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“Visitor attraction numbers should continue on their
growth path towards 2021. People are looking to escape
the political and economic uncertainty that dominates the
news at the moment. This means that they will be looking
for forms of escapism close to home.”

— Fergal McGivney, Travel Analyst

This report looks at the following areas:

e Zoos and wildlife attractions could potentially receive a boost in 2017 RE PO RT NOW
e Financially confident older consumers are key to growing visitor numbers over the next
year
Mintel estimates a 3.4% increase in visits to UK attractions in 2016, and forecasts a continuation of the store.m i nte| .COom
trend for growth towards 2021. Domestic holiday volume grew by 5.8% to 56 million trips in 2015 and
is on track for further growth in 2016.
Following the Brexit result and the resultant drop in value of the pound against the euro and the US EMEA
dollar, the UK travel market has not yet benefited from the expected influx of foreign visitors seeking +44 (0) 20 7606 4533

value. In the three months to September 2016, inbound holiday volume was down on the comparable
period for 2015.
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However, this period is likely too soon for overseas visitors to capitalise on the weak pound, and it is 0800 095 9094
expected that the inbound market will fare a little better towards the end of 2016 and into 2017. This
should translate to steady growth in visitor attraction numbers over the next five years.
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DID YOU KNOW? This report is part of a series of reports, produced to provide you with a
. more holistic view of this market

reports.mintel.com © 2017 Mintel Group Ltd. All Rights Reserved. Confidential to Mintel.


http://reports.mintel.com//display/store/748921/
mailto:reports@mintel.com

MINTEL

Visitor Attractions - UK - December 2016

e The above prices are correct at the time of publication, but are subject to
Report Price: £1995.00 | $2460.23 | €2338.14 B

Table of Contents

Overview

What you need to know

Products covered in this Report

Executive Summary

The market
Figure 1: Forecast of trends in visits to UK visitor attractions, 2010-20

The consumer
Figure 2: Types of attractions visited, October 2016

Who visits attractions? The young and wealthy have strongest appetite
Figure 3: Any attraction visited, by age, October 2016

Family days out a big driver for visits to attractions
Figure 4: Occasions for visiting attractions, October 2016

Expense of London attractions is off-putting

Discounts via social media especially encouraging for younger generations
Figure 5: Attitudes towards attractions, October 2016

What we think

Issues and Insights

Zoos and wildlife attractions could potentially receive a boost in 2017

The facts

The implications

Financially confident older consumers are key to growing visitor numbers over the next year

The implications

The Market - What You Need to Know

Growth in visitor attraction numbers forecast to continue
Domestic day trips fall but domestic overnight stays increase
Growth in domestic visits to friends and relatives offers further potential

Inbound trip volume increases by 2.1% in 2015

Market Size and Forecast

Visits are trending upwards
Figure 6: Trends in visits to UK visitor attractions, 2010-20

Figure 7: Forecast of trends in visits to UK visitor attractions, 2010-20

Domestic Market

Domestic day trip numbers fall
Figure 8: Volume of GB leisure days out*, 2011-14

Figure 9: Tourism day visits to visitor attractions: volume and value of attraction visits, by destination country, 2015

VISIT: store.mintel.com
BUY THIS CALL: EMEA +44 (0) 20 7606 4533 | Brazil 0800 095 9094

RE PO RT NOW Americas +1 (312) 943 5250 | China +86 (21) 6032 7300

APAC +61 (0) 2 8284 8100 |
EMAIL: reports@mintel.com



http://reports.mintel.com//display/store/748921/
mailto:reports@mintel.com

MINTEL

Visitor Attractions - UK - December 2016

e The above prices are correct at the time of publication, but are subject to
Report Price: £1995.00 | $2460.23 | €2338.14 B

Strong growth in 2015 for domestic tourism
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Proportion of UK consumers vising attractions increases
Figure 20: Types of attractions visited, October 2016

Who visits attractions? The young and wealthy have strongest appetite
Figure 21: Visiting tourist attractions, by age, October 2016

Figure 22: Visiting tourist attractions, by socio-economic group, October 2016

Museums and art galleries receive a boost in the year to October 2016

Occasions for Visiting Attractions

Family days out a big driver for visits to attractions
Figure 23: Occasions for visiting attractions, October 2016

Figure 24: Mums’ perceptions of using technology, July 2015

Visitor Attraction Behaviours

Discounts are a big driver when choosing an attraction
Figure 25: Behaviours related to attractions, October 2016

Zoos and wildlife parks offer potential for 2017
Figure 26: Types of attractions visited, October 2016

Figure 27: Beacon technology can transmit information and offers to smartphones in close proximity

Influencing Factors for Attractions

Word of mouth a strong influencing factor for visiting attractions
Figure 28: Influencing factors for visiting attractions, October 2016

Mobile apps and their role in visitor attractions
Figure 29: Behaviours related to attractions, October 2016
Figure 30: Influencing factors for visiting attractions, October 2016, October 2016

Figure 31: Behaviours related to attractions, October 2016

Pokémon Go making use of visitor attractions

Attitudes towards Attractions

Two fifths favour historical attractions over leisure attractions
Figure 32: Attitudes towards attractions, October 2016

Older consumers are financially confident following the Brexit result
Figure 33: Attitudes towards attractions, by age, October 2016
Figure 34: Smartphone ownership, June 2015 to July 2016

Expense of London attractions is off-putting

Discounts via social media especially encouraging for younger generations
Figure 35: Forms of digital communications offered by visitor attractions*, 2012-15

Figure 36: Forms of digital communications offered by visitor attractions*, by visitor numbers, 2015
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Market size and forecast
Figure 37: Best- and worst-case forecast for the number of visits to UK visitor attractions, 2016-21

Forecast methodology

BUY THIS VISIT: store.mintel.com

CALL: EMEA +44 (0) 20 7606 4533 | Brazil 0800 095 9094

RE PO RT NOW Americas +1 (312) 943 5250 | China +86 (21) 6032 7300

APAC +61 (0) 2 8284 8100 |
EMAIL: reports@mintel.com



http://reports.mintel.com//display/store/748921/
mailto:reports@mintel.com

	Visitor Attractions - UK - December 2016
	Report Price:
	The above prices are correct at the time of publication, but are subject to change due to currency fluctuations.

	Table of Contents
	Overview
	Executive Summary
	Issues and Insights
	The Market – What You Need to Know
	Market Size and Forecast
	Domestic Market
	Inbound Market
	Brexit and the UK Consumer
	Segment performance
	Launch Activity and Innovation
	The Consumer – What You Need to Know
	Attraction Types
	Occasions for Visiting Attractions
	Visitor Attraction Behaviours
	Influencing Factors for Attractions
	Attitudes towards Attractions
	Appendix – Data Sources, Abbreviations and Supporting Information
	Appendix – Market Size and Forecast



