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UK ATTRACTIONS
DECEMBER 2018

ATTRACTIONS GROWTH DRIVEN BY
S TAYCATIONS AND GOOD WEATHER

2016 - 306 million visits
2017 - 318 million visits

2018 - 333 million visits*

Source: All data where no source is referenced is from: Mintel UK Visitor Attractions Report November 2018, *Estimated.

Proportion of UK adults visiting day trip atiractions fell marginally during 2018. Domesfic trade is

seeing a shift away from day trips fo short breaks. Attractions focused on culivating their posiion

in the domesfic holiday market are performing well though the addition of hotels, facilfies,

mulii-day fickets and development of further attractions.
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UK holidays spend up on
same period last year
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TRAVEL CHOICES

15%

Travel by train
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Time travelled to last
attraction: 1.78 hours
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TRAVEL TIME

Willing to travel
2.68 hours

PLANNING TRIPS

1994 plan visits on the day

24°% plan more than a week before

ATTRACTIONS’ PERFORMANCE

LONDON ATTRACTIONS
MARKET DECLINES

FOR THIRD YEAR

39% of surveyed attractions reported
growth during the heatwave between
mid-July and late-August.

29% of surveyed attractions reported a
negative impact on admissions during
the high temperatures.

Source: Visit England. Released November 2018
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Consider trips to an attraction as part of a
L holiday or short break.
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Say they find it appealing to build a holiday
around an attraction.
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