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Purpose of survey

National Questions TSE Questions

— Why fewer people - Profile all tourism day trips to the region
are choosing to take using a full sample of all trips (not
day trips? selected destinations)

— If are taking a day - Capture:
trip, why going less Type of trip
often? Type of person (incl. ArkLeisure)

What they are doing and spending

— What would
encourage them to - Gain an understanding of the awareness,
reverse this trend to |  and interest by segment of 150 of the
the benefit of the regions destinations
local economy?
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Competitive environment

e Less free time

e Stay at home options most popular: watching TV, surfing
online and reading books (all at home)

e |ess association with income amongst activities

 Need to understand peoples current behaviour and

attitudes so we can target the message, provide right
incentives and remove significant barriers

e Research shows the different activities such as reading,

watching tv, hobbies etc.
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Background

e Less people take days out — most frequent activity is walks
(24% do this every week)

e The variety of activities is quite diverse i.e. 50% of
population visit tourist attractions, attend entertainment
(theatre/cinema), go for general days out, special shopping,
pursuing hobbies and other leisure activities at least 3 or 4
times a year

e Approximately 58% of people take a trip to a visitor
attraction at least three of four times a year

Source: VB National Day Visitor Research
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Defining a Tou

e Going on a special shopping trip accounts for 15% of
all tourism trips, followed by undertaking a leisure
activity (13%), going on a general day out to explore
(13%) to a visitor attraction (12%)

Source: VB National Day Visitor Research
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Profile of Day Trippers

e Segment differences:

— Cosmopolitans among the most active of the groups with interest
in every kind of day out and generally up for all kinds of events and
new experiences. Twice as likely as most other groups to attend a
special event

— Style Hounds also an active group with interest in sports, parties
and hobbies

e Activity declines with age and lower income

o People living with others as a family or house share more active than
those living alone or with their partner

e QOver two thirds of Londoners (61%) go for a night out at least once a
month. Also more likely to go to entertainment, shopping, special event,
day out or beauty and health spa
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Attitudes towards Day Out

e Barriers:
— 25% of respondents claimed expense

— 9% claim lack of knowledge of the options is a
barrier — although could be higher as low awareness
for many attractions

— High degree of correlation between recognition of
barriers (rather than low recognition of benefits) and
lack of activity

— Only 50% of population recognise that going for a day
trip can refresh and create good memories

Source: VB National Day Visitor Research
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Trip Profile (1)

e Where do they go?
— Majority take a trip in the same region that they live

— 45% of those living in the South East take a day trip to the South East
(29% East of England, 22% London)

— London is the favoured destination for attending special events, special
entertainment although less strong for shopping

e Who they go with — and why

— Friends do more planned and purposeful things e.g. sports, nights out
and hobbies/spa trips
— Families more likely to go to the beach, tourist attraction or sports event

Source: VB National Day Visitor Research
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Trip Profile (2)

Reasons that prompted trip

» Desire to do something different/ a change of scene influences 23% of trips

» Good weather is a key influence on beach trips, leisure activities, hobbies and
general exploration

» “Just to get out of the house” influences trips to the beach, exploring and
going to a health spa

Factors that will make a good day out
* ‘A pleasant place to be’ and ‘good local food and drink’ (50% of the population)
» ‘Lots of things to do, a new experience, something out of the ordinary’ (30-40%)
* ‘Good shopping, live performances and a bit of culture’ (20-30%)
* Differences by segment:
*Style Hounds/Cosmopolitans: cool stylish place, thrilling experience
 Discoverers: new experience and something out of the ordinary
* Londoners want much more from their day out than other regions

Source: VB National Day Visitor Research
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Trip Profile (3)

e Preparing for a Trip

For over half of trips no information was used in preparing for a trip —
where familiar with location or where no obvious source of information
available (61%)

Recommendations from friends and family are the most important
source of information (23%)

Websites for specific attractions §11%) and the website of a tourist
office (8%) are most used ‘official” sources

Findings sugﬁest a web profile is a necessity for modern destinations —
particularly the case for special events (25% of visitors seek information
through a specific website)

Special events and entertainment benefit most from advertising, it
having only a modest role in providing information

Around two thirds (62%) planned their trip at least one week in advance
with 35% going on the spur of the moment

Source: VB National Day Visitor Research
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Attractions

e Traditional heritage sites most popular — appeal
across all segments

e Cosmopolitans most active attraction visitors both in
variety visited and repeat visits

e Families with children (under 15) are most frequent
visitors

e Younger people visit a wider range of attractions
than older people

Source: VB National Day Visitor Research
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The Role of Shopping

e Over half of specific trips include a shopping element
e 30% of people would prefer to go shopping on a day trip
e Around two thirds (60%) have been ‘tourist shopping’ at least 3 times a year

o Differences amongst segments:

— Style Hounds like big city centre shopping centres
— Discoverers: car boot sales

— Traditionals: market towns

— Functionals: value bargains at markets

e Spend:
— 64% of all shopping trips include food purchases
— Over a third (35%) of all trips include spending on alcohol
— 40% of trips to visitor attractions include purchasing gifts and souvenirs

Source: VB National Day Visitor Research
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The Survey DeS|gn TSE Research

4 waves of research between July 2007 and February 2008

e 5300 respondents — residents within a reasonable travel distance of
the region.

e all asked about tourism trips recently taken in SE
— Purposes of their trips,
— The destinations they have visited and
— Awareness, perceptions and visit history of 150 of regional destinations

o follow up research amongst recent tourism day trippers to the SE
— 2000+ day trippers and 3000+ trips

— covering:
¢ information sources,
e reasons for trip,
e Qactivities

e general spend on day

TOURISM
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Sample Area

e The sample area was
based on the area
that could sensibly
access the South East
for a day trip.

e This area was then
split into zones and a .
representative
sample collected
from each zone

e Sample was weighted
to make it
representative of the
entire population in
the sample area

-
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Perceptions of individual attractions

e Respondents to the survey were asked about their awareness
and perceptions of a number of individual destinations and visitor

attractions

e Destinations were grouped into different categories and each
respondent was asked about their awareness and perception of
destinations from 2 categories as a place for a day out

e The following charts show the top 10 attractions people said they
have visited for a day out from the three categories

— “Culture and Heritage destinations” category
— “Houses and Gardens”

— “Family Attractions”
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Day V|S|tors part|C|pat|ng once a fortnlght by
Arkleisure Segments

e For all segments visiting family and friends is the most
popular trip type which is done every fortnight

e Cosmopolitans are more likely than the other segments to
visit a tourist/visitor attraction and go shopping once a
fortnight

e Functionals are least likely of all segments to have been on
a shopping trip

e Habituals are least likely to have been to visit a
tourist/visitor attraction

Source: VB National Day Visitor Research
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Shopplng Destlnatlon
Overview

e Over half of specific trips include a shopping element

e Common theme of Cosmopolitans, High Street and
Discoverer profiles as shopping proflles

Source: VB National Day Visitor Research
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Reasons for going on a shopping trip by Arkleisure

segments

e Good places to shop and
easy to get to are most
important for both

segments
e Cosmopolitans show a

greater variety of important "' €Y gett

factors with good places to
eat and drink and wanting
to explore a new area

gjﬁfA {&jf [enGLAND

wanted to explore

[ | Cosmopolltans
(] Tradltlonals
good place to
celebrate a special
occasion

a NEW area

good place to
eat/drink I.

good places to
shop

0% 10% 20% 30% 40% 50% 60% 70%

Arkenford

market modelling and research
© 2008 Arkenford Ltd
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Shopping Trips

e The chart shows the Bluewater NSNS I R —
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E Never heard of it o
O Never thought of it as a destination for a day out

Gunwharf Quays, Portsmouth

e Implications for:
e Repositioning
e Messaging

Windsor
Portsmouth City Centre
Royal Tunbridge Wells

Milton Keynes

O A destination for a day out, but not one for me
E Would consider a visit
M have visited for a day out

South East |ineirns Arkenford

market modelling and research
© 2008 Arkenford Ltd
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Shopping Trips: Information sources

e Friends and family (60%) are key influence in choosing shopping
destination

e QOther methods less influential as information sources — websites (15%)
including both attraction and tourist boards.

e Blogs and social networks are not used as information sources (<2%)
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friends and An attraction Tourist board Advertisement Other web A brochure Touristinfo A "Whatto Guide book  Members Ticket A blog A social

family web site web site site office at the do" web site guide book booking web network
destination site
S Y Sample of 707 trips
OMfA &jf‘ENGLAND p p [

market modelling and research
© 2008 Arkenford Ltd
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Shopping : Motivators for choosing destination

—

Good places to
eat and drink

good places to We have been
shop | there before
Shopping and we know

Destination we like it
Motivators

Easy to get to Good place to do
what we wanted

to do

Sample of /8

Arkenford

market modelling and research
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Shopping : Benefits for choosing destination

—

Lots of things
to do

Cool and stylish

place Attractive

Shopping environment
Personal
Benefits

Peace and quiet

New Experience

SUuth Cast | eneusno Arkenford

market modelling and research
© 2008 Arkenford Ltd



Who IS going shopplng?

e More than 50% of shoppers are likely to be with
husband/wife/partner

e 25% are shoppers with Family/friends with adults over 16
years old

e 18% are lone shoppers

e Unlikely shoppers are those with young families, the older
age groups and business

Source: VB National Day Visitor Research
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Coastal Destination Overview

Source: VB National Day Visitor Research

TOURISM

SOUTH EAST www.visit england.com



25

Example Coastal Trips: Destination strength

e The chart shows the Hastings [ IR I R
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prompted destinations [ | [ [ ]| | | |
Bognor Regis N N S
! | [ [ || [ | |
_ Ry [ I I R
e Indicates level of [ | | [ | | [ | |
EE T

Folkestone [

awareness amongst I A N A
res Ondents as a Coastal Margate -——_
PO NI .. | [ [ ]
destination to visit Shankiin, Tow [N I I
- ]

Herne Bay NN

I I —
N N A
ayling Island S A I P —

R N N
e (N N N N I N N N N

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

@ Never heard of it
O Never thought of it as a destination for a day out
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Coastal Trips: Information sources

o For 51% of coastal trips information about the destination
was sought before going on the trip

e Friends and family are again the most important source of
information

e Internet websites — attraction, tourist board - is the second
most important information source

e "“A brochure” is used more for coastal destinations than for
shopping trips (as shown earlier)

Source: VB National Day Visitor Research
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Coastal Trlps Who IS gomg on tr|p

Key visitors for coastal destinations are:
e a husband/wife/partner — couples
e families with young children (< 15 years old )

e By contrast - Grand parents rarely a part of the day trip
rou

D O
O O O O O O O o
o o o o o o o o

Source: VB National Day Visitor Research
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Attractions Overview

Source: VB National Day Visitor Research
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Perception of prompted attractions — Culture and

Heritage destinations

e This gives us an insight
into how many people
know your attraction and
those that never thought
of it as a day out.

e [t provides an
opportunity to dig
deeper and understand
how you might reach
these people.

gjﬁm g&jf ‘ENGLAnu

Culture and Heritage destinations

Canterbury Cathedral

Royal Pavilion. Brighton

Winchester Cathedral

Chatham Historic Dockyard

Bodiam Castle

Hastings Fisherman's Museum

Osborne House

Ashmolean Museum, Oxford

Oxford University Museum of Natural History

Deal Castle

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100

Bl Never heard of it

E Never thought of it as a destination for a day out
Ot is a destination for a day out, but not one for me
B Would consider a visit

[ have visited for a day out

Arkenford

market modelling and research
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Perception of prompted attractions — Houses and

Gardens destinations

e Shows the opportunity to
convert those that would
consider a visit - Windsor
Castle, Hampton Court and
Leeds Castle

e Several attractions in the
Houses and Gardens
category are not well
known amongst
respondents

gjﬁm g&jf ‘ENGLAnu

Windsor Castle
Hampton Court

Leeds Castle

Wisley Garden

Hever Castle & Gardens
Blenheim Palace
Sissinghurst

Savill Gardens
Polesden Lacey

Ightham Mote

Houses and Gardens destinations

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

B Never heard of it

B Never thought of it as a destination for a day out
O1t is a destination for a day out, but not one for me
B Would consider a visit

HE have visited for a day out

© 2008 Arkenford Ltd
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Perception of prompted attractions — Family

Attractions

e Shows those that are e —

Brighton Pier |

recognised as ‘Family’
attractions Thorpe Park [T
o White Knuckle Theme Chessmgton torid of

Parks such as Thorpe Park | rotsnoun tisor |
and Chessington World of
Adventures are popular
places for a day out

Brighton Sea Life Centre |

Legoland |

Woburn Safari Park |

Beaulieu National Motor |
Museum

Marwell Zoo

Dover Castle |

\ \ \ \
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

B Never heard of it

E Never thought of it as a destination for a day out
O1t is a destination for a day out, but not one for me
B Would consider a visit

E have visited for a day out

SUuth Cast | eneusno Arkenford
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Proﬂle of V|S|torsto the three dlfferent type of
attraction

e Traditionals are more likely to visit Culture and
Heritage attractions than the other attraction types

e Cosmopolitans make up the largest proportion of
visitors for Culture and Heritage and Gardens and
Manor Houses

e For Family attractions the largest segment is High
Street

Source: VB National Day Visitor Research
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Where do they go - % visited in the past 2 years

Prompted Destinations most visited by Cosmopolitans

e Brighton Pier is the most Brighton Pier
visited destination for Windsor
Cosmopolitans, followed by

’ New Forest
Windsor and New Forest
e Canterbury has almost Oxford
equal split of Portsmouth/Southsea
COSI’T_]C?[DO”lBI’]S and Windsor Castle
Traditionals
Hastings

Hampton Court

Canterbury B Cosmopolitans
@ Traditionals

Southampton

0% 10% pAT 30% 40%

South East |ineirns Arkenford
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Brand Mapping
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Destination Overview

e The research collected details on approximately 3000 individual trips

e These are the ‘last trips’ to the region — regardless of destination — ie
they include a complete cross section of destinations down to the
smallest village or attraction

e This gives a representative picture of where people are going in the
region by trip purpose

 However samples to specific destinations are often too small for
destination level analysis so the data is analysed by:

— grouping into 'Types of Destination’ e.g. seaside, shopping

SUuth Cast | eneusno Arkenford

market modelling and research
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Example for a Destination Brand Map

e The survey has created a vast amount of information on different trip types and
destination types
e All the information collected can be used to create brand maps

— For individual destinations (where we have a big enough sample in the follow up
survey)

— For DPUK categories
— For main trip purpose

e The following sheet shows a brand map for the individual destination “New
Forest”

e [t contains information from both the main and follow up surveys as well as
information from prompted and unprompted questions

e The charts show the base size in brackets, e.g. awareness and perception of
the destination is based on all respondents who were prompted about their
awareness — 1307 respondents

SUuth Cast | eneusno Arkenford

market modelling and research
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Example for a Destination Brand Map — New Forest

ACTIVITY PROFILE

Main purpose of visit to Destination 1% Summary of Activities at Des tination

(base 3) 1% New Forest (base 4)
VISTTOR PROFTLE ey . 4%7‘ 2;//

1%
. - Atsptothe besch seaside \ I
™ . i " Touwrism South-East Destination Brand Map - New Forest st atourst atraction \ rura 1005
Qrigin of Veitars 1%— her
March 2008 Goonashoppinatrip \

16%

‘Goonagensraldsyout
Base 1 - Al those whio were prompted about - New Forest 1307| Waichasortsevent 9%-—
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¥
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High street
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ACTIVITY PROFILE

Main purpose of visit to Destination 1%
base 3) 1%

W Visiting friendsand family %
o 9
Atriptothebeach/ seaside 1%~\4%
Visit atourist attraction

1%

/-16%

P— I
At entatanment N

1%

Attendanhealthcentre/spa

Summary of Activities at Destination

e New Forest (base 4)

s rural Visit friends

100%

Participated inasports

Toured around Attended an event

Visited atourist attraction

ent shopping

ArkLeisure Segmentation (base 3)

Habituals

Functionals [ I I

Traditionals I I T

Followers |

Discoverers | I
1
High Street [ I

MOTIVATION PROFILE

c I ]
:
Ry — i —
o mw e oo
a '9 oA @ Visit atourist attraction
@ Goonashoppingtrip o a

event

a o a
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Motivation of visit to destination (base 4)
good place to do what we wanted to do
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it is easy to get to

wanted to explore a new area

good place for the family
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n
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SPENDING PROFILE

Expenditure by arkleisure segmentation: corrected mean
Per person spend (base 4)
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VISITOR PROFILE

-5 Tourism South-East Destination Brand Map - New Forest

March 2008
Base 1 - All those who were prormpied about - MNew Forest 1307
Base 2 - All those prompted who "would or have" visited - Mew Forest 876 TSELOGO
Base 3 - All rips made to MNew Forest 154
Base 4 - All follow-up trips to MNew Forest 57
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How can we best use this research?

TSE will use this data to develop overall day
visitor strategy

Provide detailed information and support to
South East destinations

(data on 150 destinations subject to sample size)
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Day Visitor Strategy

Headline summaries on SE Day Visitor

(not destination specific)

Who takes them (age, demographics, ark seg)
What activities they do, what motivates them
How best to communicate to them

Develop a segmentation based on motivations and what
consumers look for on a day out
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Visitor Strategy

Day
Core Destination Profile Reports
Shopping — Culture and Heritage — Seaside —
Houses and Gardens — Events — Countryside —
Towns and Cities — Family Attractions - Sports

(not destination specific)

Arkleisure Profile Reports

Visitor profile (age, demographics, ark seqg)
What activities and motivation they have
How best to communicate to them
Products attracted to
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Information and Support to Destination Managers

e Data to enable Destination Managers to plan strategies and
campaigns, identify linkages with similar destinations

. D”estination brand maps including individual attractions where sample
allows

e Online tool to interrogate research data — available as ‘browser’ on
desk top

e Segment profiles
e Destination profiles
e Media/communication channels

. Identify clusters of destination types/products that act as
*hooks’ to day visitor segments

TOURISM

SOUTH EAST www.visit england.com



Thank You and Questions
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