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Aims & method

* Business barometer survey of members

e The aims of the barometer are to:

o Understand how different membership sectors are performing
o Determine the level of business generated by membership

o Inform lobbying & PR activity

o Enable UKinbound to react to industry developments more quickly, by
gathering feedback on current issues impacting the tourism industry

* Online survey sent to members January 2020, followed by
telephone top-up

* 89 members completed the survey, 23% of the membership
base

* Many thanks for taking part!
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Varied mix of sectors took part

Dest.
Accom 8%
6%
Tour
Operator

38%

Service
Provider
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Four in ten (39%) businesses had increased bookings

In October, November & December ‘19 compared with the same months in ‘18
with bookings/ visitor numbers/ customer orders

On average, orders

INCREASED by 23% Solid increases for many
On average, orders \l, sectors:

DECREASED by 20% Destinations (57%),
l Attractions (44%) & Tour

Operators (41%) all
showed largely positive
levels of business

Service Providers show
more mixed picture:
A third (33%) saw increased
business, 44% the same, and
22% noticing decreases in
the past year

Lower About the same Higher

N4

N
N | UKINBOUND Q2. Compared with October, November and December in 2018, were your bookings / visitor

4‘ THE VOICE OF INBOUND TOURISM

i
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Why did your bookings/visitor numbers/orders increase?

“New partners and increased market
share from current partners.”
- Service Provider

“We have increased our marketing
and advertising and have had more
exposure.Another factor is the pound

being weaker than usual.” = Tour
Operator

“South East Asia market strong last
year so sales increased as this was
target market.” - Tour Operator

“More settled circumstances, interest in
parliament because of Brexit

“North American travel period extended - Attraction

more into winter + increase from Greece.”
— Tour Operator
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Why did your bookings/visitor numbers/orders decrease?

“Oct: Extinction Rebellion impact: 5 protest
points on our doorstep, | 2 total within half
a mile of the business. Nov: London Bridge
attack. Dec: Less crowds in area than usual
between election and Christmas.”
- Attraction

“Clearly the negative sentiment generated by
Brexit on European key markets such as France
and Germany is the main factor”

- Tour Operator

“Up until Brexit we had a 300% year on
year growth up until October 2018.
Massive impact on our business” —

Service Provider

“There seemed to be less travel from
Europe early December which is where
we usudally have several groups travelling”
- Tour Operator
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Nearly half of members (45%) increased revenue yield

In October, November & December ‘19 compared with the same months in ‘18

On average, yield rev
INCREASED by
22%
Attractions largely
l, prospering:
Over half of Attractions
(56%) increased yield
compared to last year.

On average, yield rev
DECREASED by

21%
Accommodation

struggles:
100% (base of only 5) saw a
decrease in revenue

17%
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USA market growth spikes as China drops slightly

18%
33% Not experiencing

31% growth from any
overseas markets

= China

10%

Nov Jan March May July Oct Jan
2018 2019 2019 2019 2019 2019 2020
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Q4. Select the main market that you are currently experiencing growth in. Base: 89




German & French markets

16%

Experienced decline from
German market

A
N

most commonly in decline

31%
Not experiencing

decline from any
overseas markets.

5%

Saw decline
from French
market

Q5. Select the main market that you are currently experiencing decline in. Base: 89 RESEARCH




Over half of businesses confident for year ahead

56% 29% 57%

40%

July Sept Nov Jan March  May July Oct Jan
2018 2018 2018 2019 2019 2019 2019 2019 2020
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Forward bookings in key markets spark high confidence

“The travel from France and rest of Europe looks
very promising compared to 2019, as does
bookings end enquiries from long-haul markets.”
Tour Operator

“The number of Chinese visitors to the “Forecast looks better for future
UK is continually growing and the bookings with hotels. General

Chinese outbound market is continually feeling around industry is that
expanding and more and more UK it's going to be better.”

Inbound visitors will turn their eye to the Service Provider

Chinese market, particularly after Brexit”

Service Provider .
“Forward bookings are up and

cancellations seem to be

= ( reducing so the pattern looks
“Brexit clarity after a —. promising.”
period of uncertainty.” > a‘\) Tour Operator
Attraction ;
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‘Brexit’, Coronavirus & economy trigger lack of confidence

“It's going to be a difficult year, uncertainty,
Brexit, first signs of inflation, leisure businesses

“Public sentiment is still bad for the that have closed recently just shows where we
UK in European destinations. Bad are and every leisure business | have spoken to
European press making the UK not has said the same thing.”
attractive for people to book.” Attraction

Tour Operator

“Because of current things going
on - coronavirus and Brexit”

Attraction “The impact of Brexit as well as

the Coronavirus in China”
Service Provider

| 77 ‘\\‘ UKINBOUND Qéa. Why do you feel less confident about bookings/visitor
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Recruitment, UK perceptions & Brexit prep are members’ main worries

H3

“BREXIT
READY/,

Recruiting & retaining staff Negative UK perceptions Preparing for Brexit

Addressing consumer sustainability
demands was the lowest ranked concern
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48%

have long enough to
prepare for Brexit..

...but 44%

‘don’t know’ how long
preparations will take

Q8b. The Brexit transition period is due to end on 3| December. Will this
be long enough to prepare your business for Brexit? Base: 89
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Contact. ...

Richard Bryan

richard.bryan@gqaresearch.co.uk

www.qaresearch.co.uk

Qa Research, Merchant House, | la Piccadilly, York, YOI 9WB
Tel: 01904 632039
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