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Travel and tourism in the UK
In this white paper, we look at industry trends and customer behaviour related to booking and going on holiday, 
as well as the effects of Brexit, technology and the weather on the UK travel and tourism sector.

With stats, insights and advice, this is the perfect company on for attractions, accommodation providers and 

domestic tour operators who want to navigate an ever-changing landscape to maximise their success.
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Executive summary: Interesting times for the 
UK tourism industry

With record visitor figures and spending coming in from abroad, and increasing numbers of Brits choosing 
to stay on home soil for their holidays, the UK travel and tourism sector is looking pretty healthy at present. 
In January-May 2017, Brits took 6.6% more ‘staycation’ holidays than in the same period last year, and visitor 
numbers from outside the UK are predicted to be up 6% on 2016, with a 14% increase in spending.

However, the numbers don’t tell the whole story; many of these impressive figures can be attributed to a fall 
in value of the pound in the wake of the Brexit vote, which has made Britain a better option for domestic and 
inbound tourists alike. This grace period won’t last forever, so we can’t afford to rest on our laurels.

“we can’t afford to rest on our laurels”

The weather also has a crucial role to play in the success of tourist businesses, and it’s becoming more volatile 
and less predictable thanks to climate change. Warmer summers could work to our advantage, but this may be 
offset by increased rainfall, which can cause flooding and costly damage to vital infrastructures – so nothing is 
certain.

The way people book their holidays is changing, with digital natives having more disposable income. The 
expectations of these younger consumers must be taken into account by attractions and accommodation 

providers. As well as booking, technology can also be used to create immersive and engaging experiences 1. 
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“technology can also be used to create immersive and  
engaging experiences”

Maintaining an active online presence and having mobile-optimised sites where customers can book is 
becoming increasingly important, with growing numbers using these platforms to plan trips and interact with 
businesses. The stats show that attractions increasing their marketing spend and gaining positive reviews are 
being rewarded with more visitors.

We’re going through a period of change that could be pivotal for the future success of our island as a holiday 
destination, where the outcome of Brexit negotiations, the future of our climate and technological advances all 
provide opportunities to be taken advantage of, along with risks that we must be aware of and manage.
In this white paper, we investigate how these factors are impacting on the industry at present and consider 
how things may develop moving forward. We also provide tips to help tourism businesses flourish in the 
current market.

www.adi.do
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 1. Holidays and day trips in the UK

What do we want to find out?

The aim of this white paper is to investigate the current situation at what is an interesting time for the UK 
tourism market, while uncovering the trends that will shape its future.
 
We’ll be looking into several key areas:

• Statistics about holidays and day trips in the UK, including popular locations, activities and   
 accommodation types
• Behavioural trends around booking and going on holiday
• The impact of Brexit on British holidaymakers and the UK tourism industry
• How technology can be used to increase repeat bookings, attract new visitors and create more   
 immersive and interesting experiences at tourist attractions
• How the weather affects tourism and how this may change in the coming years

We’ve gathered data and information from various sources so we can present you with interesting trends and 
share our observations and advice based on what we’ve found.

Who’s the research for?

The findings of this research are valuable for any business or organisation involved in the UK tourism 
industry, from local tourist boards and holiday destinations to tour operators, attractions and providers of 
accommodation and leisure activities.
 

“we hope to help you respond to developments, plan for the 
future and stay ahead of the competition”
 
By presenting the big picture for your market, we hope to help you respond to developments, plan for the 
future and stay ahead of the competition during a time of technological advance, political uncertainty and 
changeable weather.

Why is this needed now?

The British holiday sector is undergoing a period of flux, thanks to rapid technological developments, changes 
in the weather and the Brexit vote. Despite this, the expected value of our tourism industry in 2025 is over £257 
billion – almost 10% of GDP – and it’s consistently been the UK’s fastest-growing sector for employment since 
2010.

www.adi.do
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The way people research tourist destinations and attractions, book holidays and make decisions about 
accommodation, transport and repeat bookings is changing thanks to socio-technological phenomena 
including data collection, targeted advertising and mobile technology, among others. Whether or not tourist 
locations get on board and use this to their advantage could be the difference between riding a wave of success 
or getting left behind.

£257 billion
the predicted value of UK tourism in 2025

Scientists say that the British weather is set to become increasingly unpredictable and extreme. It’s hard to 
know what effect this will have on tourism, especially with other countries seeing a similar fluctuations, but it’s 
important to be aware of it and where possible, find ways to overcome it.

Brexit will have an irreversible effect on Brits travelling abroad as well as EU citizens coming to the UK on 
holiday. At this stage, it’s unclear exactly what will happen and how extreme that effect will be. This uncertainty 
will remain until long after the Brexit deals are finalised, but tourist behaviour is already changing in the wake 
of the vote – for example, in the so-called ‘staycation’ marketplace.

We believe that with so much going on for British tourism at present, now is the time to take a snapshot of the 
current situation and look ahead to how things might develop over the coming years. We hope you find this 
investigation interesting and useful.

www.adi.do
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2. Holidays and day trips in the UK

What is the current state of UK tourism?

According to a study by VisitBritain, domestic tourism (British residents travelling within the UK) for the first 
five months of 2017 was down from 2016, with British residents taking around 43.1 million trips within the 
UK compared to 44.6 million in the same period last year. However, when these figures are broken down by 
purpose of travel, we see that the number of holidays taken actually went up by 6.6%. Business travel suffered 
the biggest downturn, falling by 16.8%, while trips to see friends and family went down by 4.9%. Meanwhile, 
Brits took 4% more trips abroad than they did in the first five months of 2016. Overall, spending on domestic 
trips rose by almost 22% between 2010 and 2015, and is expected to rise steadily until 2020.

Encouragingly, the 12 months to June 2017 was a record-breaking period for inbound visits to the UK from 
overseas, both in terms of visitor numbers (39.14 million) and spend (£23.59 billion). Almost 26 million of these 
visits were from within the EU, with around 2.5 million from the rest of Europe, 4.7 million from North America 
and just over 6 million from the rest of the world. Total inbound visits in 2017 are forecast to be as high as 39.7 
million, up 6% on 2016’s figures, and spending is expected to rise by 14% to £25.7 billion.

 
In the period between the Easter holidays and mid-July 2017, 54% of British visitor attractions saw increased 
visitor numbers compared to the same period in 2016, with just 14% experiencing a downturn. Accommodation 
providers didn’t fare quite as well, with as many as 33% welcoming fewer visitors than last year – although 44% 
still enjoyed increased numbers. Despite this, well over 90% of both accommodation providers and attractions 
were confident of success for the rest of the year.
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Where do people go on holiday in Britain?

London receives 53% of the UK’s income from visitors from abroad, with 35% of inbound spending going to 
the rest of England, and Scotland and Wales attracting 8% and 2% respectively. Securing repeat visitors is 
particularly important, as they tend to stay longer and spend more per night – and encouragingly, 77% of 
inbound trips to the UK were repeat visits.

Unsurprisingly, London is way out in the lead when it comes to time spent at a destination, with 19.1 million 
overnight visits in 2016. Following up are Edinburgh with 1.7 million visits, Manchester with 1.2 million 
and Birmingham with 1.1 million. The top 10 is made up, in order, by Liverpool, Glasgow, Oxford, Bristol, 
Cambridge, and Brighton and Hove. Welsh capital Cardiff was next in the rankings, with around 357,000 
overnight stays.

What are the most popular day trip destinations?

Among UK residents, the places most visited for day trips in 2016 were London with 337 million visits and the 
South East with 242 million visits. Other popular locations were North West England (191 million) and South 
West England (161 million). Scotland and Wales received 142 million and 102 million day trip visits respectively. 
The most popular activity for a day trip by some distance was visiting friends and family, with going out for a 
meal, outdoor activities, special shopping and nights out also featuring.

For day trip visits that were for a specific purpose, the most popular pastimes were outdoor activities 
and general days out or exploration, each of which received a quarter of total trips. Visitor attractions like 
historic houses and gardens, theme parks, museums and zoos shared 18%, while live sports received 14%, 
entertainment 10% and other events 9% of visits.

www.adi.do
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What are the most popular tourist attractions and activities?

In 2016, attractions saw the total number of visits rise by an average of 2%. Interestingly, visits by overseas 
travellers declined by 3%, despite the fact that more trips were taken to the UK overall – this may be explained 
by the fact that visitors from abroad stayed for less time and spent less money while here. Outdoor attractions 
like gardens, wildlife parks, zoos, theme parks, historic houses and castles all attracted significantly more 
visitors than in 2015 (all seeing a rise of between 7% and 8%), no doubt helped by the warmer weather, while 
places of worship received 8% fewer admissions.

Eighteen percent of attractions spent more on marketing, while 11% spent less – those that increased their 
marketing spend saw visitor numbers improve by an average of 3% and revenue by 12%. Almost two fifths of 
attractions (38%) offered online booking in 2016, compared to 29% in 2015; ninety five percent of attractions 
now have a website and 88% offer other online communications including social media, blogs, apps and email 
newsletters. Paid attractions saw a bigger rise in visitor numbers than free ones, and visits from schoolchildren 
were down by around 1% for the third year running, which is having a noticeable effect on attractions that rely 
heavily on school visits.

What kinds of accommodation are preferred?

Hotels (22%) and caravan and campsites (23%) received increased patronage from domestic visitors between 
the Easter holidays and mid-July 2017 when compared to the same period in 2016. However, self-catering 
accommodation saw a fall of 6% and guest houses and B&Bs had 1% fewer visitors from within the UK. The 
figures for overseas visitors are much more promising however, with hotels up 36%, caravan and campsites 
20%, and guest houses and B&Bs each seeing increases of 5%. Over the 12 months to mid-July 2017, 32% of 
accommodation providers offered discounted rates, 29% provided special offers for returning guests and 
24% gave last minute deals. Forty six percent didn’t give any special deals or discounts at all. The popularity of 
Airbnb-type services is still relatively low, with just 3% of UK consumers having used them in 2015 – although 
this figure is expected to rise over time.

How do people decide where to go?

In 2016, VisitEngland created five new categories of holidaymaker based on what’s important to them when 
deciding where to go, along with their holiday behaviour and demographics. The names of the groups are 
descriptive of the kinds of holidays they prefer to take; ‘Country-loving traditionalists’ tend to be over 50 and 
have no children. Those in the ‘Fun in the sun’ segment are normally adults of working age, but otherwise fairly 
average in terms of gender, family status and income. ‘Fuss-free value seekers’ are generally either in an older 
or younger age group, don’t have children and have lower incomes. ‘Free and easy mini-breakers’ generally 
don’t have children and are often under 30. Finally, ‘Aspirational family fun’ holidaymakers are almost always 
under 50, and much more likely to have children and higher incomes.

The purpose of a trip is naturally an important factor in the decision of where people spend their travel time. 
Of a total 39.14 million inbound visits to the UK in the 12 months to June 2017, around 15.2 million were for 
holiday, with 11.8 million being to visit friends and relatives and just over 9 million business trips. According to 
a 2015 survey by Mintel, 25% say their decisions are influenced by friends and family and 5% by travel agents – 
but just 4% are affected by social media.

www.adi.do
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What we’ve learned:

• Domestic tourism in the UK is down from last year. This is mostly caused by visits to friends and family  
 and business trips however, with the number of holiday trips increasing
• Inbound tourism is on the rise, with record-breaking figures for both visitor numbers and spending for  
 this year
• London is by far the most popular destination among domestic and inbound visitors, for both day trips  
 and overnight stays
• Visits to attractions were up slightly, with outdoor attractions seeing the best improvements due to the  
 warmer weather
• Marketing spend and online booking provisions are up among attractions, leading to a greater rise in   
 visitor numbers for those who committed resources to these things
• Hotels and campsites received more British residents this year, while all accommodation types   
 welcomed more visitors from abroad
• Social media is still less important in travel decisions than recommendations from friends and family

www.adi.do
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3. Booking and going on holiday

How do Brits book their holidays?

Brits like to book online. In ABTA’s (Association of British Travel Agents) comprehensive 2016 holiday habits 
study, 76% of respondents had booked a holiday online, while only 21% had booked by phone and 19% in-
store.

Looking deeper into these figures, we find that PC is still the preferred device, with 92% of online bookers 
(up from 91% in 2015) using one to book their holidays. Interestingly, the numbers for bookings via mobile 
devices went down, with 23% using a tablet and 13% using a smartphone to book, compared to 24% and 16% 
respectively in the previous year.

Travel agents and package holidays are much more popular among those booking foreign holidays than those 
who choose to remain on these shores, with only 23% using an agent and 22% booking package holidays for UK 
breaks, compared to 47% using agents and 53% booking package holidays to travel abroad.

Those aged 65+ tended to book by phone, with 38% opting to book this way. Young people, families with 
young children and people from affluent households were the most likely to book in-store with a travel agent. 
A noteworthy 29% of 25-34 year-olds chose this method – 10% higher than the average. Despite this statistic 
however, that age group was also the most active by some distance when it came to mobile bookings, with 
both the lowest figures for PC bookings (84%) and the highest for bookings by mobile devices (37% for tablet, 
27% for mobile).
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How do people go on holiday?

71% of British residents went on a domestic holiday during 2016. Out of those, 41% additionally took a trip 
abroad, with another 15% only going on foreign holidays and 14% choosing not to go anywhere – a lower figure 
than in any of the previous four years. British holidaymakers took an average of two domestic holidays and 1.4 
trips abroad.

71%
of British residents went on a domestic holiday in 2016

The most common travel companion is a romantic partner, with 51% of people having gone on holiday with just 
their partner. 39% went on holiday with their immediate family, compared to 20% with their extended family 
(not in the same household). Almost a quarter (23%) travelled in adult-only groups, while 6% went as part of a 
group that included kids and 13% enjoyed the freedom of travelling alone.

The most popular type of holiday was city breaks, with 53% of Brits taking one in 2016. Beach holidays, while 
down significantly from 50% in 2015 to 38%, were still in favour, with countryside breaks (24%) and all-inclusive 
holidays (18%) also doing well.

What we’ve learned:

• Families and wealthy people are the most likely groups to book holidays in-store, while pensioners   
 would rather make a phone call
• Booking online with a PC is still the preferred method for most people though
• Despite this, mobile site optimisation is important, with a significant proportion of holidaymakers   
 booking with a tablet or phone
• More British residents are going on holiday, and Brits prefer to go on holiday on home soil – but foreign  
 trips remain very popular
• Most people travel with their partner or family group, and city and beach breaks are the most popular  
 holiday types
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4. Brexit’s impact on the UK tourism industry

What are the early signs since the Brexit vote?

With so many factors involved and so much still remaining uncertain, it’s impossible to predict the effect of 
Brexit on the British economy at this stage. This is especially true for the travel and tourism sector, where 
beyond all the considerations for the economy at large, we can only speculate on the fate of ‘Brand Britain’ and 
how British citizens’ ability to visit EU countries, and vice-versa, will alter. With almost two thirds of inbound 
holidaymakers and nearly three quarters of business travellers coming from there, the EU is an extremely 
important contributor to our tourism economy. However, taking a look at how things are shaping up so far 
since the vote may give us some clues as to what to expect.

As we’ve already discovered, the 12 months to June 2017 has broken records in terms of inbound tourism, 
which is a promising sign. Visits to the UK from EU residents are up by 5% on the same time last year, although 
this is lower than the overall increase in inbound visits of 7%. Interestingly, by far the biggest rise in visitor 
numbers during this period comes from North America at 19%. Flight prices have fallen since the Brexit vote, 
and Brits are taking more holidays abroad. The falling value of the pound is likely to have contributed to 
increased tourism from abroad, but beyond that it’s hard to make any solid connections between Brexit and 
tourism statistics, especially at this early stage – hopefully we’ll build up a clearer picture over time.

How will tourism be affected by Brexit in the long term?

Commentators are divided on whether Brexit will be good or bad for Britain’s tourism economy. Those who feel 
that the UK will lose out cite factors like uncompetitive pricing and complicated visa processes, which are likely 
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to get worse once we leave the EU. The availability of flight routes, which are supported by EU agreements, will 
also be significantly reduced and flight prices could rise if we don’t manage to secure a favourable exit deal. 
Eight of the UK’s top ten inbound travel markets are in the EU, so a failure to negotiate successful terms for 
travel visas could also have a negative impact on tourism. And with an estimated 700,000 hospitality workers 
being from the EU, changes to rules about work visas could also reduce the workforce, pushing up wages and 
therefore prices, which would have an effect on both inbound and domestic spending in the long term.

“commentators are divided on whether Brexit will be good or 
bad for Britain’s tourism economy”

On the other hand, there are plenty who believe we’ll do just fine. Just after the Brexit vote, the World Travel 
and Tourism Council (WTTC) predicted that the tourism sector would see 3.6% growth over the coming year, 
and that visitor numbers would be higher for the next couple of years – although admittedly this prediction 
was attributed to the falling value of the pound. While inbound travel will no doubt be affected in various ways 
by Brexit, it’s also worth considering the impact on domestic tourism. Many are talking about a potential rise 
in ‘staycation’ holidays, with claims that if traditional seaside resorts can reinvent their offerings, they could 
be returned to their glory days with British tourists swarming to the coast even after the pound recovers. The 
climate will no doubt have a part to play here, too.

Some believe that Brits will start taking fewer, longer holidays to more exotic locations, which may result in 
more short breaks in the UK being taken in between these longer trips, rather than other European countries – 
especially if travel to currently popular destinations is made harder by changes to visa rules. Brits might also be 
put off escaping to the EU by rising roaming charges and the loss of the European Health Insurance Card (EHIC).

“if traditional seaside resorts can reinvent their offerings, they 
could be returned to their glory days”

If Britain loses tourism from the EU, we may need to do more to attract visitors from other markets. The UK is 
becoming an increasingly popular destination for Chinese travellers, who are some of our highest-spending 
tourists and can now travel more easily after visa regulations were revised. They mostly come to visit London and 
to enjoy the competitive prices on designer goods. North American visitors have also risen, thanks most likely to 
the falling value of the pound against the dollar – finding creative ways to maintain this growth could be crucial.

How will Brexit affect Britain’s reputation internationally?

There are plenty of commentators giving their opinions about how Brexit has affected Britain’s brand, and will 
continue to do so. One thing that all the experts seem to agree on is that while Brexit has the potential to be 
a PR disaster, we can also reinvent ‘Brand Britain’ as long as we act fast and seize the opportunity with both 
hands. With the right attitude and a resolution to turn Brexit into a positive, the UK can show the rest of the 
world that it’s got what it takes to remain competitive. When it comes to tourism, the key thing is to convince 
those considering visiting that any post-Brexit changes won’t affect their holiday, which means promoting a trip 
to Britain as a safe, easy and rewarding experience. We need to let tourists know that all the things they love 
about this country, like our arts, culture and innovation, will stay the same, while any changes that do occur will 
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be positive ones. What’s needed is a confident, clear and decisive message to be sent to the outside world – the 
question at the moment is where, or who, will that come from?

What we’ve learned:

• Visits to Britain from the EU are up 5% on last year’s figures, although this is lower than the overall rise  
 in inbound visitor numbers
• The pound’s fall in value has seen increased inbound and domestic tourism – Brits are going abroad   
 more too, with flight prices falling
• Getting favourable terms in the Brexit negotiations is vital to our tourism economy, as flight availability  
 and prices, travel visas and affordable workforce from abroad will all be affected
• Brexit could create an opportunity for British destinations and resorts, with more short domestic trips  
 being taken
• Britain is receiving more visitors from North America and China, and these could become key markets  
 for UK tourism after Brexit
• Brexit can turn into a positive or a negative for our national brand, and how this affects our tourism will  
 depend on how quickly we act and how well we get the right messages across
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5. Technology and tourism

How can technology help with securing new bookings?

It’s fairly well known that people are more likely to make a purchase from a business if they’ve received a 
recommendation from a friend. What you may not know is that 88% of consumers place just as much trust 
in reviews and opinions they see online, and that they’ll spend an average of 31% more on a business with 
‘excellent’ reviews. On the flipside, 86% will hesitate to part with their cash if you’ve had a negative review at 
some point – but not having any positive reviews online can be equally harmful for your business, as 72% of 
consumers won’t even consider visiting you if they can’t find any positive reviews for you.

Several platforms already exist where people can spread the word about a tourist attraction or hospitality 
business they’ve enjoyed, and there are ways for you to make this easier for them and more effective for your 
marketing. Satisfied customers can leave reviews on Facebook, Google, TripAdvisor and other sites, and they 
also tend to share their opinions on social media sites such as Twitter and Instagram – so if you don’t already, 
it’s worth making sure that you maintain an active presence on these. It could be that someone’s already talking 
positively about you online, and you’ll only increase the value this brings if you interact with them. This also 
gives you the opportunity to respond to any negative feedback, which is beneficial because, if done right, it 
allows you to defend yourself and shows that you care about your visitors’ experiences. If you want to get more 
reviews, just ask – 70% of customers will leave a review if they receive a request to do so, and if you make it 
easy for them (say, with an email containing a link to a place where they can leave a review) then you should 
see some reviews coming in. Offering a discount as an incentive for leaving a review could also improve your 
chances of securing a repeat booking.
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70%
of customers leave a review if asked to

Another worthwhile consideration is attribution. This is the term for finding out about the process your visitors 
went through en route to booking with you, and it’s a useful way of measuring the value of your various 
marketing activities, such as paid ads on social media sites and search engines, promotional emails, your 
website, listing sites and third party mobile apps. By finding out which of these channels formed part of your 
customers’ buying decisions and applying a model to discover which were most influential, you’ll be able to 
optimise your future efforts by focussing on those activities that led to more bookings.

How can technology be used to increase repeat bookings?

The advantages of gaining repeat bookings are obvious – it’s much easier, and cheaper, to market your 
accommodation or attraction to someone who’s already familiar with what you’re offering, and you don’t need 
to go through the whole process of convincing them from the start of their search. They’re also easier to deal 
with once they arrive, as already they know how everything works. The good news is, British holidaymakers are 
creatures of habit, with around a third of them returning to the same destination as the previous year for their 
annual holidays, and 57% visiting locations they’ve been to at some point in the past.

57%
of Brits return to destinations they’ve visited before

Of course, the best way to gain a repeat booking is to make sure first-time customers have a good experience 
with you, from a quick and informative response to their initial enquiry to providing those little extras that 
make their visit as enjoyable as possible, including a good quality WiFi connection. Keeping in regular contact 
with them after they leave will also go a long way. You can do this through a personal message asking how they 
enjoyed their stay and what you could do to improve their experience next time, as well as email newsletters 
and exclusive offers for repeat bookers.

There is technology that can make all of this easier. First of all, connecting with your customers by getting them 
to like your Facebook page, follow you on Twitter, or connect with you through another social media platform 
you both use is a handy way of keeping a connection alive passively, as they can choose whether to view your 
posts and updates. They may well post about their stay on your social pages too, with photos and videos that 
enhance your marketing – if they do, be sure to make them feel valued by responding in a timely fashion to say 
thanks and interact with them online. Tools with free options like Hootsuite and Buffer are great for managing 
your social media presence, and there are others out there too.

“it’s important to keep your website updated and optimised 
for mobile”
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If there’s an important message that you really want your visitors to see, you can request their permission to 
contact them using the details they’ve provided. For those who agree, a platform like Mailchimp or iContact 
can be used to send any special offers or other promotional messages. There are also booking management 
systems specifically for the travel industry, such as iPro and SuperControl, that let you create and send out 
personalised discount codes, and automatically set up emails to be sent to your visitors around the time that 
they’re likely to be planning their next holiday. It’s important to keep your website updated and optimised 
for mobile, and tools like a real-time availability calendar, online booking with a fast-track option for repeat 
bookers and individual discount codes will give your visitors a personalised experience and make the process 
smoother for them so they don’t get tempted to look elsewhere.

Creating richer experiences through technology

With tech continuing to develop at a rapid rate, there are numerous opportunities for tourist destinations, 
attractions, accommodation providers and carriers to create unique experiences for travellers using mobile 
and other technology. Here are a few examples of innovations that have caught our eye:

1. Augmented Reality (AR) technology displays an additional visual layer over the camera view of a 
smartphone or a specialised device. Some AR innovations that have been used successfully in tourism 
include fictional characters in a museum that make learning more interactive, additional imagery and 
information that allows tourists to find attractions, restaurants or transport links, or learn about a city’s 
history (for example, users of the smartphone app Layar can see the original Berlin Wall superimposed over 
the present-day view of the city), and instant translation of street signs and other text on screen with Word 
Lens, an app which was acquired by Google in 2014.

2. Museums are under pressure to find new ways to appeal to a young, tech-savvy audience – and many 
of them are coming up trumps. For instance, New York’s Cooper Hewitt, Smithsonian National Design 
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Museum gives visitors a digital pen that allows them to ‘collect’ information from exhibits they’re interested 
in to view later at home through a personalised web page, while Whitehall Palace’s ‘Lost Palace’ brings a 
building that was almost entirely destroyed by fire back to life by using a range of technologies to tell the 
stories of those who experienced it.

3. Near Field Communication (NFC) is a wireless data transfer technology that allows smartphone users 
to register their current location and receive information to their phone by placing it in proximity with an 
‘NFC tag’. This technology has been used by several cities around Europe to allow visitors to find out more 
information about historical buildings and famous attractions in the form of text, images and videos – 
turning whole cities into gigantic museums.

While it’s great to use the capabilities of digital technology, experts warn that visitor experience is 
more important than the tech itself when considering technological developments. Creating something 
immersive that allows your audience to truly engage in and get more out of your core offering, rather than 
simply trying to create something unique or impressive, is the approach that will bring the most success.

What we’ve learned:

• Brits like to go on holiday in destinations they’ve visited before
• Tech platforms can help you keep in touch with customers through social media, email newsletters and  
 booking systems
• Reviews are important for travel destinations and attractions, and they can be found around the web,  
 including social media and review sites like TripAdvisor
• Attribution is a valuable way of measuring the contribution of various online channels to your sales   
 success
• Technological innovations can be used to enhance a visitor’s experience in various ways – to take   
 advantage of this, it’s important to focus on the experience, not the technology 
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6. The effect of the weather on UK tourism

How does the weather affect tourist behaviour?

The weather has been shown to have a clear impact on day trips to attractions and destinations. For example, 
the wet summer of 2012 saw reduced visitor numbers to many UK tourist attractions, having an adverse affect 
on business for that season despite increased inbound visits to the UK for the Olympics. That summer also saw 
a rise in the number of Brits electing to holiday abroad. A study conducted at Chester Zoo in 2014 found that 
visitor numbers increased with the temperature up to 21 degrees centigrade, after which point hotter days 
deterred visitors from attending. Rainy and cold days also saw lower visitor numbers – and if the days that 
followed these had more pleasant conditions, they were much busier, suggesting that planned trips were often 
only delayed due to the weather, not cancelled outright.

“a holiday in Britain will become an attractive proposition for 
those living on the continent”

Of course, poor weather will tend to have more of adverse effect on outdoor destinations, and it can even 
have a positive outcome for many indoor attractions, which are able to welcome visitors who have had their 
original plans scuppered. Visits to the UK from abroad and longer domestic visits tend to be planned further 
in advance, so it’s probably safe to assume that these are mostly only affected by longer-term weather trends, 
being less susceptible to on-the-day decisions. So a rainy day during a hot summer will have little effect on 
visitor numbers to a travel destination, while a rainy summer will see reduced tourism.
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Will the weather change in the coming years, and what will the result of this be?

UK temperatures have risen by one degree since the 1970s, and are expected to continue going up at a similar 
rate. This may seem like a small amount, but the effect of this is predicted to be widespread and potentially 
devastating. Although temperatures will rise overall, global warming is expected to create increasingly unstable 
weather and wetter winters across the UK, as well as hotter, dryer summers. While the warmer weather may 
improve tourist conditions and lengthen the duration of the summer season, the volatility of the weather will 
make holidaying in Britain an unpredictable experience, requiring visitors to carefully consider their options 
before booking and to proceed with caution once they do. The wetter winters will also place many locations at 
a significantly increased risk of flooding from rain and rising sea levels. This can potentially have a long-term 
effect on the infrastructure needed to support increased visitor numbers and therefore their attractiveness 
as holiday destinations, even in the summer months. On the other hand, some experts predict that global 
warming will make other traditional European locations so unbearably hot that a holiday in Britain will become 
an attractive proposition for those living on the continent – and this is expected to happen in the next 20 
years. According to David Viner of the University of East Anglia, northern British destinations like Blackpool are 
expected to be the biggest winners.

What we’ve learned:

• Weather is an important factor in the performance of tourist attractions, particularly outdoor ones, and  
 decisions about where to go on holiday
• Tourist destinations are less affected by day-to-day changes in the weather, but they will suffer if the   
 weather is poor for a sustained period of time
• Global warming will lead to warmer, dryer summers and wetter winters
• It’s hard to know how tourism will be affected by these changes; warmer temperatures can improve   
 prospects for summer breaks, but increasing unpredictability and wet weather can affect infrastructures  
 and put some tourists off
• Warmer temperatures may make Britain a more attractive destination for Brits and Europeans alike, as  
 the rest of Europe becomes too hot
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7. Closing thoughts and takeaways

The UK tourism sector is going through a period of great change, and at this stage it’s hard to know whether 
these changes will affect the sector in a positive or negative way. The main factors affecting the industry at 
present are uncertainty around Brexit, climate change, rapid technological and social developments and the 
economy. 

Below are some tips that we feel will help you navigate these uncertain times and come out successful:

Make sure your website is optimised for mobile

While the use of mobile sites for online holiday bookings fell in 2016, consumers are using smartphones and 
tablets for an increasing range of activities – and researching and booking holidays will be no exception. With 
a tech-savvy generation hitting working age, this trend won’t reverse and will only increase, so now is the 
time to take action.Making sure that your site is easy to navigate on any device will help you keep up with the 
competition and place you at an advantage compared to those who are slow to react.

Offer an online booking system that works on mobile

Online with a PC is the most popular booking method, and with many travellers using tablets and phones to 
research and book their holidays, it’s important to take advantage of this. Improvements in this area from 
providers will also drive growth, and as digital natives reach holiday-booking age, a smooth mobile booking 
experience will become a must-have.
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Understand the journey to get advantage

Whilst desktops see the majority of bookings, it’s worth remembering that the journey to that point is 
increasingly complicated and complex. Getting to grips with data, internal, offline and online, will help you 
understand where best to spend your marketing budget and attract new and existing customers to book.

Increase your marketing efforts

Attractions that increased their marketing spend saw a larger increase in business than those that didn’t in 
2017, and if you want to keep up it’s vital that you focus on your marketing. Technological developments mean 
that the way businesses measure the value of their marketing activities and the channels through which consumers 
can be found are constantly changing, and it’s easy to fall behind if you don’t make the commitment now.

Be active and visible on social media

Millennials and younger consumers use social media to communicate, share their opinions, find information 
and communicate with businesses. It’s also possible to leave reviews on many social platforms, so there’s no 
getting away from the fact that you need a presence there in order to interact and be seen by your audience.

Know your customers

The way people research and book holidays varies significantly among different demographics, so it’s 
important to make sure that you’re offering your target audience’s preferred channels. If most of your visitors 
are older for instance, they’re more likely to want to book by phone, while wealthy families are more likely to 
use an agent and millennials tend to research and book online – often via mobile.

Prepare for Brexit

It’s impossible to know exactly how the post-Brexit economy will look, but the landscape is already changing 
and it will continue to do so as the terms and conditions get finalised. British destinations may well see less 
tourism from the EU, with more non-EU and domestic visitors, and numbers will also likely be influenced by 
Brexit’s effect on the economy and our national brand. The best way to survive these uncertain times is to be 
ready to adapt to whatever changes occur.

Use technology to get reviews and increase bookings

Repeat bookings are easier to attract and more valuable than new ones, so it’s well worth taking measures to 
secure them. Reviews are vitally important for new bookings, so make an effort to get your visitors to leaving 
them. Attribution is another way to find out which marketing activities will give you the best results. There are 
various technologies that can help with all of these.
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