDAY TO ENGLAND AND INDEXING AGAINST “GLOBAL” TOP 2 BOX
SCORES. BOTH COLUMNS SHOW / BASED ON NORMALISED DATA

DEFINITELY/  INDEX

ACTIVITY CLUSTER VERY LIKELY = CONSIDERATION

Experiencing city life 85%

Visiting famous / iconic attractions / places 84% 102
Exploring history and heritage 64%

Attending cultural / music / sports events 60%

Outdoor leisure pursuits 53% 94
Experiencing rural life & scenery 43%
Challenge and / or action 18%

Local nightlife and shopping for clothes relatively weighty
drivers of visitation (alongside plays / musicals). Though
widely considered, parks/gardens have little actual impact

oS

Discover England Fund — Activities & Themes Research 2017
*IPS 2016

England holiday
already booked

Norway él%

NET England
consideration

MOST CONSIDERED ACTIVITIES ON HOLIDAY TO
ENGLAND AND IMPORTANCE VS. CHOOSING ENGLAND

TOP 2 BOX (DEFINITELY WOULD OR VERY LIKELY TO) CONSIDERATION OF ACTIVITY ON
HOLIDAY TO ENGLAND) AND TOP 2 BOX (SOLE/VERY IMPORTANT REASON) IMPORTANCE OF
ACTIVITY VS. CHOSING ENGLAND INDEXED AGAINST AVERAGE IMPORTANCE OF ACTIVITIES

ACTIVITY (1-10 of 40)

Trying local food & drink specialities
Seeing world famous or iconic places
Visiting a historic monument
Experiencing local nightlife

Visiting a castle/palace/historic house
Visiting a museum

Having a gourmet meal

Visiting a park/garden

Shopping for clothes

Watching a play / musical

List continues overleaf ...

DEFINITELY /
VERY LIKELY | |MPORTANCE

INDEX

81% 140
7% 156
71%

71%

69% 98
68% 93
64% 108

62%

59%

58%
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606,000 trips to England in 2016 (rank 8) ... including 41% to rest of England *

MOST CONSIDERED ACTIVITIES ON HOLIDAY TO
ENGLAND AND IMPORTANCE VS. CHOOSING ENGLAND

ACTIVITY (11-20 of 40)

Exploring villages / rural areas

Short (< 2hrs) country or coastal walk
Food & drink tour or attraction

Shopping for locally made products/craft
Visiting contemporary culture attraction
Attending a live pop concert/ gig
Boating (boat trips, canal boating)

Event associated with local traditions
Visiting a religious building

Visiting places linked to family history

DEFINITELY /
VERY LIKELY

53%

52%

50%

47%

47%

46%

41%

41%

39%

38%

INDEX

IMPORTANCE

99

[(e] © ~ ©
= w £ N

105

DEMOGRAPHICS SKEWS: % ALREADY BOOKED
ENGLAND HOLIDAY INDEXED VS. MARKET TOTAL

18-34 = 35-54 55+ Male

10% 7% 5% 7% 6%

Female AB

7%

99

C1 C2DE
7% 8%
100

Discover England Fund — Activities & Themes Research 2017
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Norway

MARKET SUMMARY

* Rural life and challenge/action clusters are not widely
considered — city life and cultural pursuits are key to
prospective visitors

» Local food/drink ranks highly alongside local night life — both
as activities considered and drivers of England consideration

» Clothes and plays/musicals relatively key too

» Of the less widely considered activities, contemporary
culture punches slightly above its weight as a driver

INDEXING

Indexing shows relative differences, e.g. against the global average
or the average importance of activities. An index score of 120 next
to a 60% score indicates a global average of 50% as does an index
score of 80 next to a 40% score.

COLOUR CODING OF INDEX SCORES

Index scores have been colour coded to highlight smaller or greater
differences. M=strong under-indexing (index <80), ""'=moderate
under-indexing (index 80-89), M=moderate over-indexing (index
110-119) and m=strong over-indexing (index 120+)

SOURCE
Online survey of 1,516 respondents. Fieldwork carried out between
[02.17] and [03.17].
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ATTITUDE TOWARDS TAKING A
HOLIDAY TO ENGLAND IN FUTURE 0
Would definitely
consider

CONSIDERATION OF ACTIVITY
CLUSTERS ON HOLIDAY TO ENGLAND

TOP 2 BOX (DEFINITELY WOULD OR VERY LIKELY TO) CONSIDERATION OF ACTIVITY
CLUSTERS ON HOLIDAY TO ENGLAND AND INDEXING AGAINST “GLOBAL” TOP 2 BOX
SCORES. BOTH COLUMNS SHOW / BASED ON NORMALISED DATA

DEFINITELY/  INDEX

ACTIVITY CLUSTER VERY LIKELY = CONSIDERATION

Visiting famous / iconic attractions / places 79% 92
Exploring history and heritage 73% 95
Experiencing rural life & scenery 71% 122
Experiencing city life 69%

Outdoor leisure pursuits 63%

Attending cultural / music / sports events 60% 92
Challenge and / or action 47% 99

Famous and iconic places / historic monuments are key, but
food in a broad sense (local through to gourmet) is another <
driver that significantly impacts consideration

Discover England Fund — Activities & Themes Research 2017
*IPS 2016

251,000 trips to England in 2016 (rank 9) ... including 55% to rest of England *

China

England holiday
already booked

NET England
consideration

MOST CONSIDERED ACTIVITIES ON HOLIDAY TO
ENGLAND AND IMPORTANCE VS. CHOOSING ENGLAND

TOP 2 BOX (DEFINITELY WOULD OR VERY LIKELY TO) CONSIDERATION OF ACTIVITY ON
HOLIDAY TO ENGLAND) AND TOP 2 BOX (SOLE/VERY IMPORTANT REASON) IMPORTANCE OF
ACTIVITY VS. CHOSING ENGLAND INDEXED AGAINST AVERAGE IMPORTANCE OF ACTIVITIES

DEFINITELY /
VERY LIKELY

INDEX

IMPORTANCE

ACTIVITY (1-10 of 40)

Seeing world famous or iconic places 78% 160
Visiting a castle/palace/historic house 75% 127
Trying local food & drink specialities 75% 146
Visiting a historic monument 73% 152
Having a gourmet meal 72% 140
Short (< 2hrs) country or coastal walk 71% 91
Food & drink tour or attraction 70%
Visiting a National Park 68%
Visiting a museum 68%
Event associated with local traditions 68%

List continues overleaf ...
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MOST CONSIDERED ACTIVITIES ON HOLIDAY TO
ENGLAND AND IMPORTANCE VS. CHOOSING ENGLAND

ACTIVITY (11-20 of 40) ey ey | JNDEX
Long (> half day) country or coastal walk 67% 106
Shopping for locally made products/craft 66% 101
Exploring villages / rural areas 65% 106
Visiting a theme park 64% 120
Visiting contemporary culture attraction 63%

Visiting a park/garden 62% 100
Visiting an art gallery 59%

Visiting a religious building 59% 104
Watching wildlife in natural environment 59% 109
Shopping for luxury or designer products 58% 100

DEMOGRAPHICS SKEWS: % ALREADY BOOKED
ENGLAND HOLIDAY INDEXED VS. MARKET TOTAL

18-34 = 35-54 55+ Male Female AB C1 C2DE

20% 16% 14% 16% 18% 19% 16% 14%
-

Discover England Fund — Activities & Themes Research 2017
*IPS 2016

96 96 104

251,000 trips to England in 2016 (rank 9) ... including 55% to rest of England *

MARKET SUMMARY

+ Although the city and what it offers is widely considered, the
strongest skew relative to the cross market average is on
consideration of rural life / scenery

» Aside from classic drivers — famous places / buildings and
historic monuments — local food / drink and gourmet meals
are key drivers when it comes more specific activities

INDEXING

Indexing shows relative differences, e.g. against the global average
or the average importance of activities. An index score of 120 next
to a 60% score indicates a global average of 50% as does an index
score of 80 next to a 40% score.

COLOUR CODING OF INDEX SCORES

Index scores have been colour coded to highlight smaller or greater
differences. M=strong under-indexing (index <80), ""=moderate
under-indexing (index 80-89), M=moderate over-indexing (index
110-119) and m=strong over-indexing (index 120+)

SOURCE
Online survey of 1,541 respondents. Fieldwork carried out between
[02.17] and [03.17].
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ATTITUDE TOWARDS TAKING A
HOLIDAY TO ENGLAND IN FUTURE 0
Would

definitely
consider

CONSIDERATION OF ACTIVITY
CLUSTERS ON HOLIDAY TO ENGLAND

TOP 2 BOX (DEFINITELY WOULD OR VERY LIKELY TO) CONSIDERATION OF ACTIVITY
CLUSTERS ON HOLIDAY TO ENGLAND AND INDEXING AGAINST “GLOBAL” TOP 2 BOX
SCORES. BOTH COLUMNS SHOW / BASED ON NORMALISED DATA

DEFINITELY/  INDEX

ACTIVITY CLUSTER VERY LIKELY = CONSIDERATION

Visiting famous / iconic attractions / places 75% 92
Experiencing rural life & scenery 74% 122
Exploring history and heritage 71% 95
Outdoor leisure pursuits 64%

Experiencing city life 60%

Attending cultural / music / sports events 50% 92
Challenge and / or action 31% 99

driving visitation, whereas long country or coastal walks are

Gourmet meals (like parks/garden visits) play lesser roles in <
punching above their weight in this sense

Discover England Fund — Activities & Themes Research 2017

2
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A

England holiday
already booked NET England

consideration

MOST CONSIDERED ACTIVITIES ON HOLIDAY TO
ENGLAND AND IMPORTANCE VS. CHOOSING ENGLAND

TOP 2 BOX (DEFINITELY WOULD OR VERY LIKELY TO) CONSIDERATION OF ACTIVITY ON
HOLIDAY TO ENGLAND) AND TOP 2 BOX (SOLE/VERY IMPORTANT REASON) IMPORTANCE OF
ACTIVITY VS. CHOSING ENGLAND INDEXED AGAINST AVERAGE IMPORTANCE OF ACTIVITIES

DEFINITELY /
VERY LIKELY

INDEX

IMPORTANCE

ACTIVITY (1-10 of 40)

Seeing world famous or iconic places 72% 158

Visiting a castle/palace/historic house 72% 122

Exploring villages / rural areas 68% 128

Short (< 2hrs) country or coastal walk 68%
Visiting a historic monument 68%
Trying local food & drink specialities 68% 126
Visiting a National Park 66% 98
Visiting a park/garden 65%
Having a gourmet meal 58%
Long (> half day) country or coastal walk 58% 137

List continues overleaf ...
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MOST CONSIDERED ACTIVITIES ON HOLIDAY TO

ENGLAND AND IMPORTANCE VS. CHOOSING ENGLAND

ACTIVITY (11-20 of 40) ey ey | JNDEX
Visiting a museum 57%
Food & drink tour or attraction 52%
Visiting places linked to family history 51%
Event associated with local traditions 45%
Shopping for locally made products/craft 45%
Shopping for clothes 43%
Visiting contemporary culture attraction 42%
Boating (boat trips, canal boating) 42%
Film/TV/Literature attraction 42%
Visiting an art gallery 42%

MARKET SUMMARY

» Lower appeal of the city life activity cluster, whereas rural life
& scenery is widely considered and exploration of villages /
rural areas is an above average driver of consideration at an
activity level

» Gourmet meals not a particularly key driver, although local
food and drink is clearly important (and widely considered)

»  Whilst certainly more niche in terms of consideration,
contemporary culture has a relatively profound impact on
consideration of England

DEMOGRAPHICS SKEWS: % ALREADY BOOKED
ENGLAND HOLIDAY INDEXED VS. MARKET TOTAL

18-34 = 35-54 55+ Male Female AB C1 C2DE
31% 32% 35% 32% 33% 33% 32% 33%

95 97 106 98 102 101 98 102

Discover England Fund — Activities & Themes Research 2017

INDEXING

Indexing shows relative differences, e.g. against the global average
or the average importance of activities. An index score of 120 next
to a 60% score indicates a global average of 50% as does an index
score of 80 next to a 40% score.

COLOUR CODING OF INDEX SCORES

Index scores have been colour coded to highlight smaller or greater
differences. M=strong under-indexing (index <80), ""'=moderate
under-indexing (index 80-89), M=moderate over-indexing (index
110-119) and m=strong over-indexing (index 120+)

SOURCE
Online survey of 1,520 respondents. Fieldwork carried out between
[02.17] and [03.17].
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VisitEngland @ Seeing world famous or iconic places

MARKET LEVEL
CONSIDERATION

TOP 2 BOX CONSIDERATION OF ACTIVITY
INDEXED VS. TOTAL & RANKED

Market DEFINITELY / Rank
VERY LIKELY &
INDEX
AUS 85% 106 1
A Ao O

% within markets who
definitely would or be
very likely to consider the
activity in England

Indexing of that score
against the score across
all markets, highlights
whether a given market is
above or below the cross-
market average

The rank column indicates
the rank out of 40 within
each market

80% Tier 1 Rank 1
Consideration Consideration Activity cluster
of activity tier (activity) ranking

Consideration — % who definitely would or be very likely to consider the activity in England across all markets
Tier — the tier or quartile the activity belongs to based on consideration score (1/2/3/4) across all markets
Rank — the ranking of the consideration score (1-40) across all markets

MARKET LEVEL

DEMOGRAPHIC SKEWS

CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION
OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE

® ﬁ [ ] e O A e o
ekl M A i
AaT00 AR A1

N/A N/A N/A Mature / empty nest

(index 110)
o

Positive demographic skews of 110 or more called out at a market level,
i.e. over-indexing of consideration within different age, gender, social grade
and life-stage subgroups relative to the total consideration score at a market
level (consideration here continues to be definitely would or very likely to).

In the case of over-indexing within more than one sub-group, the sub-group
with the strongest over-indexing is called out

N/A indicates no such positive skews based on the subgroup in question

Discover England Fund — Activities & Themes Research 2017

CROSS-OVER WITH
OTHER ACTIVITIES
CONSIDERATION OF OTHER ACTIVITIES
AMONG CONSIDERING ACTIVITY (TOP 2 BOX)

i DEFINITELY /
Activity VERY
LIKELY
Visiting a castle / palace / 0
historic house 88%
A

The ten most considered other
activities among those who
definitely would or are very likely
to consider the activity in
England




@

VisitEngland

‘At a glance’ summaries

Activities
August 2017




. . ~ . . . 80% Tier 1 Rank 1
VISItEngland l-{:}} Seelng WOrld famOUS OI’ ICOnIC plaCGS Considera(t)ion XConsideration XActivitycluster

of activity tier (activity) ranking

Definitely
would consider

Consideration of

0
activity in England S
MARKET LEVEL MARKET LEVEL CROSS-OVER WITH
CONSIDERATION DEMOGRAPHIC SKEWS OTHER ACTIVITIES
TOP 2 BOX CONSIDERATION OF ACTIVITY ~ CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION CONSIDERATION OF OTHER ACTIVITIES
INDEXED VS. TOTAL & RANKED OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE AMONG CONSIDERING ACTIVITY (TOP 2 BOX)
DEFINITELY / o 0 0 o A (] i DEFINITELY /
Market VERY LIKELY & Rank Y M ‘w *w N .1\*. Activity VERY
INDEX e AR e LIKELY
Mature / empty nest Visiting a castle / palace /
0 0
AUS 85% 106 1 N/A N/A N/A (index 110) historic house 88%
AB skew Young family Visiting a historic
0 0
DE 82% 102 1 N/A N/A (index 111) (index 118) monument 88%
Trying local food & drink
0 0
SP 82% 102 1 N/A N/A N/A N/A specialities 80%
IT 80% 100 2 N/A N/A AB skew N/A Visiting a museum 77%
(index 110)
Mature / empty nest I
0 0
NL 80% 100 2 N/A N/A N/A (index 112) Visiting a park/garden 74%
Short (< 2hrs) country or
0 0
CH 78% 98 1 N/A N/A N/A N/A coastal walk 68%
FR 77% 97 2 N/A N/A N/A N/A Erxep;cs’””g villages / rural 68%
Mid family - .
0 0
NO 7% 96 2 N/A N/A N/A (index 113) Visiting a National Park 66%
Event associated with local
0 0
USA 73% 91 1 N/A N/A N/A N/A traditions 62%
Food & drink tour or
0 0
UK 2% 91 1 N/A N/A N/A N/A atiraction 61%
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VisitEngland @

Visiting a castle/palace/historic house

7% Tier 1 Rank 2
Consideration Consideration Activity cluster
of activity tier (activity) ranking

Definitely
would consider

Consideration of

0
activity in England 48%

MARKET LEVEL
CONSIDERATION

TOP 2 BOX CONSIDERATION OF ACTIVITY
INDEXED VS. TOTAL & RANKED

MARKET LEVEL

DEMOGRAPHIC SKEWS

CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION
OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE

CROSS-OVER WITH
OTHER ACTIVITIES
CONSIDERATION OF OTHER ACTIVITIES
AMONG CONSIDERING ACTIVITY (TOP 2 BOX)

varket SEWTELY Rak s amd i 4 Ads  Aeiviy
INDEX A2eT0N ‘H‘ * 'I' AR ?‘T*’H‘ LIKELY
NL 8% 105 so (ndex109) | skew (ndex111) | (index 116 NIA conic places | 92%
DE 79% 103 N/A N/A N/A N o) Visiting a historic 89%
AUS  78% 101 N/A N/A N/A N/A T eartood & drnic 7595
IT 78% 101 N/A N/A AB skew N/A Visiting a museum 77%
(index 110)
SP 78% 101 N/A N/A N/A 55 P(Ill;;\év)'(tqil;t) kids Visiting a park/garden 77%
CH 75% 98 N/A N/A N/A N/A f:;srgf WZ;;LS) country or 71%
FR 74% 97 55+S(il;$ivg ):0116) N/A N/A Matu(:r? d/einl;itg)nest Erxep;(;ring villages / rural 69%
UK 72% 94 N/A N/A N/A Y(?nu dnégxfiTlil)y Visiting a National Park 67%
USA  71% 92 N/A N/A N/A N/A Event associated with local ' 650z
o e o0 W e CDEser ssPuwbats  stmngocynae gy
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of activity tier (activity) ranking

. e ~ .. . . 76% Tier 1 Rank 3
VISItEngland l-{:}} V|S|t|ng a hlstorlc monument Considera(t)ion XConsideration XActivitycluster

Definitely
would consider

Consideration of

activity in England 0%
MARKET LEVEL MARKET LEVEL CROSS-OVER WITH
CONSIDERATION DEMOGRAPHIC SKEWS OTHER ACTIVITIES
TOP 2 BOX CONSIDERATION OF ACTIVITY  CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION CONSIDERATION OF OTHER ACTIVITIES
INDEXED VS. TOTAL & RANKED OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE AMONG CONSIDERING ACTIVITY (TOP 2 BOX)
Market V'EE';'T'ILEE'I-_T(/& Rank s ,&, ‘i! - - @ AR Activity DEFINITELY /
INDEX A2e0MN ‘H‘ *w AR ?‘T*’H‘ LIKELY
T 81% 106 1 N/A N/A N/A Mat”(irﬁ d’eexrq%tg)“e“ iﬁi'l'ggp‘l’;‘;re'g famous or 93%
SP 81% 106 2 N/A N/A N/A N/A visting a castle [palace /9104
FR 80% 104 1 N/A N/A N/A Matu(irsd/eirri%tg)nest Visiting a museum 80%
aus T 101 3 e, uA Mgy IO messd g,
DE 75% 99 3 N/A N/A (i'r?c?eikler(ls) N/A Visiting a park/garden 76%
CH 73% 95 4 N/A N/A N/A N/A f:;srgf WZ;;LS) country or 70%
N e s 4 ey, Gneser wewejmoyees odomvies o gy
NO 71% 93 3 35-54?2?1\:1\/(;)(: 111) N/A N/A Y(?nu dnégxfig;y Visiting a National Park 67%
USA 70% 92 4 N/A N/A N/A Matu(irs d/einiriti/)nest tErgzirtlito.’:r11sssociated with local 64%
o eme [ s Sene o fese . St g,
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VisitEngland @

Consideration of
activity in England

MARKET LEVEL
CONSIDERATION

TOP 2 BOX CONSIDERATION OF ACTIVITY

INDEXED VS. TOTAL & RANKED

Market \Zev LikeLy &
INDEX

NO 81%

NL 76% 105
SP 76% 105
CH 75% 102
AUS 74% 102
USA 71% 97
DE 70% 95
UK 68% 93
FR 65%

IT 63%

Rank

Trying local food & drink specialities

Definitely
would consider

47%

MARKET LEVEL
DEMOGRAPHIC SKEWS

CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION
OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE

STIL I 1 -y

n).
=Re

N/A N/A N/A
N/A N/A N/A
N/A N/A N/A
N/A N/A N/A
NIA N/A N/A
N/A N/A N/A
N/A N/A N/A
N/A N/A N/A
N/A N/A N/A
NIA NIA (iﬁgeikfr(/))
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[ I )
i
55 Plus without kids
(index 109)

35-54s without kids
(index 115)

Young family
(index 109)

N/A
N/A
N/A

N/A

55 Plus without kids
(index 118)

N/A

Mid family
(index 109)

73% Tier 1

CROSS-OVER WITH

OTHER ACTIVITIES

Rank 4
Consideration Consideration Activity cluster
of activity tier (activity) ranking

CONSIDERATION OF OTHER ACTIVITIES
AMONG CONSIDERING ACTIVITY (TOP 2 BOX)

Activity

Seeing world famous or
iconic places

Visiting a historic
monument

Visiting a castle / palace /
historic house

Visiting a museum

Visiting a park/garden

Exploring villages / rural
areas

Short (< 2hrs) country or
coastal walk

Having a gourmet meal
Shopping for locally made

products/craft

Visiting a National Park

DEFINITELY /
VERY
LIKELY

87%

85%

84%

76%

75%

73%

71%

71%

67%

67%




. . ~ .. 67% Tier 1 Rank 5
VISIt England l{':}} V| S | tl n g a m u Seu m Considera(t)ion x Consideration x Activity cluster

of activity tier (activity) ranking
Definitely
would consider
C_o_ns@eratlon of 41%
activity in England
MARKET LEVEL MARKET LEVEL CROSS-OVER WITH
CONSIDERATION DEMOGRAPHIC SKEWS OTHER ACTIVITIES
TOP 2 BOX CONSIDERATION OF ACTIVITY ~ CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION CONSIDERATION OF OTHER ACTIVITIES
INDEXED VS. TOTAL & RANKED OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE AMONG CONSIDERING ACTIVITY (TOP 2 BOX)
DEFINITELY / o & O ° o A (] i DEFINITELY /
Market VERY LIKELY & Rank Y M ‘H‘ *w .1\*. Activity VERY
INDEX | AR c R LIKELY
IT 77% 4 N/A N/A N/A Young family Seeing world famous or 92%
(index 109) iconic places
Skew to Mature / empty nest Visiti
0 isiting a castle / palace / 0
SP 2% 107 S g5 lindex114) N/A N/A (index 120) hictora s P 89%
CH 68% 102 9 N/A N/A N/A N/A Visiting a historic 88%
monument
AB skew 55 Plus without kids i i
0 4 Trying local food & drink 0
FR 68% 102 N/A N/A (index 113) (index 118) sp)(/eci?'allities 82%
AB skew Mid family
NO 68% 102 6 N/A N/A , . 76%
0 (index 115) (index 110) Visiting a park/garden 0
AUS  67% 101 5 N/A N/A N/A 55 Plus without kids 70%
(Index 112) Visiting a National Park
USA 64% 97 S N/A N/A N/A N/A Exploring villages / rural 69%
areas
AB skew Mid family
0 Short (< 2hrs) country or 0
UK S7% 11 N/A N/A (index 115) (index 114) Short (< 2hrs) country 69%
AB skew 55 Plus without kids
DE 56% 7 N/A N/A , . 68%
° (index 123) (index 113) Visiting an art gallery °
Skew to AB skew Mature / empty nest  gponping for locall d
0 opping for locally made 0
NL 55% 9 55+ (index 118) N/A (index 144) (index 126) N g 67%
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. e .. 66% Tier 1 Rank 6
VISIt England V| S | tl n g a p ar k/g ard en Considera(t)ion x Consideration x Activity cluster

of activity tier (activity) ranking
Definitely
would consider
C_o_ns@eratlon of 3504
activity in England
MARKET LEVEL MARKET LEVEL CROSS-OVER WITH
CONSIDERATION DEMOGRAPHIC SKEWS OTHER ACTIVITIES
TOP 2 BOX CONSIDERATION OF ACTIVITY ~ CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION CONSIDERATION OF OTHER ACTIVITIES
INDEXED VS. TOTAL & RANKED OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE AMONG CONSIDERING ACTIVITY (TOP 2 BOX)
DEFINITELY / VERY o & O ° o A (] P DEFINITELY /
Market CIKELY & INDEX Rank Y M ‘H‘ *w .1\*. Activity VERY
A2eT0N AR M LIKELY
35-54s without kids Seeing world famous or
0 0
DE 4% 4 N/A N/A N/A (index 117) iconic places 92%
Female Young family Visiting a castle / palace /
0 0
IT 68% 103 5 N/A skew (index 113) N/A (index 111) historic house 89%
UK 65% 99 8 N/A N/A N/A e d”fxfm;y Visiting 2 historic 88%
Female AB skew Young family Trying local food & drink
0 0
AUS 65% 99 6 NIA skew (index 111) (index 119) (index 117) specialities 80%
SP 65% 98 6 N/A N/A N/A N/A Erxep;g””g villages / rural 76%
Skew to AB skew Mature / empty nest -
0 0
FR 64% 97 6 554 (index 111) N/A (index 116) (index 113) Visiting a museum 76%
USA  63% 96 7 N/A N/A N/A Young family / Mature ;0 2 National Park 74%
/ empty nest (110)
CH 62% 94 16 N/A N/A N/A (i“:']'j'ef”fl"g) Short (< 2hvs) country o 704
Skew to Female AB skew 18-34s without kids .
0 0
NO 62% | 94 8  18-34(index110)  skew (index 118) (index 110) (index 113) Having a gourmet meal 68%
Skew to Female AB skew Mature / empty nest Shopping for locally made
0 0
NL 56% 8 55+ (index 116) skew (index 113) (index 120) (index 132) products/craft 67%
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VisitEngland @ Short (< 2hrs) country or coastal walk

62% Tier 2 Rank 7
Consideration Consideration Activity cluster
of activity tier (activity) ranking

Definitely
would consider
C_o_ns@eratlon of 34%
activity in England

MARKET LEVEL
CONSIDERATION

TOP 2 BOX CONSIDERATION OF ACTIVITY
INDEXED VS. TOTAL & RANKED

MARKET LEVEL

DEMOGRAPHIC SKEWS

CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION
OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE

CROSS-OVER WITH
OTHER ACTIVITIES
CONSIDERATION OF OTHER ACTIVITIES
AMONG CONSIDERING ACTIVITY (TOP 2 BOX)

Market VIEIFEQI\Z(ITIILEELL\\((/& Rank s s 'i‘ ‘i! > - % AR, Activity DEF\I/I\IIEI';I'ELY/
INDEX A0 'ﬂ' f'ﬂ' y % ’*‘T*’H‘ LIKELY
CH 71% 6 N/A N/A N/A N/A iﬁﬁ'l'ggp‘l’;‘;re'g famous or 88%
e e [l 6w e emgscsershes o
o e e 4 EmE, S e oo
e s s R L, we ST Dot g,
USA 62% 100 9 N/A N/A N/A N/A Visiting a park/garden 78%
FR 60% 96 7 5?5I:eg 1tc2>) N/A N/A Y(?nudnsxfigl)y E;(epallcs)ring villages / rural 75%
SP 60% 96 7 N/A Skengr:gZ'f 108) N/A Y(‘i’n” d”fxfi‘gy Visiting a museum 75%
AUS 53% 11 35_Ssk4esw(;c10) N/A N/A 35'5(?; dvgi;hlong)kids Visiting a National Park 73%
o w2 2us e e e
i >0% 15 35548 (119 N/A indox 113 (ndex 129) wacitions O 69%
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VisitEngland @ Exploring villages / rural areas

Consideration of
activity in England

MARKET LEVEL
CONSIDERATION

TOP 2 BOX CONSIDERATION OF ACTIVITY
INDEXED VS. TOTAL & RANKED

Market \Zev LikeLy &
INDEX

UK 68%

CH 65% 107

AUS 63% 104

NL 63% 103

USA 60% 99

FR 59% 97

SP 57% 93

DE 54%

IT 53%

NO 53%

Rank

13

11

10

13

11

Definitely
would consider

31%

MARKET LEVEL

DEMOGRAPHIC SKEWS

CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION
OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE

® ‘i! * 2 A
- M VN
ST |
S AR
Skew to N/A AB skew
35-54 (113) (index 110)
AB skew
NIA N/A (index 110)
Skew to
55+ (122) N/A N/A
Skew to N/A Slight AB skew
35-54 (117) (index 116)
N/A N/A N/A
N/A N/A N/A
N/A N/A N/A
AB skew
NIA N/A (index 118)
Skew to
35-54 (114) N/A N/A
N/A N/A N/A
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[ I )
K
35-54s without kids

(index 117)

35-54s without kids
(index 114)

55 Plus without kids
(index 131)

35-54s without kids
(index 128)

Mature / empty nest
(index 112)

55 Plus without kids
(index 117)

N/A

Young family
(index 119)

Mid family
(index 121)

Mid family
(index 115)

61%

Tier 2 Rank 8
Consideration Consideration Activity cluster
of activity tier (activity) ranking

CROSS-OVER WITH
OTHER ACTIVITIES
CONSIDERATION OF OTHER ACTIVITIES
AMONG CONSIDERING ACTIVITY (TOP 2 BOX)

i DEFINITELY /
Activity VERY
LIKELY
Seeing world famous or 0
iconic places 91%
Visiting a castle / palace / o
historic house 89%
Visiting a historic 0
monument 86%
Trying local food & drink 0
specialities 84%
Visiting a park/garden 81%
Short (< 2hrs) country or o
coastal walk 80%
Visiting a museum 78%
Visiting a National Park 74%
Long (> half day) country or 0
coastal walk 73%
Event associated with local 72%

traditions




. e .. . 58% Tier 2 Rank 9
VISIt England V| S | tl n g a Natl 0 n al Pal’k Considera(t)ion x Consideration x Activity cluster

of activity tier (activity) ranking
Definitely
would consider
C_o_ns@eratlon of 30%
activity in England
MARKET LEVEL MARKET LEVEL CROSS-OVER WITH
CONSIDERATION DEMOGRAPHIC SKEWS OTHER ACTIVITIES
TOP 2 BOX CONSIDERATION OF ACTIVITY ~ CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION CONSIDERATION OF OTHER ACTIVITIES
INDEXED VS. TOTAL & RANKED OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE AMONG CONSIDERING ACTIVITY (TOP 2 BOX)
DEFINITELY / o & O o A (] i DEFINITELY /
Market VERY LIKELY & Rank Y M ‘H‘ *w .1\*. Activity VERY
INDEX | y N\ M LIKELY
Slight skew to 35-54s without kids Seeing world famous or
0 0
CH 68% 8 55+ (index 107) N/A NIA (index 110) iconic places 91%
Visiting a castle / palace /
0 0
UK 66% 7 N/A N/A N/A N/A historic house 89%
Mid family Visiting a historic
0 0
IT 62% 107 8 N/A N/A N/A (index 109) monument 86%
Young family Trying local food & drink
0 0
USA 60% 103 12 N/A N/A N/A (index 109) specialities 83%
C2DE skew Young family -
0 0
SP 57% 99 9 N/A N/A (index 109) (index 115) Visiting a park/garden 82%
Skew to C2DE skew Young family Short (< 2hrs) country or
0 0
FR 53% 92 13 18-34s (111) N/A (index 116) (index 113) coastal walk 7%
Skew to 55 Plus without kids -
0 0
AUS 53% 91 10 55+ (111) N/A N/A (index 116) Visiting a museum 77%
Mid family Exploring villages / rural
0 0
DE 52% 90 9 N/A N/A N/A (index 110) aroas 77%
Female 55 Plus without kids  Event associated with local
NL 52% 10 N/A skew (index 109) N/A (index 124) raditions 74%
Skew to N/A C2DE skew 18-34s without kids Long (> half day) country or
NO 37% el 22 18-34s (136) (index 131) (index 143) Coagtal ik y y 70%
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. . ~ . 57% Tier 2 Rank 10
VISIt England l{':}} HaVl n g a g O u rm et m eal Considera(t)ion x Consideration x Activity cluster

of activity tier (activity) ranking
Definitely
would consider
C_o_ns@eratlon of 31%
activity in England
MARKET LEVEL MARKET LEVEL CROSS-OVER WITH
CONSIDERATION DEMOGRAPHIC SKEWS OTHER ACTIVITIES
TOP 2 BOX CONSIDERATION OF ACTIVITY ~ CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION CONSIDERATION OF OTHER ACTIVITIES
INDEXED VS. TOTAL & RANKED OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE AMONG CONSIDERING ACTIVITY (TOP 2 BOX)
DEFINITELY / . o o A °® P DEFINITELY /
Market VERY LIKELY & Rank Y M ‘H‘ *w .1\*. Activity VERY
INDEX S “ AR *‘ ’H‘ LIKELY
CH 72% Bl 5 N/A N/A N/A N/A Seeing world famous or 89%
iconic places
Skew to C2DE skew 18-34s without kids ~ Trying local food & drink
0 0
NO 64% 7 18-34s (114) N/A (index 111) (index 115) specialities 89%
Skew to Young family Visiting a castle / palace /
0 0
USA 64% 6 18-34s (110) N/A N/A (index 111) historic house 85%
Skew to AB skew Mature / empty nest  Visiting a historic
0 0
NL 60% 106 7 55+ (116) N/A (index 110) (index 117) monument 84%
Skew to Young family I
0 0
AUS 60% 106 8 18-34s (111) N/A N/A (index 139) Visiting a park/garden 75%
Skew to AB skew 18-34s without kids —
0 0
UK °8% 101 9 18-34s (118) N/A (index 110) (index 118) Visiting a museum 5%
Mid family Food & drink tour or
0 0
IT 49% 18 N/A N/A N/A (Index 124) attraction 72%
Skew to AB skew Mid family Shopping for locally made
0 0
FR 46% 19 18-34s (118) N/A (index 111) (index 120) products/craft 1%
Skew to Mid family Exploring villages / rural
0 0
SP 43% 23 35-54 (116) NIA NIA (index 128) areas 70%
Skew to C1 skew Young family Event associated with local
0 0
DE 41% 15 18-34s (110) NIA (index 110)) (index 129) traditions 69%
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A ~ . . .. 55% l Tier 2 l Rank 11
VISIt England l{':}} Event aSS OC | ated W |th | O Cal trad |t| O n S Consideration Consideration Activity cluster
of activity tier (activity) ranking
Definitely
would consider
C_o_ns@eratlon of 26%
activity in England
MARKET LEVEL MARKET LEVEL CROSS-OVER WITH
CONSIDERATION DEMOGRAPHIC SKEWS OTHER ACTIVITIES
TOP 2 BOX CONSIDERATION OF ACTIVITY ~ CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION CONSIDERATION OF OTHER ACTIVITIES
INDEXED VS. TOTAL & RANKED OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE AMONG CONSIDERING ACTIVITY (TOP 2 BOX)
DEFINITELY / VERY o 0 0 ° o A (] P DEFINITELY /
Market CIKELY & INDEX Rank Y M ‘H‘ *w .1\*. Activity VERY
A2eT0N AR e LIKELY
C2DE skew 18-34s without kids Seeing world famous or
0 0
CH 68% 123 10 NIA N/A (index 109) (index 110) iconic places 92%
Visiting a castle / palace /
0 0
USA 63% 8 N/A N/A N/A N/A historic house 90%
55 Plus without kids Visiting a historic
0 0
FR 60% 108 8 N/A N/A N/A (index 122) monument 88%
Female skew Young family Trying local food & drink
0 0
T 59% 107 10 NIA (index 110) N/A (index 114) specialities 85%
AB skew Young family Exploring villages / rural
0 0
SP 54% 99 14 N/A N/A (index 109) (index 115) areas 80%
AB skew Young family -
0 0
DE 52% 94 10 N/A N/A (index 111) (index 120) Visiting a museum 79%
C2DE skew Mid family —_—
0 0
AUS 50% 91 15 N/A N/A (index 115) (index 120) Visiting a park/garden 78%
Skew to Mid family Short (< 2hrs) country or
0 0
UK 45% 14 35-54 (122) N/A N/A (index 130) coastal walk 7%
Skew to AB skew Mid family I .
0 0
NO 41% 17 35-54 (114) N/A (index 119) (index 118) Visiting a National Park 76%
Skew to 55 Plus without kids Shopping for locally made
0 0
NL 40% 17 55+ (123) N/A N/A (index 159) products/craft 75%
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. . ~ . 54% l Tier 2 l Rank 12
VISItEngIand l{':}} ShOppI ﬂg fOF |OC&||y made prOdUCtS/Craft Consideration Consideration Activity cluster
of activity tier (activity) ranking
Definitely
would consider
C_o_ns@eratlon of 2704
activity in England
MARKET LEVEL MARKET LEVEL CROSS-OVER WITH
CONSIDERATION DEMOGRAPHIC SKEWS OTHER ACTIVITIES
TOP 2 BOX CONSIDERATION OF ACTIVITY ~ CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION CONSIDERATION OF OTHER ACTIVITIES
INDEXED VS. TOTAL & RANKED OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE AMONG CONSIDERING ACTIVITY (TOP 2 BOX)
DEFINITELY / o & O ° o A (] i DEFINITELY /
Market VERY LIKELY & Rank Y M ‘H‘ *w 7 .1\*. Activity VERY
INDEX | o\ M LIKELY
Seeing world famous or 0
0
CH 66% VAR 12 N/A N/A N/A N/A iconic places 89%
Skew to Young family Trying local food & drink 899
0
IT 62% 9 35.54 (111) N/A N/A (index 131) specialities °
AB skew Mid family Visiting a castle / palace / 87%
0
SP 58% 108 8 N/A N/A (index 110) (index 113) historic house 0
Visiting a historic 0
0
USA 57% 106 13 N/A N/A N/A N/A monument 85%
55 Plus without kids 0
0
FR 55% 102 11 N/A N/A N/A (index 113) Visiting a park/garden 8%
Skew to Female skew Mid family 0
0 T7T%
AUS  53% 98 11 35.54 (110) (index 113) N/A (index 112) Visiting a museum 0
Skew to Female skew Mid family Event associated with local
9 i 76%
NO 47% 14 35-54 (120) (index 114) N/A (index 135) traditions i
Skew to Female skew Young family Exploring villages / rural 74%
0
UK 45% 14 35-54 (111) (index 114) N/A (index 129) areas 0
Skew to C1 skew Young family 72%
0
DE 43% 14 18-34 (112) N/A (index 110) (index 128) Having a gourmet meal °
Skew to Female skew AB skew Mid family Short (< 2hrs) country or 71%
0
NL 38% 18 35-54 (124) (index 111) (index 115) (index 152) coastal walk 0

Discover England Fund — Activities & Themes Research 2017




. . ~ . . 54% Tier 2 Rank 13
VISIt England l{':}} FOOd & d I'I n k tO U r OI’ attl’aCtI 0 n Considera(t)ion x Consideration x Activity cluster

of activity tier (activity) ranking
Definitely
would consider
C_o_ns@eratlon of 30%
activity in England
MARKET LEVEL MARKET LEVEL CROSS-OVER WITH
CONSIDERATION DEMOGRAPHIC SKEWS OTHER ACTIVITIES
TOP 2 BOX CONSIDERATION OF ACTIVITY ~ CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION CONSIDERATION OF OTHER ACTIVITIES
INDEXED VS. TOTAL & RANKED OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE AMONG CONSIDERING ACTIVITY (TOP 2 BOX)
DEFINITELY / o & O o A (] i DEFINITELY /
Market VERY LIKELY & Rank Y M ‘H‘ *w .1\*. Activity VERY
INDEX S y N c R LIKELY
Seeing world famous or
0 0
CH 70% [k} 7 N/A N/A N/A N/A iconic places 89%
Young family Trying local food & drink
0 0
USA 61% 10 NIA N/A N/A (index 112) specialities 87%
Female skew Young family Visiting a castle / palace /
0 0
AUS 54% 100 9 NIA (index 110) N/A (index 121) historic house 86%
Skew to Young family Visiting a historic
0 0
UK 52% 97 12 35-54 (113) N/A N/A (index 133) monument 85%
Skew to C2DE skew Mid family -
0 0
FR 50% | 93| 15 18-34 (114) NIA (index 114) (index 116) Visiting a museum 78%
Skew to 18-34s without kids Event associated with local
0 0
NO S0% 93 13 18-34 (117) N/A N/A (index 116) traditions 7%
Skew to C2DE skew Young family Exploring villages / rural
0 0
IT 49% 91 17 35-54 (117) N/A (index 116) (index 137) areas 7%
SP 48% 17 N/A N/A N/A N/A Visiting a park/garden 77%
Skew to AB skew 55 Plus without kids Short (< 2hrs) country or
0 0
NL 45% 14 35-54 (112) N/A (index 113) (index 129) coastal walk 5%
Skew to C2DE skew Young family .
0 0
DE 39% 16 18-34 (123) N/A (index 111) (index 140) Having a gourmet meal 75%
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VisitEngland @

Consideration of
activity in England

MARKET LEVEL
CONSIDERATION

TOP 2 BOX CONSIDERATION OF ACTIVITY
INDEXED VS. TOTAL & RANKED

Market Zeviierya RATK
INDEX

CH 67% pivys 11
UK 58% 109 9
FR 57% 107 10
SP 56% 105 11
IT 53% 101 13
USA 51% 96 19
NL 49% 93 11
DE 46% 11
AUS 40% 22
NO 36% E 23

Discover England Fund — Activities & Themes Research 2017

Definitely
would consider

28%

MARKET LEVEL
DEMOGRAPHIC SKEWS

Long (> half day) country or coastal walk

CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION
OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE

YT LI L

n).
=Re

N/A N/A
Skew to
35-54 (114) N/A
N/A N/A
Skew to
55+ (111) N/A
Skew to
35-54 (113) N/A
Skew to
18-34 (110) N/A
Female skew
N/A (index 109)
Skew to Female skew
35-54 (118) (index 116)
Skew to Female skew
35-54 (122) (index 114)
Male skew
N/A (index 113)

A
2.
AR

N/A

AB skew
(index 116)

AB skew
(index 112)

N/A

C2DE skew
(index 110)

N/A

AB skew
(index 118)
AB skew
(index 115)
N/A

C2DE skew
(index 118)

[ I )
K
18-34s without kids

(index 110)

35-54s without kids
(index 131)

Young family
(index 114)

Mature / empty nest
(index 115)

Mid family
(Index 130)

Mid family
(Index 120)

Mid family
(Index 111)

Mid family
(Index 131)

Young family
(index 138)

N/A

53% Tier 2 Rank 14
Consideration Consideration Activity cluster
of activity tier (activity) ranking

CROSS-OVER WITH
OTHER ACTIVITIES

CONSIDERATION OF OTHER ACTIVITIES
AMONG CONSIDERING ACTIVITY (TOP 2 BOX)

Activity

Short (< 2hrs) country or
coastal walk

Seeing world famous or
iconic places

Visiting a castle / palace /
historic house

Visiting a historic
monument

Trying local food & drink
specialities

Visiting a park/garden

Exploring villages / rural
areas

Visiting a museum

Visiting a National Park

Event associated with local
traditions

DEFINITELY /
VERY
LIKELY

88%

88%

88%

86%

82%

81%

80%

75%

75%

2%




. . ~ .. . 50% Tier 2 Rank 15
VISItEngIand @ V|S|t|ng Contem pOraI’y CUIture attractlon Considera(t)ion XConsideration XActivitycluster

of activity tier (activity) ranking
Definitely
would consider
C_o_ns@eratlon of 2504
activity in England
MARKET LEVEL MARKET LEVEL CROSS-OVER WITH
CONSIDERATION DEMOGRAPHIC SKEWS OTHER ACTIVITIES
TOP 2 BOX CONSIDERATION OF ACTIVITY ~ CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION CONSIDERATION OF OTHER ACTIVITIES
INDEXED VS. TOTAL & RANKED OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE AMONG CONSIDERING ACTIVITY (TOP 2 BOX)
DEFINITELY / o & O o A (] i DEFINITELY /
Market VERY LIKELY & Rank Y M ‘H‘ *w .1\*. Activity VERY
INDEX | AR c R LIKELY
Seeing world famous or
0 0
CH 63% M¥ZE 15 N/A N/A N/A N/A iconic places 90%
Skew to Female skew C2DE skew Young family Visiting a castle / palace /
0 0
IT S7% 11 18-34 (114) (index 109) (index 110) (index 116) historic house 87%
Visiting a historic
0 0
SP 56% 11 N/A N/A N/A N/A monument 86%
Skew to Mid family Trying local food & drink
0 0
USA 53% | 106\ 14 18-34 (112) N/A N/A (index 116) specialities 82%
Skew to AB skew 18-34s without kids -
0 0
FR 49% 96 17 18-34 (114) N/A (index 119) (index 117) Visiting a museum 80%
Skew to 18-34s without kids -
0 0
AUS 47% 93 17 18-34 (118) N/A N/A (index 117) Visiting a park/garden 78%
Skew to AB skew 18-34s without kids Food & drink tour or
0 0
NO 4r% 92 14 18-34 (120) N/A (index 135) (index 112) attraction 74%
Skew to C2DE skew Young family Short (< 2hrs) country or
0 0
UK 42% 17 18-34 (136) N/A (index 120) (index 143) coastal walk 73%
Skew to AB skew Mid family .
0 0
NL 37% 19 35-54 (114) N/A (index 131) (index 126) Having a gourmet meal 73%
Skew to AB skew Young family Event associated with local
0 0
DE 36% 20 18-34 (137) N/A (index 115) (index 145) traditions 73%
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VisitEngland @ Experiencing local nightlife

Consideration of
activity in England

MARKET LEVEL
CONSIDERATION

TOP 2 BOX CONSIDERATION OF ACTIVITY
INDEXED VS. TOTAL & RANKED

Market Zeviierya RATK
INDEX

NO 71% QAR 4
CH 56% 25
FR 52% 104 14
IT 50% 99 16
USA 48% 95 23
DE 46% 91 12
SP 45% 91 19
NL 45% 13
AUS 41% 21
UK 40% 23

Definitely
would consider

26%

MARKET LEVEL

DEMOGRAPHIC SKEWS

CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION
OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE

® ‘i! *

o 2 M\
o sl ‘H‘
|
Skew to
18-34 (110)

N/A
Skew to
18-34 (130)

Skew to
18-34 (127)

Skew to
18-34 (121)

Skew to
18-34 (131)

Skew to
18-34 (114)

Skew to
18-34 (129)

Skew to
18-34 (115)

Skew to
18-54 (121)

. w
N/A
N/A

N/A

N/A

Male skew
(index 112)

N/A

N/A

Male skew
(index 116)

N/A

Male skew
(index 115)
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A
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AR

N/A

N/A

C2DE skew
(index 117)

C2DE skew
(index 111)

N/A

AB skew
(index 117)

AB skew
(index 113)

C2DE skew
(index 113)

N/A

C2DE skew
(index 128)

[ I )
K
35-54s without kids

(index 113)

Young family
(index 113)

18-34s without kids
(index 128)

18-34s without kids
(index 136)

18-34s without kids
(index 115)

Young family
(index 151)

Mid family
(index 113)

18-34s without kids
(index 142)

18-34s without kids
(index 117)

Mid family
(index 142)

50% Tier 2 Rank 16
Consideration Consideration Activity cluster
of activity tier (activity) ranking

CROSS-OVER WITH
OTHER ACTIVITIES
CONSIDERATION OF OTHER ACTIVITIES
AMONG CONSIDERING ACTIVITY (TOP 2 BOX)

i DEFINITELY /
Activity VERY
LIKELY
Seeing world famous or 0
iconic places 87%
Trying local food & drink 0
specialities 85%
Visiting a castle / palace / o
historic house 82%
Visiting a historic 0
monument 82%
Visiting a museum 76%
Visiting a park/garden 74%
Short (< 2hrs) country or o
coastal walk 1%
Having a gourmet meal 71%
Shopping for clothes 69%
Food & drink tour or 69%

attraction




VisitEngland @

Consideration of
activity in England

MARKET LEVEL
CONSIDERATION

TOP 2 BOX CONSIDERATION OF ACTIVITY
INDEXED VS. TOTAL & RANKED

Market Zeviierya RATK
INDEX
CH 59% @R 18
IT 55% 12
FR 55% 12
USA 52% 106 16
SP 46% 94 18
NL 45% 90 14
AUS 44% 18
DE 43% 13
NO 39% 19
UK 39% 25

Visiting a religious building

Definitely
would consider

25%

MARKET LEVEL

DEMOGRAPHIC SKEWS

CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION
OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE

e o 0 ® o A
. oMM lw ﬂw 2
o | AR
N/A N/A N/A
Skew to Female skew N/A
35-54 (111) (index 116)
Skew to
55+ (122) N/A N/A
N/A N/A N/A
N/A N/A N/A
Skew to N/A AB skew
55+ (120) (index 116)
N/A N/A N/A
Skew to
55+ (113) N/A N/A
N/A Female skew AB skew
(index 123) (index 112)
Skew to
55+ (115) N/A N/A
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ik
N/A
Mid family

(index 120)

Mature / empty nest
(index 125)

Young family
(index 116)

55 Plus without kids
(index 124)

Mature / empty nest
(index 130)

55 Plus without kids
(index 111)

55 Plus without kids
(index 121)

55 Plus without kids
(index 127)

55 Plus without kids
(index 128)

49% Tier 3 Rank 17
Consideration Consideration Activity cluster
of activity tier (activity) ranking

CROSS-OVER WITH
OTHER ACTIVITIES
CONSIDERATION OF OTHER ACTIVITIES
AMONG CONSIDERING ACTIVITY (TOP 2 BOX)

i DEFINITELY /
Activity VERY
LIKELY
Seeing world famous or 0
iconic places 93%
Visiting a castle / palace / o
historic house 92%
Visiting a historic o
monument 91%
Visiting a museum 84%
Trying local food & drink 0
specialities 84%
Visiting a park/garden 80%
Exploring villages / rural 77%
areas
Short (< 2hrs) country or 0
coastal walk 5%
Visiting a National Park 74%
Shopping for locally made 71%

products/craft




VisitEngland @

Shopping for clothes

49% Tier 3 Rank 18
Consideration Consideration Activity cluster
of activity tier (activity) ranking

Definitely
would consider
C_o_ns@eratlon of 2704
activity in England

MARKET LEVEL
CONSIDERATION

TOP 2 BOX CONSIDERATION OF ACTIVITY
INDEXED VS. TOTAL & RANKED

MARKET LEVEL

DEMOGRAPHIC SKEWS

CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION
OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE

CROSS-OVER WITH
OTHER ACTIVITIES
CONSIDERATION OF OTHER ACTIVITIES
AMONG CONSIDERING ACTIVITY (TOP 2 BOX)

Market VIEIFEQI\Z(ITIILEELL\\((/& Rank s s 'i‘ ‘i! > - % AR, Activity DEF\I/I\IIEI';I'ELY/
INDEX 2800 “ W ﬂw AR *‘Tﬁﬁ\ LIKELY
vo oo Y o Sn, fomseder . e ssngwwamso gy,
CH 57% 24 N/A ribtine N/A N/A Visiting a historic 84%
SP 51% 105 16 N/A N/A N/A (I“:']'é’ef)f”l“l'g) 1822% jocalfood &drink 835
R ame 10 15 SeMe wa gmder dedaouus  vemgsosermcel g
AUS 48% 97 16 1:_' ;ZV\(Ilth) F(?r:gilf :'L5I1<§;N N/A (li\;llié:ief;(a;nlig) Visiting a museum 80%
NL 46% 94 12 188_ gi\l\(lltgs) F(?rrlgzlf 1sll<§;/v %ﬁdD;slklesv)v 18'3(?: dvg;[hlcgit)kids Visiting a park/garden 76%
IT 45% 93 21 1; giV\(llth) F(?:;ZI)? fgg;’v (i'rol\c?eikle IV7) Y(?nu dngxfilgﬁsil)y Experiencing local nightlife =~ 72%
o w w o FTE ww ey o o
o awe [ 15 Jewe s Geser 0monss ngegumens 710
or s [l e Son T o eommpmee Smgamesws
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VisitEngland @

Consideration of
activity in England

MARKET LEVEL
CONSIDERATION

TOP 2 BOX CONSIDERATION OF ACTIVITY
INDEXED VS. TOTAL & RANKED

Definitely
would consider

26%

MARKET LEVEL

Visiting an art gallery

DEMOGRAPHIC SKEWS
CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION
OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE

DEFINITELY / S
Market VERY LIKELY & Rank : 2 ﬁg"‘mtw
INDEX daa0
IT 65% KR 6 N/A
CH 59% mivyA 17 N/A
SP 55% 13 N/A
USA  53% 14 N/A
Skew to
AUS 52% 107 14 35-54 (111)
Skew to
FR 47% 96 18 55+ (109)
Skew to
NO 36% 25 55+ (123)
DE 33% 23 N/A
Skew to
NL 23% 30 18-34 (115)

* 'i'
Female skew

(index 110)

N/A
N/A
N/A
N/A
N/A

N/A

Female skew
(index 116)

Female skew
(index 113)

N/A
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A
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AR

AB skew
(index 124)

AB skew
(index 112)

AB skew
(index 115)
N/A
AB skew
(index 113)

AB skew
(index 122)

AB skew
(index 122)

cl skew
(index 110)

AB skew
(index 132)

AB skew
(index 171)

i
Young family

(index 120)

Young family
(index 113)

55 Plus without kids
(index 132)

Young family
(index 116)

35-54s without kids
(index 120)

Mature / empty nest
(index 117)

Young family
(index 117)

55 Plus without kids
(index 137)

Mid family
(index 118)

N/A

49% Tier 3 Rank 19
Consideration Consideration Activity cluster
of activity tier (activity) ranking

CROSS-OVER WITH
OTHER ACTIVITIES
CONSIDERATION OF OTHER ACTIVITIES
AMONG CONSIDERING ACTIVITY (TOP 2 BOX)

g DEFINITELY /
Activity VERY
LIKELY
Seeing world famous or 0
iconic places 92%
Visiting a museum 90%
Visiting a historic o
monument 89%
Visiting a castle / palace / 0
historic house 88%
Trying local food & drink 0
specialities 82%
Visiting a park/garden 80%
Visiting a National Park 74%
Visiting contemporary 0
culture attraction 4%
Exploring villages / rural 0
areas 73%
Event associated with local 73%

traditions




VisitEngland @ Film/TV/Literature attraction

Consideration of
activity in England

MARKET LEVEL
CONSIDERATION

TOP 2 BOX CONSIDERATION OF ACTIVITY
INDEXED VS. TOTAL & RANKED

Definitely
would consider

21%

MARKET LEVEL
DEMOGRAPHIC SKEWS

CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION
OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE

Market ooy likerva RN
INDEX
CH 57% B 21
SP 54% 15
USA  51% 19
IT 47% 102 19
AUS  43% 94 19
UK 42% 91 19
FR 40% 22
DE 39% 18
NO  37% 21
NL 31% 22

® ‘i! *

o 2 M\
o sl ‘H‘
|
Skew to
18-34 (110)

N/A
Skew to
18-34 (116)

Skew to
18-34 (118)

Skew to
18-34 (131)

Skew to
18-54 (125)

Skew to
18-34 (156)

Skew to
35-54 (121)

Skew to
18-34 (158)

Skew to
18-34 (153)

"

N/A
N/A
N/A
N/A
N/A

N/A

Female skew
(index 109)

N/A
N/A

N/A

Discover England Fund — Activities & Themes Research 2017

A
2.
AR

AB skew
(index 110)

C2DE skew
(index 126)
N/A
C2DE skew
(index 110)

C1 skew
(index 114)

C2DE skew
(index 118)

C2DE skew
(index 125)

C2DE skew
(index 115)

C2DE skew
(index 132)

AB skew
(index 118)

[ I )
K
18-34s without kids

(index 121)

Young family
(index 123)

Young family
(index 128)

Young family
(index 143)

18-34s without kids
(index 129)

35-54s without kids
(index 125)

18-34s without kids
(index 165)

Mid family
(index 122)

18-34s without kids
(index 161)

Young family
(index 157)

46% Tier 3 Rank 20
Consideration Consideration Activity cluster
of activity tier (activity) ranking

CROSS-OVER WITH
OTHER ACTIVITIES
CONSIDERATION OF OTHER ACTIVITIES
AMONG CONSIDERING ACTIVITY (TOP 2 BOX)

g DEFINITELY /
Activity VERY

LIKELY
Seeing world famous or 0
iconic places 91%
Visiting a castle / palace / o
historic house 87%
Visiting a historic o
monument 85%
Visiting a museum 83%
Trying local food & drink 0
specialities 82%
Visiting a park/garden 82%
Event associated with local

0

traditions 7%
Visiting a National Park 76%
Exploring villages / rural 0
areas 75%
Short (< 2hrs) country or 75%

coastal walk




VisitEngland @ Watching a play / musical

44% Tier 3 Rank 21
Consideration Consideration Activity cluster
of activity tier (activity) ranking

Definitely
would consider

Consideration of 2204

activity in England

MARKET LEVEL
CONSIDERATION

TOP 2 BOX CONSIDERATION OF ACTIVITY
INDEXED VS. TOTAL & RANKED

MARKET LEVEL

DEMOGRAPHIC SKEWS

CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION
OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE

CROSS-OVER WITH
OTHER ACTIVITIES
CONSIDERATION OF OTHER ACTIVITIES
AMONG CONSIDERING ACTIVITY (TOP 2 BOX)

Market VIEIFEQI\Z(ITIILEELL\\((/& Rank s s 'i‘ ‘i! e - % AR, Activity DEF\I/I\IIEI';I'ELY/
INDEX A0 'ﬂ' f'ﬂ' y % ’*‘T*’H‘ LIKELY
vo s B 0 gmn, e gede emew s g
USA  52% 17 N/A N/A N/A (I“:']'(;’efg“l"g) Visiting a historic 86%
CH 51% 28 N/A N/A (iﬁfeikf%) N/A Visiting a museum 86%
T 45% 102 20 NiA NiA (ndex 114 (ndex11d)  reonchosse o B4%
SP 45% 102 20 N/A N/A AB skew Young family Visiting a park/garden 81%
(index 130) (index 117)
AUS  42% 94 20 N/A N/A N/A (e 150 e eaod & dnnic - goge
K am ez o Femess ower ewmor Sesecauniod g
DE 37% 19 . 8322\/\(’ 1t;>8) N/A N/A 18-3(£ilnsdv5\3/i;hlong)kids E;;palgring villages / rural 73%
FR 31% ﬂ 28 1580 (18) Moo 111y oot (o 1) Visiting an art gallery 73%
NL 29% 24 188_ I;szlltg@ N/A '(A;Egelxslk;g;/ ('i\:l]igefflﬂ% Having a gourmet meal 72%
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VisitEngland @ Boating (boat trips, canal boating)

44% Tier 3 Rank 22
Consideration Consideration Activity cluster
of activity tier (activity) ranking

Definitely
would consider

Consideration of 20%

activity in England

MARKET LEVEL
CONSIDERATION

MARKET LEVEL
DEMOGRAPHIC SKEWS

CROSS-OVER WITH
OTHER ACTIVITIES

TOP 2 BOX CONSIDERATION OF ACTIVITY

INDEXED VS. TOTAL & RANKED

CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION
OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE

CONSIDERATION OF OTHER ACTIVITIES
AMONG CONSIDERING ACTIVITY (TOP 2 BOX)

Market VIEIFEQI\Z(ITIILEELL\\((/& Rank s s 'i‘ ‘i! - = (. % AR, Activity DEFINITELY
sidif0 A - i
CH 57% kPl 21 N/A N/A N/A N/A iﬁﬁ'l'ggp‘l’;‘;re'g famous or 88%
USA  50% 22 N/A N/A N/A ('i\:']i(;jeE‘Tzi'%’) \r;izgil:'r?];‘n':is“’”c 87%
FR  44% 100 20 N/A N/A N/A o st nonsa” PRl 87%
K s 1w wn o CEESew weumy o Tyoosean gy,
SP 41% 94 25 18 (160) N/A oo 11) N 250 Visiting a park/garden 84%
NO 41% 93 17 358_ l;j\’\(lltgz) N/A %ﬁdD;slkleOv)v ('i\:ge]?rﬂ% Visiting a National Park 80%
aus a2 e wn o CmEdey sl Soteamcnoo g
IT 37% 27 158 (104) oo 110 N/A N (20ey Visiting a museum 78%
SIRETY - (R A e T o
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VisitEngland @

Consideration of
activity in England

MARKET LEVEL
CONSIDERATION

TOP 2 BOX CONSIDERATION OF ACTIVITY
INDEXED VS. TOTAL & RANKED

VERY LIKELY &

INDEX

AUS 52% VAR 13

UK 51% QMR 13
USA 51% 18
CH 50% 29
NO 38% 20
SP 37% 28
IT 37% 27
DE 36% 21
NL 33% 21
FR 28% 31

Visiting places linked to family history

Definitely
would consider

24%

MARKET LEVEL

DEMOGRAPHIC SKEWS

CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION
OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE

e o 0 ® o A
sepdfd M 4
NN AR

Female skew
N/A (index 111) N/A
Skew to
18-34 (118) N/A N/A
Skew to
18-34 (113) N/A N/A
Skew to
55+ (112) N/A N/A
Skew to Female skew C2DE skew
18-34 (134) (index 112) (index 119)
Skew to N/A C2DE skew
18-34 (115) (index 121)
Skew to
18-34 (111) N/A N/A
Skew to N/A C2DE skew
18-34 (143) (index 125)
Skew to Male skew C2DE skew
18-34 (118) (index 110) (index 111)
Skew to N/A C2DE skew
18-34 (131) (index 112)
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i

Mature / empty nest

(index 121)

18-34s without kids

(index 119)

Young family
(index 125)

55 Plus without kids

(index 132)

18-34s without kids

(index 151)

Young family
(index 116)

Young family
(index 132)

Young family
(index 158)

Young family
(index 161)

Mid family
(index 131)

43% Tier 3 Rank 23
Consideration Consideration Activity cluster
of activity tier (activity) ranking

CROSS-OVER WITH
OTHER ACTIVITIES
CONSIDERATION OF OTHER ACTIVITIES
AMONG CONSIDERING ACTIVITY (TOP 2 BOX)

g DEFINITELY /
Activity VERY
LIKELY
Visiting a castle / palace / o
historic house 90%
Seeing world famous or 0
iconic places 88%
Visiting a historic o
monument 85%
Trying local food & drink 0
specialities 81%
Visiting a park/garden 79%
Exploring villages / rural 78%
areas
Visiting a National Park 77%
Visiting a museum 76%
Short (< 2hrs) country or 0
coastal walk 75%
Shopping for locally made 74%

products/craft




VisitEngland @

Consideration of
activity in England

MARKET LEVEL
CONSIDERATION

TOP 2 BOX CONSIDERATION OF ACTIVITY
INDEXED VS. TOTAL & RANKED

Market ooy likerva RN
INDEX
CH 550 MK 26
USA  50% [kl 21
sP 44% 107 22
IT 43% 105 23
FR 42% 102 21
UK 38% 93 26
NO  33% 27
AUS  30% 28
DE 30% 25
NL 25% 27
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Definitely
would consider

19%

MARKET LEVEL

Music festival / other festival

DEMOGRAPHIC SKEWS
CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION
OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE

Tl

N/A

n).
=Re

Skew to
18-34 (116)

Skew to
18-34 (112)

Skew to
18-34 (122)

Skew to
35-54 (119)

Skew to
18-34 (149)

Skew to
18-34 (147)

Skew to
18-34 (138)

Skew to
18-34 (117)

Skew to
18-34 (142)

"

N/A

N/A

Male skew
(index 109)

N/A
N/A
N/A
N/A

N/A

Female skew
(index 110)

N/A

A
2.
AR

N/A

N/A

N/A

C2DE skew
(index 110)

N/A
C2DE skew
(index 113)

C2DE skew
(index 136)

C2DE skew
(index 113)

AB skew
(index 126)

AB / C2DE skew
(index 125/ 122)

i
Mid family

(index 110)

Young family
(index 126)

Mid family
(index 116)

Young family
(index 145)

Mid family
(index 132)

18-34s without kids
(index 152)

18-34s without kids
(index 152)

Young family
(index 174)

Mid family
(index 120)

Mid family
(index 142)

41% Tier 3 Rank 24
Consideration Consideration Activity cluster
of activity tier (activity) ranking

CROSS-OVER WITH
OTHER ACTIVITIES
CONSIDERATION OF OTHER ACTIVITIES
AMONG CONSIDERING ACTIVITY (TOP 2 BOX)

Activity DEFINITELY
LIKELY
Pt LT
m:tl(t)l::g ﬁocuisetle / palace / 85%
;’;)ggg Ilict)igzl food & drink 82%
Visiting a park/garden 80%
Visiting a museum 79%
e atacton 76%
tErzsir;itoar:sssociated with local 76%
E;(epellzring villages / rural 75%
Short (< 2hrs) country or 74%

coastal walk
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Attending a live pop concert / gig

40% Tier 3 Rank 25
Consideration Consideration Activity cluster
of activity tier (activity) ranking

Definitely
would consider

Consideration of 20%

activity in England

MARKET LEVEL
CONSIDERATION

TOP 2 BOX CONSIDERATION OF ACTIVITY
INDEXED VS. TOTAL & RANKED

MARKET LEVEL

DEMOGRAPHIC SKEWS

CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION
OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE

CROSS-OVER WITH
OTHER ACTIVITIES
CONSIDERATION OF OTHER ACTIVITIES
AMONG CONSIDERING ACTIVITY (TOP 2 BOX)

Market VIEIFEQI\Z(ITIILEELL\\((/& Rank s s 'i‘ ‘i! > - % AR, Activity DEF\I/I\IIEI';I'ELY/
2000 M - i
CH 0% g 30 1£3S-|§ZV\(Ilt89) F(?r?;?f i(g;,v (iﬁgeikfﬁ) NIA conic places ! 87%
NO | 46% 16 1834 (155) fndex 110) (ot (ndex1on) T nisonchouse o 86%
UsA e w03 27 Jeve e Jede el s g
o ame o0 a IS wa CEM maw Dt g
IT 39% 99 26 1:_' ;Z\I\(Iltgn N/A zgg:(slkzeg)v ('i\:iéjefjrln;% Visiting a park/garden 79%
FR 39% 99 23 188_ l:;im(lltgo) N/A (igdlef(kf iNZ) 18'3(?: dvg;[hlc;ust)kids Visiting a museum 77%
SP 38% | 95| 27 1.9 (125 fndex 108) (ndex 100) (ndex 122) constaiwalk T TT%
ST T wn o CmEdey  mdwwvonus  vemgmenwowy g
AUS 30% 29 188_ I;ivzlltz 2) N/A (igdleikle;VZ) 18'3(?: dvevi);[hlcztgt)kids Experiencing local nightlife =~ 75%
NL 29% 24 188_ EZVHSO) ('?fﬂ:xs'l(i;\; ((3Ir2uljDeEXslI;e7v)v 18'3(?; dvevi’([hltzti_)t)kids Visiting a National Park 75%
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. o . 39% Tier 3 Rank 26
VISIt England Vl S'tl n g a them e pal’k Considera(t)ion x Consideration x Activity cluster

of activity tier (activity) ranking
Definitely
would consider
C_o_ns@eratlon of 19%
activity in England
MARKET LEVEL MARKET LEVEL CROSS-OVER WITH
CONSIDERATION DEMOGRAPHIC SKEWS OTHER ACTIVITIES
TOP 2 BOX CONSIDERATION OF ACTIVITY ~ CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION CONSIDERATION OF OTHER ACTIVITIES
INDEXED VS. TOTAL & RANKED OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE AMONG CONSIDERING ACTIVITY (TOP 2 BOX)
DEFINITELY / . ° o A * ® i DEFINITELY /
Market VERY LIKELY & Rank Y M ‘H‘ *w .1\*. Activity VERY
INDEX | AR c R LIKELY
Seeing world famous or
0 0
CH 64% MIGER 14 N/A N/A N/A N/A iconic places 87%
Skew to C1 skew Young family Visiting a historic
0 0
IT 45% 22 18-34 (111) N/A (index 113) (index 126) monument 86%
Skew to C2DE skew Young family Visiting a castle / palace /
0 0
SP 42% 108 24 18-34 (114) N/A (index 117) (index 139) historic house 86%
Skew to C2DE skew Young family Trying local food & drink
0 0
UK 37% 96 28 18-34 (163) N/A (index 136) (index 187) specialities 85%
Skew to C2DE skew Young family - .
0 0
USA | 37% | 95| 33 18-34 (135) NIA (index 116) (index 147) Visiting a National Park 82%
Skew to C2DE skew Mid family -
0 0
AUS  33% 25 18-34 (130) N/A (index 127) (index 154) Visiting a museum 81%
Skew to Male skew C2DE skew Young family —_—
0 0
FR 31% 27 18-34 (140) (index 117) (index 147) (index 154) Visiting a park/garden 79%
Skew to C2DE skew Young family Exploring villages / rural
0 0
NO 31% 28 18-34 (167) N/A (index 131) (index 174) areas 76%
Skew to C2DE skew Young family Food & drink tour or
0 0
DE 28% 28 18-34 (169) N/A (index 120) (index 172) attraction 76%
Skew to Male skew C2DE skew Mid family Long (> half day) country or
0 0
NL 23% 29 18-34 (155) (index 121) (index 121) (index 168) coastal walk 76%
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Consideration of
activity in England

MARKET LEVEL
CONSIDERATION

TOP 2 BOX CONSIDERATION OF ACTIVITY
INDEXED VS. TOTAL & RANKED

Market Zeviierya RATK
INDEX
CH 59% MLl 19
USA  42% 26
UK 41% 22
FR 38% 102 24
sP 38% 102 26
AUS  33% 90 26
IT 33% 31
DE 28% 27
NO  21% 32
NL 18% 35

Definitely
would consider

18%

MARKET LEVEL

DEMOGRAPHIC SKEWS
CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION
OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE

il

N/A

n).
=Re

Skew to
18-34 (118)

N/A
Skew to
55+ (126)

Skew to
18-34 (114)

Skew to
18-34 (114)

Skew to
18-34 (109)

Skew to
18-34 (126)

Skew to
18-34 (144)

Skew to
35-54 (141)

"

N/A

Male skew
(index 109)

N/A
N/A
N/A
N/A

N/A
Female skew
(index 109)

Male skew
(index 116)

Male skew
(index 113)

Discover England Fund — Activities & Themes Research 2017

Watching wildlife in natural environment

A
2.
AR

N/A

N/A

N/A

C2DE skew
(index 114)

N/A
C2DE skew
(index 113)

C2DE skew
(index 117)

C2DE skew
(index 119)

C2DE skew
(index 141)

C2DE skew
(index 135)

[ I )
K
18-34s without kids

(index 119)

Mid family
(index 128)

35-54s without kids
(index 120)

55 Plus without kids
(index 137)

Young family
(index 137)

Young family
(index 134)

Young family
(index 157)

Mid family
(index 118)

18-34s without kids
(index 144)

Mid family
(index 170)

37% Tier 3 Rank 27
Consideration Consideration Activity cluster
of activity tier (activity) ranking

CROSS-OVER WITH
OTHER ACTIVITIES
CONSIDERATION OF OTHER ACTIVITIES
AMONG CONSIDERING ACTIVITY (TOP 2 BOX)

Activity DEFINTELY
LIKELY
postictinded e
;}/:Sstlg:g Zocuiseﬂe / palace / 86%
;’822% Ili(t)igzl food & drink 84%
Visiting a National Park 84%
Visiting a park/garden 82%
Exploring villages / rural 81%

areas

Long (> half day) country or

0
coastal walk 81%
Short (< 2hrs) country or 0

coastal walk 79%
Visiting a museum 78%

59



VisitEngland @

Consideration of
activity in England

MARKET LEVEL
CONSIDERATION

TOP 2 BOX CONSIDERATION OF ACTIVITY

INDEXED VS. TOTAL & RANKED

Market \Zev LikeLy &
INDEX
CH 47% BHkK:
USA 39% 109
NO 36% 102
IT 36% 102
FR 35% 99
AUS 35% 97
UK 33% 92
SP 30%
DE 27%
NL 25%

Rank

32

32

23

29

25

24

29

32

29

28

Attending a live sporting event/match

Definitely
would consider

18%

MARKET LEVEL

DEMOGRAPHIC SKEWS

CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION
OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE

° h ® ® @ A
- M 22,
ST |
AU A
Male skew
N/A (index 110) N/A
Skew to Male skew N/A
18-34 (127) (index 119)
Skew to Male skew C2DE skew
18-34 (146) (index 138) (index 127)
Skew to Male skew C2DE skew
18-34 (131) (index 117) (index 113)
Skew to Male skew AB skew
18-34 (130) (index 125) (index 121)
Skew to Male skew AB skew
18-34 (126) (index 116) (index 113)
Skew to Male skew C2DE skew
35-54 (127) (index 119) (index 123)
Skew to Male skew N/A
18-34 (137) (index 125)

Skew to Male skew C1 skew
18-34 (144) (index 125) (index 115)
Skew to Male skew C1 skew
18-34 (140) (index 126) (index 114)
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[ I )
K
18-34s without kids

(index 130)

Young / Mid family
(index 139)

Young family
(index 150)

Young family
(index 197)

Mid family
(index 144)

Young family
(index 158)

35-54s without kids
(index 141)

Young family
(index 150)

Mid family
(index 143)

Young family
(index 143)

36% Tier 3 Rank 28
Consideration Consideration Activity cluster
of activity tier (activity) ranking

CROSS-OVER WITH
OTHER ACTIVITIES
CONSIDERATION OF OTHER ACTIVITIES
AMONG CONSIDERING ACTIVITY (TOP 2 BOX)

i DEFINITELY /
Activity VERY
LIKELY
Seeing world famous or 0
iconic places 89%
Visiting a historic 0
monument 85%
Visiting a castle / palace / o
historic house 82%
Trying local food & drink 0
specialities 81%
Visiting a museum 78%
Short (< 2hrs) country or 77%
coastal walk
Visiting a park/garden 76%
Experiencing local nightlife 76%
Visiting a National Park 75%
Food & drink tour or 74%

attraction
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Consideration of
activity in England

MARKET LEVEL
CONSIDERATION

TOP 2 BOX CONSIDERATION OF ACTIVITY
INDEXED VS. TOTAL & RANKED

Market ooy likerva RN
INDEX
CH 5206 WG] 27
SP 44% RS 21
USA  44% [MEES 25
NO  35% 98 26
FR 32% 91 26
IT 32% 90 33
UK 29% 31
AUS  29% 30
DE 24% 30
NL 19% 33
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Definitely
would consider

17%

MARKET LEVEL

Attending a classical concert

DEMOGRAPHIC SKEWS
CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION
OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE

Tl

N/A

n).
=Re

N/A
Skew to
18-34 (120)

Skew to
18-34 (140)

Skew to
18-34 (112)
N/A
Skew to
18-34 (116)

Skew to
18-34 (124)

Skew to
18-34 (116)

Skew to
18-34 (114)

"

N/A
N/A

N/A

Female skew
(index 111)

N/A
N/A
N/A
N/A

N/A

Male skew
(index 110)

A
2.
AR

AB skew
(index 114)

N/A

N/A
C2DE skew
(index 116)

C2DE skew
(index 124)

C2DE skew
(index 111)

AB skew
(index 131)

C2DE skew
(index 111)

AB skew
(index 125)

AB skew
(index 124)

i
Young family

(index 120)

55 Plus without kids
(index 123)

Mid family
(index 129)

18-34s without kids
(index 136)

Mid family
(index 126)

Young family
(index 172)

35-54s without kids
(index 122)

Young family
(index 126)

55 Plus without kids
(index 121)

Mid family
(index 140)

36% Tier 3
Consideration Consideration
of activity tier (activity)

CROSS-OVER WITH
OTHER ACTIVITIES

Rank 29

Activity cluster
ranking

CONSIDERATION OF OTHER ACTIVITIES
AMONG CONSIDERING ACTIVITY (TOP 2 BOX)

i DEFINITELY /
Activity VERY
LIKELY
Visiting a castle / palace / 0
historic house 87%
Seeing world famous or 0
iconic places 87%
Visiting a historic 0
monument 85%
Visiting a museum 84%
Trying local food & drink 0
specialities 81%
Event associated with local
0
traditions 79%
Visiting a park/garden 79%
Watching a play / musical 78%
Visiting contemporary 0
culture attraction 78%
Exploring villages / rural
p g g 78%

areas
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Consideration of
activity in England

MARKET LEVEL
CONSIDERATION

TOP 2 BOX CONSIDERATION OF ACTIVITY
INDEXED VS. TOTAL & RANKED

Definitely
0
would consider

MARKET LEVEL
DEMOGRAPHIC SKEWS

Sunbathing on the beach/by a pool

CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION
OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE

Market v ikeve RATK L e @ n'n@ *lnl
INDEX afn “
CH 57% kel 21 N/A N/A
USA  40% [BEil 29 1580 (195) NIA
N s 10 20 S Meeses
UK 33% 99 29 1?;%‘;’2) N/A
DE 29% 26 1;;%‘;6) N/A
Y R
AUS  27% 32 g’gjvgltgs) N/A
SP 27% 35 15‘;3“{;;1) N/A
NO 22% 31 1855%“1’3) N/A
SERETY -5 IECR v
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A
2.
AR

N/A

N/A

N/A
C2DE skew
(index 128)

C2DE skew
(index 117)

C2DE skew
(index 133)

C2DE skew
(index 116)

C2DE skew
(index 148)

C1 skew
(index 110)

C2DE skew
(index 143)

® o
i
N/A
Young family

(index 157)

Young family
(index 143)

Mid family
(index 161)

Mid family
(index 165)

Young family
(index 167)

Young family
(index 172)

Young family
(index 146)

Young family
(index 185)

Young family
(index 151)

33% Tier 4 Rank 30
Consideration Consideration Activity cluster
of activity tier (activity) ranking

CROSS-OVER WITH
OTHER ACTIVITIES
CONSIDERATION OF OTHER ACTIVITIES
AMONG CONSIDERING ACTIVITY (TOP 2 BOX)

i DEFINITELY /
Activity VERY
LIKELY
Trying local food & drink 0
specialities 86%
Seeing world famous or o
iconic places 83%
Visiting a castle / palace / o
historic house 82%
Visiting a historic 0
monument 81%
Visiting a park/garden 80%
Short (< 2hrs) country or o
coastal walk %
Visiting a National Park 78%
Having a gourmet meal 7%
Food & drink tour or o
attraction 76%
Shopping for locally made 75%

products/craft




VisitEngland @ Shopping for luxury or designer products

33% Tier 4 Rank 31
Consideration Consideration Activity cluster
of activity tier (activity) ranking

Consideration of 0
activity in England —

Definitely
would consider

MARKET LEVEL MARKET LEVEL

CONSIDERATION DEMOGRAPHIC SKEWS

TOP 2 BOX CONSIDERATION OF ACTIVITY ~ CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION
INDEXED VS. TOTAL & RANKED OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE

CROSS-OVER WITH
OTHER ACTIVITIES
CONSIDERATION OF OTHER ACTIVITIES
AMONG CONSIDERING ACTIVITY (TOP 2 BOX)

Market VIEIFEQI\Z(ITIILEELL\\((/& Rank s s 'i‘ ‘i! e - % AR, Activity DEF\I/I\IIEI';I'ELY/
INDEX S “ ‘H' *w AR *‘T*ﬁ\ LIKELY
e son [ 0w fosen ey mlclbcdsunk gy,
USA | 39% 31 1854 (119 (ndex 122 N/A (ndex14)  eonchosse | 85%
aus w101 2 e CoEsev mamy  Semgwrdmmosor g
NO 30% o1 29 Zuvic, e 120 (o199 | ndexi8D)  monument 83%
NL 30% 90 23 1;_' ;Z\I\(Iltgl) N/A (i'r?c?eikle?\:\é) (li\;llié:ief;(a;nzig) Having a gourmet meal 83%
SP 29% 33 358_ I;jvzltgs) N/A (iﬁc?eikf i'\é) ('i\:ge]?rf;% Shopping for clothes 83%
IT 27% 35 1; gi\/\(llt;g) N/A (i'rol\c?eikle 1\%) ('i\:l]igef)‘;’lrlngl{) Visiting a park/garden 79%
UK 27% 32 183- gi\l\(’ltgs) N/A (iﬁgeikleilvz) Y(?nu dnégxfilg;y Visiting a museum 79%
B - B e LR
SRR - R A i B
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of activity tier (activity) ranking

. . ~ . . 32% Tier 4 Rank 32
VISIt England l-{:}} EXplorl ng an area by E-bl ke Considera(t)ion XConsideration XActivitycluster

Consideration of Definitely
activity in England would consider
MARKET LEVEL MARKET LEVEL CROSS-OVER WITH
CONSIDERATION DEMOGRAPHIC SKEWS OTHER ACTIVITIES
TOP 2 BOX CONSIDERATION OF ACTIVITY ~ CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION CONSIDERATION OF OTHER ACTIVITIES
INDEXED VS. TOTAL & RANKED OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE AMONG CONSIDERING ACTIVITY (TOP 2 BOX)
DEFINITELY / VERY o & O o A °® i DEFINITELY /
Market CIKELY & INDEX Rank Y M ‘H‘ *w .1\*. Activity VERY
A0 AR e LIKELY
Visiting a historic
0 0
CH 49% 153 31 N/A N/A N/A N/A monument 86%
Skew to Mid family Seeing world famous or
0 0
IT 42% 130 25 18-34 (115) N/A N/A (index 136) iconic places 86%
Skew to C2DE skew Mid family Trying local food & drink
0 0
USA | 41% merEl 27 18-34 (122) N/A (index 118) (index 135) specialities 83%
Skew to C2DE skew Mid family Short (< 2hrs) country or
0 0
SP 32% | 100 | 29 18-34 (116) N/A (index 118) (index 127) coastal walk 83%
Skew to C2DE skew Mid family Visiting a castle / palace /
0 0
FR 28% 32 18-34 (121) N/A (index 111) (index 124) historic house 82%
Skew to Female skew C1 skew Young family -
0 0
AUS 25% 33 18-34 (139) (index 112) (index 117) (index 152) Visiting a park/garden 82%
Skew to C2DE skew Young family —_— .
0 0
UK 24% 35 18-34 (146) N/A (index 147) (index 192) Visiting a National Park 81%
Skew to C2DE skew 18-34s without kids Exploring villages / rural
0 0
DE 23% sl 18-34 (171) N/A (index 127) (index 150) areas 79%
Skew to Male skew C2DE skew Mid family Event associated with local
0 0
NL 22% n 32 18-34 (112) (index 113) (index 113) (index 139) traditions 78%
Skew to Male skew C2DE skew Young family I
0 0
NO 21% 33 18-34 (174) (index 120) (index 131) (index 185) Visiting a museum 8%
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Having a spa/beauty/wellness treatment

16% Definitely _
would consider

MARKET LEVEL MARKET LEVEL

CONSIDERATION DEMOGRAPHIC SKEWS

TOP 2 BOX CONSIDERATION OF ACTIVITY ~ CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION
INDEXED VS. TOTAL & RANKED OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE

31% Tier 4 Rank 33
Consideration Consideration Activity cluster
of activity tier (activity) ranking

Consideration of
activity in England

CROSS-OVER WITH
OTHER ACTIVITIES
CONSIDERATION OF OTHER ACTIVITIES
AMONG CONSIDERING ACTIVITY (TOP 2 BOX)

Market VIEIFEQI\Z(ITIILEELL\\((/& Rank s s 'i‘ ‘i! e - % AR, Activity DEF\I/I\IIEI';I'ELY/
INDEX 2800 “ W *w AR *‘T*ﬁ\ LIKELY
o oo B s Sone | rmese o, vmimy S g
usa o [ 2 Sove wa SRESer  Yompmy  veamsermel gy
UK 37% 27 16.38 (147 index 119 (index 116) Mndox1s  specuiies T B2%
IT 33% 107 30 L84 (150) (o 120) o 195, Yoo ey Vising a parklgarden 79%
R oo s s SR Msm  CEEd M e 7o
s oo O e ks ey wswors gy
g | | % Seve Mkser  omoeder  vougemy  Vemetwow g
NO 25% 30 183- l:;iV\(I]_t?G) Fg:;zlf i(g'v zﬁ(?:(iklegv; 18'3(?; dvgi;hloGust)kids Visiting a National Park 78%
ST - R G B L R
woow B e Sne, Ty ommie e secomeens o,
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of activity tier (activity) ranking

. . ~ . . 28% Tier 4 Rank 34
VISItEngIand l{':}} Attend'ng EﬂglISh Ianguage ClasseS/Course Considera(t)ion XConsideration XActivitycluster

Consideration of 14% Definitely
activity in England would consider
MARKET LEVEL MARKET LEVEL CROSS-OVER WITH
CONSIDERATION DEMOGRAPHIC SKEWS OTHER ACTIVITIES
TOP 2 BOX CONSIDERATION OF ACTIVITY ~ CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION CONSIDERATION OF OTHER ACTIVITIES
INDEXED VS. TOTAL & RANKED OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE AMONG CONSIDERING ACTIVITY (TOP 2 BOX)
DEFINITELY / . o A °® i DEFINITELY /
Market VERY LIKELY & Rank Y M ‘H‘ *w .1\*. Activity VERY
INDEX | y N\ M LIKELY
Skew to Mid family Visiting a historic
0 0
IT 42% WEEE 24 18-34 (117) N/A N/A (index 141) monument 91%
Skew to 18-34s without kids Seeing world famous or
0 0
CH 35% S 40 18-34 (126) N/A N/A (index 136) iconic places 86%
Skew to C2DE skew 18-34s without kids Visiting a castle / palace /
0 0
SP 31% 30 18-34 (139) N/A (index 119) (index 149) historic house 83%
Skew to C2DE skew Young family -
0 0
FR 30% 109 29 18-34 (137) N/A (index 140) (index 141) Visiting a museum 81%
Skew to C2DE skew Young family Event associated with local
0 0
DE 19% 32 18-34 (151) N/A (index 138) (index 209) traditions 81%
Skew to Male skew C1C2DE skew Mid family Trying local food & drink
0 0
NL 15% 37 18-34 (146) (index 119) (index 110) (index 170) specialities 78%
Skew to Male skew C1 skew Young family —_—
0 0
NO 12% 35 18-34 (208) (index 121) (index 152) (index 317) Visiting a park/garden 78%
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Shopping for locally made 0
products/craft 78%

Exploring villages / rural
areas

78%

Visiting a National Park 76%
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Cycling or Mountain biking

Consideration of
activity in England

Definitely
would consider

12%

MARKET LEVEL
CONSIDERATION

TOP 2 BOX CONSIDERATION OF ACTIVITY
INDEXED VS. TOTAL & RANKED

MARKET LEVEL
DEMOGRAPHIC SKEWS

varket UK. Rk Lo m@B R
INDEX '.'..‘ sl “
CH  38% KA 37 1554 (13 NIA
USA  32% BB 37 158 (150) (o 115)
IT 32% 32 188-52\7;;)3) (I?fﬂ:xs'l(%\;
SP 30% 31 lfigijﬁ)B) N/A
NL 28% 105 26 1554 (150 (o 116)
FR 2% 9 33 el (inix 110
UK 24% 90 33 1522\/\(/1?0) (mleexsgév)
DE 17% 33 1BS-|§ZV\(Ilt28) N/A
AUS  16% 38 158 (160) s 110)
NO  12% 36 158 (179) (i 138
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CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION
OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE

A
2.
AR

AB skew
(index 110)

C2DE skew
(index 120)

C2DE skew
(index 118)

C2DE skew
(index 118)

C2DE skew
(index 135)

C2DE skew
(index 181)

C2DE skew
(index 137)

C2DE skew
(index 118)

C1 skew
(index 129)

C2DE skew
(index 140)

i
Mid family

(index 115)

Young family
(index 148)

Mid family
(index 135)

Young family
(index 136)

Mid family
(index 129)

Young family
(index 145)

Young family
(index 154)

Young family
(index 217)

Mid family
(index 175)

Young family
(index 198)

27% Tier 4 Rank 35
Consideration Consideration Activity cluster
of activity tier (activity) ranking

CROSS-OVER WITH
OTHER ACTIVITIES
CONSIDERATION OF OTHER ACTIVITIES
AMONG CONSIDERING ACTIVITY (TOP 2 BOX)

i DEFINITELY /
Activity VERY
LIKELY
E;(epéllzring villages / rural 87%
Visiting a castle / palace / 0
historic house 85%
Seeing world famous or 0
iconic places 85%
Visiting a historic 0
monument 84%
Visiting a park/garden 84%
Trying local food & drink 0
specialities 82%
Short (< 2hrs) country or o
coastal walk 82%

Event associated with local
0
traditions 82%

Long (> half day) country or

0
coastal walk 82%

Food & drink tour or

0
attraction 80%




VisitEngland @

Trying an adventure/adrenalin activity

25% Tier 4 Rank 36
Consideration Consideration Activity cluster
of activity tier (activity) ranking

Consideration of
activity in England

Definitely
would consider

11%

MARKET LEVEL
CONSIDERATION

TOP 2 BOX CONSIDERATION OF ACTIVITY
INDEXED VS. TOTAL & RANKED

MARKET LEVEL

DEMOGRAPHIC SKEWS

CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION
OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE

CROSS-OVER WITH
OTHER ACTIVITIES
CONSIDERATION OF OTHER ACTIVITIES
AMONG CONSIDERING ACTIVITY (TOP 2 BOX)

Market V'EE'\:('T'ILEE'I-_V& Rank . il&‘i‘ - @ AR Activity DEFINITELY /

INDEX A0 f'ﬂ' y % ?‘T*’H‘ LIKELY
R - e el oo
ven oo [ s ZmE e g e swmmeess g
S aws s a7 See wa ey Yemy  wegacelmael g,
Rz oz 35 Sore Mbden  GEden 10U e o1%
I~ T R e
Nz [ a Sere ksen cbedew il Swmgmllyme g,
UGz 0w Fre Mesen  GEde  sdtmh eganons gy
AUS Eme | a4 Sk, Neesor  aNldey i Lol gy
e aon Rl s g, M Gmede ommh Scamense g
o aes B o S, fEeser SREder Yol ewgagmmened 7%
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. . ~ . 24% Tier 4 Rank 37
VISIt Engla nd l-{:}} Ast r 0 n O m y/Star g aZ| n g Considera(t)ion x Consideration x Activity cluster

of activity tier (activity) ranking

Consideration of Definitely
activity in England would consider
MARKET LEVEL MARKET LEVEL CROSS-OVER WITH
CONSIDERATION DEMOGRAPHIC SKEWS OTHER ACTIVITIES
TOP 2 BOX CONSIDERATION OF ACTIVITY ~ CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION CONSIDERATION OF OTHER ACTIVITIES
INDEXED VS. TOTAL & RANKED OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE AMONG CONSIDERING ACTIVITY (TOP 2 BOX)
DEFINITELY / VERY o & O o A [ i DEFINITELY /
Market CIKELY & INDEX Rank Y M 7 .1\*. Activity VERY
W00 y % 1 LIKELY
Young family Seeing world famous or
0 0
CH 45% 183 33 NIA N/A NIA (index 113) iconic places 87%
Skew to C2DE skew Mid family Visiting a castle / palace /
0 0
USA  33% BEECH 36 18-34 (130) N/A (index 115) (index 152) historic house 85%
Skew to C2DE skew Young family - .
0 0
SP 27% 34 3554112 N/A (index 122) (index 135) Visiting a National Park 84%
Skew to C2DE skew Young family -
0 0
IT 21% 36 18-34 (121) N/A (index 142) (index 139) Visiting a park/garden 82%
Skew to Male skew C2DE skew 35-54s without kids Visiting a historic
0 0
UK 23% 94 36 35-54 (141) (index 124) (index 119) (index 164) monument 82%
Skew to Male skew C2DE skew Young family Trying local food & drink
0 0
FR 20% 38 18-34 (157) (index 111) (index 178) (index 165) specialities 80%
Skew to Male skew AB skew Young family Exploring villages / rural
0 0
AUS 18% 36 18-34 (147) (index 109) (index 124) (index 174) areas 80%
Skew to Male skew AB skew Mid family Event associated with local
0 0
NL 12% 39 18-34 (174) (index 138) (index 123) (index 159) traditions 79%
Skew to Male skew C2DE skew Young family Food & drink tour or
0 0
NO 12% 37 18-34 (176) (index 135) (index 124) (index 243) attraction 79%
Skew to Female skew C2DE skew Mid famil I
DE 11% 40 18-34 (176) (index 110) (index 157) (index 2031/) Visiting a museum 78%
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. e ~ . 24% Tier 4 Rank 38
VISIt England l{':}} DO | n g Water S po rtS Considera(t)ion x Consideration x Activity cluster

of activity tier (activity) ranking

Consideration of Al Definitely
o 11% .
activity in England would consider
MARKET LEVEL MARKET LEVEL CROSS-OVER WITH
CONSIDERATION DEMOGRAPHIC SKEWS OTHER ACTIVITIES
TOP 2 BOX CONSIDERATION OF ACTIVITY ~ CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION CONSIDERATION OF OTHER ACTIVITIES
INDEXED VS. TOTAL & RANKED OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE AMONG CONSIDERING ACTIVITY (TOP 2 BOX)
DEFINITELY / o & O o A (] i DEFINITELY /
Market VERY LIKELY & Rank Y M ‘H‘ *w .1\*. Activity VERY
INDEX S AR c R LIKELY
Skew to 18-34s without kids Trying local food & drink
0 0
CH 42% m 35 18-34 (114) N/A N/A (index 117) specialities 85%
Skew to C2DE skew Young family Seeing world famous or
0 0
USA | 36% peely 34 18-34 (137) N/A (index 118) (index 147) iconic places 84%
Skew to Male skew C2DE skew Young family Visiting a castle / palace /
0 0
UK 24% | 103 33 18-34 (159) (index 113) (index 129) (index 183) historic house 83%
Skew to Male skew C2DE skew Young family Long (> half day) country or
0 0
SP 20% 38 18-34 (152) (index 130) (index 124) (index 141) coastal walk 83%
Skew to C1 skew 18-34s without kids - .
0 0
AUS 19% 35 18-34 (183) N/A (index 117) (index 174) Visiting a National Park 81%
Skew to Male skew C2DE skew Young family Short (< 2hrs) country or
0 0
FR 18% 39 18-34 (158) (index 109) (index 139) (index 171) coastal walk 81%
Skew to Male skew C2DE skew Mid family .
0 0
NL 18% 34 18-34 (152) (index 121) (index 159) (index 206) Having a gourmet meal 81%
Skew to Male skew C2DE skew 18-34s without kids Shopping for locally made
0 0
I 18% 40 18-34 (145) (index 115) (index 137) (index 139) products/craft 79%
Skew to C2DE skew Young family Visiting contemporary
0 0
DE 17% 35 18-34 (159) N/A (index 124) (index 195) culture attraction 79%
Skew to Male skew C2DE skew 18-34s without kids Visiting a historic
0 0
NO 10% 39 18-34 (231) (index 120) (index 172) (index 219) monument 79%
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. e ~ . . .. 21% Tier 4 Rank 39
VISItEngIand l{':}} Taklng part |n COmpetItlve SpOI’tS Considera(t)ion XConsideration XActivitycluster

of activity tier (activity) ranking

Consideration of Definitely
A () .
activity in England would consider
MARKET LEVEL MARKET LEVEL CROSS-OVER WITH
CONSIDERATION DEMOGRAPHIC SKEWS OTHER ACTIVITIES
TOP 2 BOX CONSIDERATION OF ACTIVITY ~ CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION CONSIDERATION OF OTHER ACTIVITIES
INDEXED VS. TOTAL & RANKED OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE AMONG CONSIDERING ACTIVITY (TOP 2 BOX)
DEFINITELY / e & O ° e A ' o DEFINITELY /
Market VERY LIKELY & Rank Y M ‘H‘ *w N .1\*. Activity VERY
INDEX | AR c R LIKELY
Male skew AB skew 18-34s without kids ~ Trying local food & drink
0 A 84%
CH 40% BEELR 36 N/A (index 111) (index 120) (index 122) specialities 0
Skew to Male skew C2DE skew Mid family Seeing world famous or
0 o 82%
USA 27% WZel 39 18-34 (139) (index 125) (index 144) (index 164) iconic places °
Skew to Male skew C1 skew Mid family Visiting a historic
0 82%
FR 21% 98 37 18-34 (145) (index 122) (index 114) (index 165) monument ’
Skew to Male skew C2DE skew Young family Visiting contemporary 820
0 .
IT 20% 96 39 18-34 (142) (index 116) (index 129) (index 189) culture attraction °
Skew to Male skew Young family Long (> half day) country or - g4,
0
SP 20 /0 95 38 18-34 (151) (IndeX 122) N/A (mdex 152) coastal walk 0
Skew to Male skew C2DE skew Mid family Attending a live sporting
0 79%
UK 17% 38 18-34 (205) (index 133) (index 141) (index 184) event/match ’
Skew to Male skew Mid family Short (< 2hrs) country or
0 78%
AUS  16% 39 18-34 (151) (index 134) NIA (index 167) coastal walk ’
Skew to Male skew AB skew Mid family it
0 Visiting a museum 78%
NL 14% E 38 35-54 (143) (index 142) (index 146) (index 177) 9 °
Skew to Male skew C2DE skew 18-34s without kids ~ Visiting a castle / palace /
0 S 78%
DE 13% 38 18-34 (230) (index 114) (index 139) (index 228) historic house °
Skew to Male skew C2DE skew Mid family e htli
0 Experiencing local nightlife T7T%
NO 11% 38 18-34 (154) (index 145) (index 162) (index 151) P g g °
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Playing golf

10% Definitely _
would consider

MARKET LEVEL

DEMOGRAPHIC SKEWS

CALLING OUT OF BIGGEST SKEWS IN LEVEL OF CONSIDERATION
OF ACTIVITY BY AGE, GENDER SOCIAL GRADE AND LIFESTAGE

19% Tier 4 Rank 40
Consideration Consideration Activity cluster
of activity tier (activity) ranking

Consideration of
activity in England

MARKET LEVEL
CONSIDERATION

TOP 2 BOX CONSIDERATION OF ACTIVITY
INDEXED VS. TOTAL & RANKED

CROSS-OVER WITH
OTHER ACTIVITIES
CONSIDERATION OF OTHER ACTIVITIES
AMONG CONSIDERING ACTIVITY (TOP 2 BOX)

Market VIEIFEQI\Z(ITIILEELL\\((/& Rank s s 'i‘ ‘i! - - % AR, Activity DEF\I/I\IIEI';I'ELY/
INDEX A2eT0N ‘H‘ f'ﬂ' AR ?‘T*’H‘ LIKELY
CH 35% [EEEN 39 N/A N/A N/A Y(‘i’n”d”gxfj"z“cj;y Food & drinkctour or 85%
usa  aos BN op  Sewe  festen  @bEdew  wgEny o Seergwolimso gy
T [ s S ChoEsew  Mdlmh  Tolecedadink g,
AUS ame | s Sewe Mekder  GDbdew  YewalnM aigagoumetmed 840
o [ w o gme, g omam gy e o
FR 16% 40 188_ l::jm(lltgl) ('?ﬁ?jlsxs';g;\; iﬁst(sllgeg)v (mgetlrfzig) Visiting a National Park 82%
SR - IR e R e e e el
R - I (AR v B 1 Y
o ou BB w0 Seve,  weesew  esen  wlmy o vetmememony gy,
vo o [El a0 Seve  jEeden  obtden  vomml igapuguen o1
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