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Background to the highlight summaries

One Minute to Midnight and Maru/edr have completed 2 primary research
projects relating to the Discover England Fund for VisitEngland in 2017,
both based on gualitative and quantitative research. As part of sharing
the insight among stakeholders and partners, we've also created one-

- pagers by Activity and Market, and presented key ideas at the Discover
;g England Fund Year 2 conference.

j'[f. _ These summaries continue to make use of and communicate the insight
gﬁ ~  generated from those projects, using data from both the qualitative and SEE: = :
E ~ quantitative Year 1 research projects undertaken in 2017 focusing on the e ey Q\ﬁ% ¥ -
- different types of destinations: Countryside, London & Major Cities and , .

: Smaller Cities & Towns. In addition to this, we also draw on wider findings '
from years of work in the sector and directly. with VisitEngland/VisitBritain &
addressing the needs and attitudes of the international visitor in general. C e

: The sample for this summary, therefore, indirectly consists of visitors and
- potential visitors to England, primarily from the US, Germany, and the

~ Netherlands, but is also supplemented by quantitative data from Spain,
France, Australia, Italy, Norway, and China.
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The English Difference Things That Couldn’t Be
Found Anywhere Else

For England, the key appealing quality is

contrast — with modern life, with the rest of the ~ Visitors have 2 key ways of assessing things to
: world, and even with London itself. - see and do on holiday: ‘things that are different to
~_ England provides stimulation in its differences. ~~ Whatlgetat home’; and ‘things th’at are different
International visitors can find it in the difference ~ towhat| could get anywhere else’. (g
- between the reserved characters they see in TV These international visitors were usually looking
| ;v andfilm and the eccentric people they find when  for an ‘English Holiday’, not always purely their
izt they visit attractions like Pencil Museums, or the lﬂg‘"{ﬁ ‘holiday type' - a holiday to England is generally
?—‘ L Classy gentleman of literature Compared with the g = motivated by a desire to experience Eng]and and [
- tipsy fancy dress-clad football fans they see at a ~its people. :
| game. : y Som. 3 .
. § ~ Often they find this in meeting local residents; 2o
They see it as they look at something that's the .~ * doing the things locals do, and eating and
world’s oldest while they’re hearing that Bristol is ~drinking what locals do — any chance to portray
home to the zeitgeist of street art. ~ activities and experiences in this way helps them
~_Even the referendum on exiting the EU result g appeal to the international visitor.
= suggests to the international visitor that England B T T
is home to dramatically contrary views and .~ Dover, ,’Batﬂe of HaSﬁEQS—'Ffance or Ge(mar?y%u?e Y
ideas not going to see that,”or New YO(k or California either! .~ "~
J - International visitor from the US =
e = L ! - N : =
o 2 = ) . : x . Every country of-course has its own culture, people i
. Inthe countryside what's lovely are these tiny weird ] habits and routines England has the English, the—..._ §
» Tk little museums — the weirder the better. The . language, the customs, they go to the pubs fo,rthv,ﬂ
o countryside is covered in them. These British people food-and drink. The way they dress; the-style and
: are completely obsessed with something! — = = traditions. — International visitor fr Netherlands
9 Internatlonalw.xs:wr from the Netherlands £ = ST VA
TR e & > : = s U /
Ay p The’[7anders they a ent—- They are crazy. But e = i :
; . | wantito see why! — Interpational visitor from the US 358 @ s — = blsl =
4 s e : == o S35
LEifn 4 f * / 7.-.-' -
— il 2 o - The best way to understand and categorise
-~ — 1_-"_1 : = something is often by defining what it is not, and

S v ; L international visitors are no different in their
. Regions have little or no recognition (Germany approach to England

leads what little knowledge there is) even when

they've been visited. ..or look on paper like the = ., A clear contrast to London is often behind the
ideal destination. appeal of non-London destinations for visitors —
; : it's how they appraise them, how they define
ena FISE li® th_e South E/gsiXigegiithave them, and how things become word of mouth- e
the depth of international brand awareness we Torthe wish et e ;
might expect (it's dominated by Cornwall) = y y ’ A
e i

This idea of ‘London Versus’ can be a really (}
effective way of thinking about how we describe

and promote different parts of England’s tourism

offer in a way that makes sense to Visitors.

111 Where other regional awareness exists, it's often
.., around sports teams, musicians, or, very
| -H:.a,', occasionally, England’s industrial heritage.

- LN

= l\ i \— \ : - .
N e been up these mountam&somewhe,e but O And by its very nature, it helps them think about
don’t know the area —International visitor from the'\L\ -~ the unique selling point of a destination too.
Netherlands : .*-.\f\ N
York’s supposed to be very picturesque but | have e ,Everythlngm the ‘Netherlands is.cultured, but in 3
noide Wt International visitor from -England there’s vast expanses of openness. I'like this
Germany idea of going-from a big city to somewhere sparsely

populated — International visitor‘from the Netherlands

Source: Discover England Fund Research 2017 3
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Everyday city life is culture Football & music lends identity to

the bigger cities

As with most things for the international visitor,

the appeal of cities is often the perspective they The highest profile character for most English ——
- offer on the people of a country. ~ cities is music or football, so of course these are
S : . . - themes which can be embraced. —
- The highest profile character for many English it | -
~_ cities is music or football, but that appeal can - Whilst there’s appeal for those visitors who are
_ often be based on the insight they provide on - music and sport enthusiasts, it's personal interest =
r-ﬁ'@ﬂ the everyday “  and rarely the city itself that drives visitation, so
= S : th of that appeal is therefore limited by the 3
5 o o 0 grow pp y 5
- They oftg i appegl becalics ol.ibe 'T‘S'ght the}/ ; — musical/sporting assets available. i
s provide into English people, so an ‘everyday =l .
-~ gameor concert can be JUSt as compelling. European sports — it's something different I've never
g - = - ,% v A S ;__—.experlencedsa thats the draw to that. Like cu#ﬂ'lg’at‘ri—
take some. i e I the, withan Oompah band, throwing down
= beer for 3 hours stratght”’wInternatlornaf'ws:tor from
- _people, just stay Qﬁ@_ther 4 a
AR people living their eve SR e 5 - 3
= - B Visitor from the US+ At nice, but it’s it
- ; S S - e 5 Liverpool, | think of Coronation Stree
Z “I think just of living there, ana time agol But we wouldn’t pick those places. If
- = . \ o
/. infrastructure msomemmg about then‘ : in London and it’s 2 hours to Liverpool it would be an
culture. And the puibstit goes with the scenery;and . . . option, but it’s not a primary pldce to.go.” — 1
. the streéts. People seem classily dressed, taken . ) International visitor from the Netherlands ’ S
éa‘“' re of-themselves.” —International visitor from the Tl
" Netherlands : =i “Manchester — it's known for the 80s/90s — I'm a big -~
, 7 o . fan of Joy Division and they’re from Mancheste’r- 'r'f
‘History anq heritage. What made Great\Br.ltam think there’s some sort of museum there..l.do that
gr elat hOV‘;Z came totbe I'd /ijf?fo S?? their - kind of trip, | went to the Kraftwer “I_<rggjel in“Berlin for
[l Iamen_mTer}uc se it's very different to ours”- . - _Instance.” - International visitor rom. the Netherlands
Ne-T - ’&fnatlona visitor from. Germagﬁ = /—w{—r'(f
s = e Y “/ want to go'to Livetpool and Manch lhave
T T - “ : “ heard good things and'they arehot London" S |
ek ML - s e . Intern&tional visitor fro ermany g : A
% NS 2! = o E ST
or GRS R TR
o i A 71% of international visitors will-—
... Many visitors feel that London is another il consider ‘ExperiencingiCissy =
~___ modern Western city (so it doesn’t particularly Life’ on their visil, 50 S
p’ ’ o] s § the caveats noted on this page,
7 appeal to their curlc_>S|ty),_ bL_lt it is'a:must do-for ‘ English cities are relatively
% most at least once in their life. S popular parts of English
il = . ; g2 holidays
Q‘Li These cities have potential to motivate a visit
|~ because of (not in spite of), their difference to
7 the part of England everyone’s seen; London At 50%, visiting contemporary. & - ©
.‘t s oo SRR SR cultural attraction has mid-level -
l-‘-’l ! w ' H .
= St “I want a oity that's ot big S appeal, but for those who are et
m’ 1 . different to London. | want interested there’s very strong
i £

crossover with ‘Visiting World
« Famous/Iconic Places’ (90%) —
the range of activities on offer
in English cities is highly
complementary

globallzatlon NotAmerlcan

EEsYey don't learn anything abogl‘ Qhe country In|
— International-visitor from th

“Birmingham, Newcastle, Liverpool, Manchester <
The harbours. Liverpool — | think are much more —~—==-.."_
representative of England than London, London’s

really an individual case, as far as culture goes.” —
International visitor from the Netherlands

Source: Discover England Fund Research 2017 4
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OPPORTUNITIES CHALLENGES

London can be essential as ‘the Dining and drinking is appealing,
reference point’ for the qmrky

~ London is undoubtedly top of the I|st for most, at Tc] ] AIthough the perceptlon is that food in England is m
- least for their first English visit. For repeat visits oS significantly better than it has historically been ’
ﬂ, though, beyond London is often felt to be more perceived by the international visitor, a leeal food
i ’] intriguing and visitors can suspect it offers more i W culture is hard for visitors to identify in many Iarge B
EE-r% ofa gllmpse of ‘Real England’ - Western cities, and England is much the same.
j

G N TRy g BiRe 3 AL q

; :: We know V|S|t0rS are |nterested in hOW other _:‘3:' ol “Ifyou want to go to London ,ts never not
destinations and activities contrast to London, ln.terestln_g But | wouldn’t go to England for dining. .
but London could still be a part of those other : -+ —and.drinking. Once you've planned the trip then you e

% - — F_ﬂt.j ea ining and drinking.” Intematlonal
experiences. 3 e = VIS/tor from the Netherlarids o

Thinking about how other destlnatlons and _

experiences complement or contrast with ‘t theA
P London experience’ can help make London
essential — not just for the once-in-a-lifetime ; ;
attractions, but as an ongoing cultural : N b -

‘ﬁ experience and comparison. : e

“I've been to London before so | don't have to go
rorund standing in the crowds to get yet another
picture of Buckingham Palace" —international visitor

- 'we US'T?{; Lﬂf - T :~_-—_’,' -
“T e chlldren;hould n,’:ex erience it ‘ : 1
== ‘and their sustoms and see things like g,g e As with most things for the mternaflonal visitor,
T_fﬁfe Big Wheel. The boat races; it's good for them to the appeal of cities is often the perspective they =
knDW‘theth&"t—W@natlonal visitor from the = _ g ~ offer on the people of a country. But for the

international visitor there’s not a great deal of
international identity for mOSt English cities

v tor O

Nethe‘(lgnds

Internatlonal v1s:tor from the us

“These are fmages that every?wg c:fy could talk e

A & 4 ﬁ et B about. It"sa harbour, but it’s not typically British is -
: ERXXRS it?” = lntematlonal visitor from the Netherlands
£l Although modern Engllsh cities are serﬁ’etlmes = _ 3 , i

: jﬂnn thought to be unrepresentative, ‘VISItOFS can still : ;?
o find them interesting because of the diverse mix

> of contemporary and ‘traditional’ Engllsh

f?f,_'“ heritage.

It's.not just the contrast to other parts of Engl_and
that' makes'them special, sometimes it’s the
juxtaposition and contrast in themselves that’s
makes these cities appealing.

In London there’s a great mixture of modern and old
that they’ve got it right, done it very well, a contrast
of old and new. — International visitor from Germany.

Source: Discover England Fund Research 2017 5



Top Activities For London/Major Cities @

VisitEngland’
GENERAL BACKGROUND LONDON & MAJOR CITIES FIND OUT MORE
OVERVIEW KEY IDEAS KEY IDEAS SURPRISES TOP ACTIVITIES BEHAVIOUR/INTEREST RESOURCES

As part of the DEF quantitative research carried out in Q1 2017, we asked over 15,000 international visitors about their consideration of 45
activities in England if they were to visit.

While this is a measurement of expected behaviour rather than past behaviour, the figures below are a useful guide to the relative appeal of
these activities and experiences.

Please note, this is only a selection of the activities included in the survey and some activities will feature in other versions of this content.

e =
:E'ﬂ“ﬂ?ﬁ 4 ’ ’ = =
R [ \ “p )
o i 2 ’\.\ P
- I

Visiting world famous/
iconic places

1)

R t—_ K = = =
) ) 7 27T
W e *r
3 | ‘ <
70 Y o a . X ‘j__;/ %

Visiting contemporary L S “17;-.!"')3.34
cultural attractlon§ l':—":_" L TSKEW.
Experiencing local o é —

nightlife — l SKIE W
L * . A + ¥
44 T L
¥ o lﬁ.ui,! ) 8
Watching a play/musical e —= S}K‘EBW :
i £55 =y Ol -e//
Lt ? L . : ” ons
Shopping for luxury or é : -t "‘-1‘6-34

designer goods

N

Want to know more? Individual activity one-page summaries ére available for thése and all 45 of
the key activities — check the VisitEngland research hub at
“for more details =

Source: Discover England Fund Research 2017 (5)
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Past International Visitor Behaviour?! Where Likes It?

London only 49%

El

London & Towns/Cities _ 29%

— e e——— —— r——— e 1 —— T

Non- London Town/Clty

rr—

London & RuraI/CountryS|de

MR -~ IR R W ST

London & CoastaI/Beach

Coastal/Beach only

2SRRI 1 T

RuraI/CountryS|de onIy

'maz%m of the following types ef fioli
England ing the pastﬁve year§7 ease

s€ féTﬁﬂThat apply

-n-r—n——

> ' %% London, whether Solus or 'part of a multi C|ty/" '
note: JJnIesﬁherw:s stated categorles non éxclustve e.g. : “_’4}.{
elwstfors may hav:‘selected more than one option P— " town VISIt doml_r]a_t_es the paSt behaviour of e
-\:i‘;'rilib aa ~ Tk international visitors to England. B i
L Figr g i S P s ) 2 I;IT 239
i . - o r ¥ R il ‘I
{ . TGN G-A . ol — #

Non-London Hlstorlc Towns and Cities

—— — s s e td #

Coastal/Beach Iocatlons

N Y .. oo )
ﬁ_, CountryS|deN|IIages 59%

—_ 5 : S

C|t|es - 50%

Modern Towns and

TROAEIOA

But while London alsoﬁﬁmmﬂies fﬁ‘fure~~
interest for international vi: ore P
modern cities outside %L thfe the
T = - : lowest interest of any cluster. Awareness of
e R S : - specific examples of music and sport e
e P LR = 21 _associations is generally low, however, and
“so'the potentlal to increase visitation may lie
P ln‘promotlon of these (and other) features as
part of a story of what makes these places
relevant to the story of England.

_________

(17728

Source: Discover England Fund Research 2017 —t



Where Can | Find Out More?
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FIND OUT MORE
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The quantitative reports include easy short factfiles on activities, and markets, as well as the in-depth data
on interest in various activities and themes.

And in the qualitative report, you’ll find much more on differences, relative strengths and challenges for
each of the clusters, and ideas behind turning the everyday into something extraordinary.

BY ACTIVITY

Nt

Cluster Difference
Diferanch is 2 kay maasure of the Clussers.

BY MARKET

Visitengiand

Optimising the Discover England Fund
Application through Insight

One Minute To Midnight/Maru
14" March 2017

VisitEngland .

Discover England Fund Visitor Research
Qualitative Presentation =

One Minute to Midnight & Maru/edr
March 2017

For more information, visit

STRENGTHS & CHALLENGES

Attending Cuiture, Media, and Sports Events

How many international visitors
would consider this theme or
activity?

What markets are most interested in
it?

General information and profiling of

the international-visitor, split by
market

What are the experiences that
people get excited about?

What are the qualities they look for
in an English holiday?

What kind of things can we talk
about and highlight to increase
appeal to the international visitor?

Source: Discover England Fund Research 2017



