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Today’s presentation

Domestic and inbound
tourism update

Attractions Survey 2016
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Domestic tourism to
Wiltshire
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Domestic and Inbound tourism: How are we

doing?
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Domestic Overnight Tourism in England — Rolling 12 Month Trend
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Latest Domestic Overnight Trip Results — England,
January — May 2017
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Survey Record volume!
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Biggest YOY increase in 4+ night trips since 2009 (but
short breaks still dominate)

Trips (m) Domestic Holiday Visits in England 2006-2015 2016 vs 2015
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2016 was a record year for inbound tourism, with 4%
more trips and 2% more expenditure than in 2015

Inbound Tourism to the UK 2003 -2016
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Latest Inbound Results — UK, January — July 2017
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On balance it has been a positive summer for
attractions

Percentage of surveyed attractions reporting increased / decreased visitor numbers

Sep 17

M Increase W Decrease

Source: VE Business Confidence Monitor
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On balance a positive summer for attractions — but not
guite as strong a performance as earlier in the year

Percentage of surveyed attractions reporting increased / decreased visitor numbers
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What is the Annual Survey of Visits to Visitor
Attractions?

* A survey sent to all attractions in England to
collect data on visitor numbers and other
business performance metrics

* |s an official statistic

e i) i ST

* Attractions self-complete the survey online
at a dedicated website, via an email link or
via post — about a third reply

 Aims to monitor trends in the visitor
attraction sector and understand the
dynamics of the sector
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Visit number trends over time

 Attractions in England reported a 2% increase in visits in 2016

« This is on a par with 2015, but is a slow down since post-Olympics surge in
2013 and 2014

« Slow down driven by decrease in visits to London attractions (-1%), with fall in
overseas visits a likely contributor to this (-3%)

Annual % change in visits
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Most visited free & paid for attractions 2016 in the
South West of England

Bath Abbey & Stonehenge are the most visited free & paid for attractions. Strong
increases for Poole Museum & The National Arboretum

FREE PAID

Name of Attraction 2016 Visitors % Change 15-16 Name of Attraction 2016 Visitors % Change 15-16

Bath Abbey 440000 (E) 10.0% 1 Stonehenge 1381855 1.1%
2 The Donkey Sanctuary 290000 (E) 3.6% 2 Roman Baths 1093856 4.7%
3 Salisbury Cathedral 248500 (E) 1.4% 3 Eden Project 1000363 4.2%
4 zﬁ'ﬁ'é;ﬁg:;'\_"g‘,\m' Museum 233385 5.20 4 Bristol Zoo Gardens 562192 3.0%
5  Poole Museum 185586 32.0% [ 5 erﬁztrimt' The National 522208 41.4% ]
6 St John the Baptist, Cirencester 130000 (E) 0.0% 6 Stourhead House and Garden 403347 -4.7%
7 Arnos Vale Cemetery Trust 120000 (E) N/A 7 E};?ﬁ,?lgyand Lynmouth CIiff 395000 0.9%
8 The Devon Guild of Craftsmen 119985 3.9% 8 Lost Gardens of Heligan 340714 15.4%
9 gzil:rrgouth Heritage Coast 106000 (E) 14.0% 9 Kingston Lacy Estate 319000 (E) 9.1%
10 Princetown Visitor Centre 79147 9.4% 10 Tyntesfield 309000 15.7%
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Full list of published attractions and much more
IS avallable online

Annual Survey of Visits to Visitor Attractions: Latest
results @

Visitor Attraction Trends in England 2016
Full Report

VisitEngland @

Most visited free attractions — South West 2016

(1/2)
Category 2 2016 Visitors | % Change 1516

1 Bath Abbey Places of Worship 400000 (E) 440000 (€) 100%
2 The Donkey Sanctuary Farms 280000 (€) 290000 (€) %
3 Salisbury Cathedral Places of Worship 245000 (E) 248500 (€) 14%
il =t~ g i stk 246103 233388 2%
5 Poole Museum Ieaeel A 140856 185586 320%
6 StJohnthe Baptist, Cirencester  Places of Worship 130000 (E) 130000 (E) 0.0%
7 Amos Vale Cometery Trust Historic Properties oK 120000 (€) NA
8  The Devon Guild of Craftsmen Lyl 118518 1199858 %
91| e pmas e Visitor Centres #3000 (€) 106000 (€) 1a0%
10 Princetown Visitor Centre Visitor Centres 2328 9147 4%

Note: Some Parks excluded as numbers may inchide visitors 10 the park only.

E = Estimate
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What about Wiltshire?
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Satisfaction amongst visitors to Wiltshire
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Satisfaction amongst visitors to Wiltshire

Wiltshire

Great Britain

The natural environment 4
Being welcoming and friendly
Range of attractions and things to do
Food & drink
Its history and heritage
Accommodation ¥
Customer service
Ease of getting around
Distinctive and authentic experience §
Value for money §

f Wiltshire out performs the national average
“ Wiltshire underperforms the national average
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Find Out More

VisitEngland Research:
https://www.visitbritain.org/england-research-insights

Attractions Survey:
https://www.visitbritain.org/annual-survey-visits-visitor-
attractions-latest-results
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