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“Inbound tourism growth looks likely to continue with the
core London segment going from strength to strength. The
inbound source markets — France, Germany and the US —
are currently robust, and emerging markets are developing
fast, with China and the Middle East offering the biggest
opportunities. Against this is the growing economic risks of
recession and deflation in the Eurozone.”

- John Worthington, Senior Analyst

This report looks at the following areas:

BUY THIS

= Is the UK an expensive destination and what are the implications? REPORT NOW
= How significant are Chinese and other emerging market visitors for UK tourism?
= How can the UK attract more visitors outside of London?
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Inbound holidays bounced back strongly in 2013 after the disruption of the Olympic year, and are store. minte| .Ccom
poised to set new records in 2014. Core European and US source markets are robust and there is much
excitement over the potential of new emerging markets. However much of this tourism dividend is
concentrated in London and there are real challenges in attracting more overseas visitors to other CALL
regions. EMEA
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This report explores the key dynamics of the inbound leisure tourism market, including market drivers,
market size, forecasts and market segmentation. The report also analyses the results of detailed
consumer research carried out among seven of the UK’s most important source markets, analysing Brazil

visitor experience, holiday activities, perceptions of the UK'’s strengths and weaknesses as a holiday 0800 095 9094
destination and future intentions.
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This report is part of a series of reports, produced to provide you with a
more holistic view of this market
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Figure 17: Inbound leisure tourism volume forecast 2014-19

Figure 18: Inbound leisure tourism value* forecast 2014-19

Forecast methodology

Segment Performance

Key points

Regional imbalance growing
Figure 19: UK inbound leisure tourism market volume by region*, 2009-13
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Figure 21: UK leisure inbound tourism market volume by transport mode, 2013-14 (12 months ending 30 June)

4-13 night holidays growing the fastest
Figure 22: UK leisure inbound tourism market volume by duration, 2013-14 (12 months ending 30 June)

France is still leading in volume terms...
Figure 23: Top 10 UK inbound leisure tourism source markets, by volume, 2014 (July-June)
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China has highest emerging market growth rate

Figure 27: inbound leisure tourism volume from selected emerging markets, 2009-13

Figure 28: inbound leisure tourism value* from selected emerging markets, 2009-13

Airbnb provides new hotel alternatives for visitors
Figure 29: inbound leisure tourism volume by accommodation type, 2013 (Jan-dec)

Companies and Products

VisitBritain
Figure 30: Grant-in-aid allocation to British Tourist Authority, 2011-15
Figure 31: Key financials for British Tourist Authority, 2013 and 2014

Strategy
Recent activity

VisitEngland
Figure 32: Top 10 origins of international holiday visitors to England, by number of trips, 2012 and 2013

Figure 33: Top 10 origins of international holiday visitors to England, by total spend, 2012 and 2013

Recent activity

VisitScotland
Figure 34: Key financials for VisitScotland, 2012 and 2013

Figure 35: Leading origins of international holiday visitors to Scotland, by number of trips, 2012 and 2013

Figure 36: Leading origins of international holiday visitors to Scotland, by total spend, 2012 and 2013

Recent activity

Visit Wales
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Figure 37: Leading origins of international holiday visitors to Wales, by number of trips, 2012 and 2013

Figure 38: Leading origins of international holiday visitors to Wales, by total spend, 2012 and 2013

Recent activity
Northern Ireland Tourist Board

Figure 39: Key financials for Northern Ireland Tourist Board, 2012 and 2013
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London & Partners
Figure 40: Key financials for London & Partners, 2013-14

Figure 41: Top 10 origins of international holiday visitors to London, by number of trips, 2012 and 2013
Figure 42: Top 10 origins of international holiday visitors to London, by total spend, 2012 and 2013

Recent activity

UKinbound
Figure 43: Key financials for UKinbound Ltd, 2012 and 2013

Recent activity

The European/US Consumer — Holidaying in the UK

Key points
High interest & visitor satisfaction

Figure 44: Previous experience of holidays in the UK and future intentions, August 2014

Household income is main determinant

Figure 45: Percentage of those who have visited the UK and would visit again, by annual gross household income, France, Germany,
Italy & Spain, August 2014
Figure 46: Percentage of those who have visited the UK and would visit again, by household income, US, August 2014

Other demographic factors

London versus the regions
Figure 47: Previous experience of holidays in the UK and future intentions, by region visited, August 2014

US is less London-centric

The European/US Consumer — UK Holiday Activities

Key points
History is UK’s biggest draw

Figure 48: Activities done on holidays in the UK, by country, August 2014
Culture vultures and set-jetters

DIY versus group tours

The European/US Consumer — UK Strengths and Weaknesses as a Holiday Destination

Key points

UK visitors well placed to make comparisons
Figure 49: Experience of holidaying elsewhere in Europe in last five years, August 2014

Signature strengths

Figure 50: How UK Is rated compared to other European holiday destinations, overall average responses for ‘good’ or 'very good’,
across France, Germany, ltaly, Spain, Ireland & US, Auqust 2014

Figure 51: How UK Is rated compared to other European holiday destinations, responses for ‘good’ or 'very good’, France, Germany,
Italy, Spain, Ireland & US, Auqust 2014
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Some reservations over friendliness and accommodation

Three core weaknesses

The European/US Consumer — Future Interest In Visiting The UK On Holiday

Key points
London-plus consumers
Figure 52: Interest in visiting the UK for future holidays, August 2014
Rural/coastal interest is low
Americans most enthusiastic - French least enthusiastic
Package UK

Firm intentions
Figure 53: Intentions to visit the UK on holiday in the next 12 months, August 2014

The Chinese Consumer

Key points
Huge opportunity ahead

Figure 54: Previous experience of holidays in the UK and future intentions, August 2014

Visitor attractions & shopping are key
Figure 55: Activities done during last visit to the UK on holiday, July 2014
Half of Chinese visitors go to literary/musical/film locations
Sporting chance
Chinese are among most enthusiastic UK fans

Figure 56: How UK Is rated compared to other European holiday destinations, responses for ‘good’ or 'very good, August 2014

Four in ten would like multi-location UK packages
Figure 57: Interest in visiting the UK for future holidays, August 2014
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