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“A long, hot summer gave welcome impetus to the UK
visitor attractions market in 2018, but it is the economic
climate that remains the strongest determinant of the
sector’s size and shape, particularly through its influence
on consumers’ holiday choices.”
– David Walmsley, Senior Leisure Analyst

This report looks at the following areas:
•
•

How can attractions gain profile in the short break market?
How can food and drink get back on the menu?
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