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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 April 2020, followed by a
telephone top-up exercise

* 71 members completed the survey, | 8% of the membership
base

* Many thanks for taking part!




Varied mix of sectors took part

Dest.
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QI. Which membership category do you fall into? Base: 71 RESEARCH







More than two thirds (70%) of members saw a decrease in bookings

In January, February and March 2020 compared with the same months in 2019
with bookings/ visitor numbers/ customer orders

On average, orders

DECREASED by 559% . When looking at results by
induvial sectors the results were
l similar to the overall picture.

On average, orders
INCREASED by 19%
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Bookings/visitor numbers/orders dropped sharply due to COVID-19

“January 2020 was 100% higher.
February was 407% higher when
the Coronavirus impact started.

March was 50% lower.”
Service Provider

\'/ Q2b. Why did your bookings/visitor numbers/orders decrease/increase?
Tl i




Three quarters of members (75%) saw a decrease in yield

In January, February and March 2020 compared with the same months in 2019

On average, yield rev
DECREASED by

56% When looking at results by
induvial sectors the results were
‘l’ similar to the overall picture.

On average, yield rev
INCREASED by

21%
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China and USA cited as main growth markets but fall rapidly

= China 6 5 %

— USA 31% 33% Not experiencing growth
from any overseas
markets.
17%
15%
13%
6%
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Q4. Select the main market that you are currently experiencing growth in. Base: 71




USA and China were also the main markets in decline

1 4% 3%

Saw decline from Saw decline from
US market China market
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39%
Not experiencing

decline from any
overseas markets.

Q5. Select the main market that you are currently experiencing decline in. Base: 71 RESEARCH




Confidence in the next |2 months hit all time low

56% 2% 57%

1%
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2018 2018 2018 2019 2019 2019 2019 2019 2020 2020
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COVID-19 causing great distress to members confidence

“Business has stopped, hotels are closed and bookings have
mostly cancelled, few bookings have been moved to next year at

a lower rate than we would have expected to charge for 2021.”
Accommodation Provider

“It's because business for the entire year has
“I am fairly confident with local domestic

been cancelled. The fact that we operate with
demand, I am just not sure whether or not people abroad makes it hard - even if the UK
we can fulfill that due to social distancing returns to normal, we need everywhere else to
regulations. In addition, groups won't come return to normal as well before -pec,),ple really feel
back very quickly, particularly international comfortable traveling.
and school - which was an area we were Tour Operator
experiencing growth from.”
Attraction

“We are hearing that people will only be
safe to travel when a vaccine has been

developed which is |18 months away!”
> Tour Operator
Q
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Qéa. Why do you feel less confident about bookings/visitor
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Client contact and domestic market potential help some feel confident

“Regular contact with key clients who are
predicting strong bounce bank post Covid-19.”
Tour Operator

“Domestic will resume in the first place.”
Service Provider

“Our clients are worldwide and those who could
not travel in the early part of this year have
already re-booked for the latter part of the year
and for next year.”

Tour Operator

/1IN

(2
%'té UKINBOUND Qé6a. Why do you feel confident about bookings/visitor

THE VOICE OF INBOUND TOURISM
numbers/customer orders for the next |2 months? Base: 8




Almost two fifths (37%) may not survive longer than 6 months

My business can continue operating
between 2 weeks and | month

My business can continue operating
between | and 3 months

14%

My business can continue operating
between 3 and 6 months

17%

My business can last between
6 months and a year

24%

My business will manage
through the crisis

27%

Other 13%
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Company Partner

Contact. ...

Richard Bryan

richard.bryan@gqaresearch.co.uk

www.qaresearch.co.uk

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

Qa Research is a trading name of QA Research Ltd, UK registered
company registration number 3186539, address in York as above.
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