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“Special exhibitions and installations continue to be strong
draws for visitors as people look to be part of something

that is unique and fear missing out on an experience with
limited availability.”

– Rebecca McGrath, Research Analyst

This report looks at the following areas:

• Making museums more immersive
• How attractions can use mobile platforms
• Special exhibitions drive attendance

Following on from a good 2013, visitor attractions have had another year of strong growth. This growth
has been driven by the hot summer weather, an increase in inbound visitors and a record year for
London tourism.

Going forward, the challenges for visitor attractions are the rate at which the UK economy recovers and
how this recovery impacts consumers’ travel behaviour. Attractions have been somewhat shielded by
the impact of the recession by the ‘staycation’ trend, a trend which may be subdued if consumers feel
better able to take their holidays abroad.

This report assesses the current status of the visitor attractions industry in the UK, including visitor
numbers, visitor profiles and consumer attitudes, with a special consumer focus on museums and art
galleries. It also examines wider tourist trends and other factors likely to impact on demand during the
next five years.

Mintel last reported on this market in Visitor Attractions – UK, December 2013 .

Report Price: £1750.00 | $2834.04 | €2223.04

Visitor Attractions - UK - December 2014

The above prices are correct at the time of publication, but are subject to
change due to currency fluctuations.

DID YOU KNOW? 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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Key points

Almost half went to an attraction without booking
Figure 39: Visitor attractions behaviour, October 2014

Majority buy snacks and drinks at an attraction

Couples more inclined to buy souvenirs

16-24s most likely to use public transport

And vast majority use a car to travel to monument and visitor centre
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Almost a third feel cost prevents them visiting attractions
Figure 40: Attitudes towards visitor attractions, October 2014

Theme park goers want more affordable options

Older generations drawn to attractions with learning/educational elements
Figure 41: Preference for attractions with element of learning/education, by age, October 2014

Key points

A third are more likely to visit when special exhibitions are on
Figure 42: Attitudes towards museums and art galleries, October 2014

ABs more likely to incorporate museum/galleries into holidays

45-64s interested in watching tours of exhibitions at cinema

Parents most interested in alerts to let them know it is less busy

The Consumer – Visitor Attractions Behaviour

The Consumer – Attitudes towards Visitor Attractions

The Consumer – Attitudes towards Museums and Art Galleries
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