
Leisure & Tourism Opportunities

Turning research data into insights that inform 
strategy for the leisure and tourism sector

Focus on: West Midlands , Coventry & WarwickshireJuly 2018



Leisure & Tourism Opportunities for the West Midlands, Coventry and Warwickshire 

About this report

• Tourism in Britain is buoyant with growth delivered through;

• Increasing volumes of ‘staycations’ and domestic day trips, as leisure time is used more ‘actively’ and some continue to reject 
international travel among both security and cost concerns

• Increases in inbound visitor volumes; helped by the weak £ pound and the Discover England Fund support for developing 
inbound tourism opportunities particularly outside of London

• However there are challenges to delivering that growth

• Traveller requirements and expectations are changing with immersive experiences of growing importance and an ever 
increasing reliance on digital throughout

• Brexit may have a negative impact on the sector in the future, not just in terms of inbound trade and domestic staycation 
volumes, but also on resource and skills availability

• This all points towards the need for providers in the sector (attractions, accommodation, DMOs, travel agents etc) to ensure 
services and experiences evolve and develop in order to achieve the optimal growth potential

• This report is illustrative of how insight can be used to inform and guide strategy. It draws on a number of published research data 
sources from the ONS, Visit Britain, ALVA and others. 

• This report simply touches the surface of topics that are relevant to the travel and tourism sector for today and the coming years. 
Using these data sets and other published surveys and reports it is possible to delve much deeper into the topics covered in this 
report and many more besides. 

Helen Roberts July 2018
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“Sight-Doing” replaces sight-seeing Value at every price point

Digital Enabled Multi-Generational

Consumer trends are impacting days out and holiday choices and behaviours

Hands-on activities
Creative, interactive interpretations

Value-add and upgrade options
Quality, unique experiences

Deep digital presence, focus on positive reviews
In destination/attraction digital tools (apps etc.)

Proposition, experiences, facilities for all
Group targeting, communications & offers

No longer happy to passively view static displays, 
visitors now want immersive, interactive 

experiences. Making memories is key to enjoyment

It’s not about ‘cheap’, it’s the search for value at every 
price point, from basic to 5* luxury. The best price for a 
given product or service, so deal-seeking is prevalent.

At every step of the journey, digital is increasingly 
important. From initial information seeking, using 

reviews & recommendations, planning & booking to 
enhancing the visit/holiday experience digital channels 

are widely used.

From day trips to cruises, there is a broadening mix of 
travel groups. 

3+ generations family trips as well as mixed friends 
groups are increasingly prevalent

Macro 
Trends

Personalisation cuts across all trends and is a vital element of the experience and service delivery



Overnight Visitors and Sector Confidence

Rest of GB
110.6m overnight visits

Overnight Visits

Average 3 night stay
£64 per night

West Midlands
8.9m visits (7.4%)

2.3 night stay
£61 per night

Sources: Visit Britain GBTS 2017, England Occupancy Survey April 2018, 2017 Business Confidence Monitor Spring 2017 
Warwickshire County Council Skills Shortages in Coventry & Warwickshire November 2017 

Attractions and Accommodation providers are 
positive about the state of the sector and their 
own business, though they differ considerably in 
their perception of recent growth

Attractions

Accommodation

Hotels most positive, self-catering least so

Business Confidence

40% increased 30% No Change 30% Decreased

Accommodation Sector Challenges:
Growth in capacity will be needed to support increased tourism demand: Hotel occupancy in West 
Midlands was 73% as of April 2018,typically rising to well over 80% in peak months.
Skills shortages will need to be addressed in order to maintain quality  and customer service:  Like 
other sectors over 50% tourism, hotels and catering business in the region are suffering a skills 
shortage

33% increased 62% No Change

5% Decreased

Visitors to the West Midlands 
region stay for a shorter time 
and spend a little less than 
elsewhere in Britain



Day visits are an important contributor to the economy

Source Visit Britain GBDVS 2017

Rest of GB
1,692m day visits

£35 per day

West Midlands
114m visits (7.7%)

£30 per visit

Day Visits

Day Visit Activities % of visits

Meal out 17%

Visit family 12%

Drinking out 10%

Just relaxing 9%

Short walk 8%

The day visit market highlights the revenue opportunity beyond free or paid-for 
attractions, with restaurants, cafes and bars benefitting greatly from day visitors.

Simply increasing day visitor volume to the region  by 1% would bring an 
additional £342,000 to the local economy

Day visitors to the West 
Midlands spend less than 
visitors to other parts of Britain



Visitors to the West Midlands come from across Britain

Scotland
3%

Wales
6%

North 
West 10%

East 
Midlands 8%West 

Midlands 15%
East 10%

South East 
17%

South 
West 9%

Yorks & 
Humber 9%

North East 
3%

London 
11%

Visitors volumes from the South East, London and the North West to the 
West Midlands region illustrate the strength of transport links on these 
routes

Only 15% of visitors in the West Midlands came from within the area. 

• For other regions typically in excess of 25% of visitors are from 

within the region
• This implies an opportunity to grow very local tourism

The East Midlands appears to be an opportunity area given it’s 
proximity. 
• Currently people from the East Midlands are more likely to go East 

than West

Overnight trips
Region lived in by visitors to West Midlands

Source Visit Britain GBTS 2017



Transport infrastructure

Accessibility, drive times and the ‘Last Mile’ 

The West Midlands and Warwickshire has a good 
transport infrastructure:
• In the centre of the country, the road network 

gives accessibility from all parts of Britain. 
• The rail network is strong with mainline services 

from London, the South West and the North, 
again providing easy access for long-distance 
visitors

• Birmingham Airport provides easy access to the 
region for inbound visitors

However, the challenge of ‘The Last Mile’ should not 
be under-estimated, particularly for inbound or 
long-distance domestic visitors. 
• Clear and detailed directions; including journey 

times from main transport hubs should be 
provided, along with links to bus company 
websites, taxi providers etc. 

• Where appropriate, walking routes can be given 
and would ideally be well-signposted

Transport used for 3+hr visits to West Midlands

Car

Train

Bus

Coach Tour

Taxi

Walk

Cycle

Source: GBDVS

Less than 5 miles

5-10 miles

11-20 miles

21-40 miles

41-60 miles

61-80 miles

81-100 miles

Over 100 miles

Distance travelled for 3+ hr visits to West Midlands
Visitors to the West Midlands in 
general travel, on average, 29 
miles. Those going to visitor 
attractions travel 50 miles
This is lower than for all other 
regions (outside of London).
This may be reflective of 
accessibility and the population 
distribution, but it also highlights 
an opportunity to target visitors 
from outside the region

Car is the main transport mode, 
but the use of public transport is 
also significant.
Organised coach tours are used 
more for travel to the West 
Midlands than to other regions.



Inbound Visitor Volumes

1,115,000

177,000

229,000

34,000

104,000

72,000

Brimingham

Coventry

Leicester

Leamington Spa

Stratford

Warwick

Birmingham has by far the most 
visitors to the region. Over half 
of the are here on business.

Top source countries for inbound visitors

To Britain
France

USA
Germany
Ireland
Spain

To West Midlands
Ireland
Poland

Germany
USA

France

Source IPS: 2006 - 2017

Inbound tourism is growing again, helped by the weak pound and strong international promotional activity 
Volume of inbound visitors up by 7% to 30.1 million (Q1-3 2018)  with spend up 11% to £19b in the same period

Only 6% of inbound 

visitors to Britain, visit 
West Midlands

16%

32%46%

6%

Holiday Visiting Friends & Relatives Business Study/Other

Visitor volumes to regional cities & towns

Purpose of visit to West Midlands
Whilst overall 16% of visitors to the region are 
on holiday, this varies greatly by individual 

destination. For example. 50% of visitors to 

Stratford are on holiday



While inbound travellers are generally satisfied with their 
accommodation, the Travel Trade have concerns around accommodation 
in England:
• Poor quality 
• Expensive
• Poor service standards and welcome
• Perception of poor food quality
Source: Visit Britain Travel Trade Research 2017

Inbound Visitors want to experience England’s history and culture

Specialised 
Tourist 
Experiences

History & 
Heritage
£3,630m

Experiencing 
City Life
£3,740m

Scenery & 
Rural Life 
£1,040m

Music & 
Sport Events

£440m

Outdoor 
Leisure
£430m

£180m £155m Action & 
Challenge

More details of the needs and interests of inbound travellers can be found at: https://www.visitbritain.org/activities-and-themes

Traditional experiences dominate in terms of value, reflecting the 
role of England’s history and heritage as a motivator to visit

Inbound visitors to England most want to visit iconic places, 
castles/historic buildings and historic monuments.

Experiencing local food and drink is also an important element and 
should not be overlooked when promoting the region

“Ban carpets in bathrooms, 
it is possibly the greatest 
pet hate of the German 

market.”

Activities and Interests Accommodation Preferences and Expectations

Mid-range hotel

B&B / Guest House

Holiday apartment / cottage

Budget hotel

Airbnb etc.

High-end hotel

Family / friends home

Hostel

Motorhome

Static caravan/chalet

Glamping/yurt etc.

Touring caravan

Regular camping

Inbound travellers are 
open to a range of 
accommodation types, 
including authentic 
hotels and various self-
catering options

Types of accommodation considered (visitors from Germany)

Accommodation options for the inbound traveller need to deliver to 
international standards and expectations, whether a large hotel or a 
small guest house

https://www.visitbritain.org/activities-and-themes


Visitor Attractions need to be nurtured to maintain and grow their visitor volumes

“Top 10”

Even these established attractions need to maintain interest and 
appeal through offering new and enhanced experiences 

Most visited West Midlands 
(paid-for) attractions*

1. Drayton Manor Theme Park
2. WM Safari Park
3. Cadbury World
4. The Trentham Estate
5. Attingham Park
6. Shakespeare’s Birthplace
7. Black Country Living Museum
8. Croome Park
9. Weston Park
10.Birmingham Science 

Museum

Sources: 
* Visit Britain Annual Survey of Visits to Visitor Attractions
** ALVA visitor volumes

Both surveys are voluntary and so are incomplete. 
Some major groups e.g. Merlin do not share visitor data

The challenge for Zoo’s

Zoos , like Twycross, that reinvigorate their offer with immersive 
diversified experiences combined with strong promotional activity 

will be best placed to reverse the decline

The leading zoos in the UK have all seen decline in volume 
over the last year. 
Though conservation and animal welfare concerns may have 
some influence on visitor volumes, a lack of investment in new 
attractions, events and promotions is most likely at the heart 
of the decline.

ALVA** 2017
Rank

Vol Change
YoY

Chester Zoo 13 1.87m -2%

London Zoo 28 1.10m -10%

Whipsnade 56 658k -2%

Edinburgh 58 643k -9%

Bristol 67 523k -9%

Top 5 Free West 
Midlands Attractions

1. MAC Birmingham
2. Birmingham Museum 

& Art Gallery
3. Coventry Transport 

Museum
4. RAF Cosford Museum
5. National Memorial 

Arboretum

The top attractions in the area illustrate the breadth of visitor 
interests. Many of these large destinations have longevity in their 
favour but also use marketing effectively to remain top-of-mind 

in the visitor consideration sets



The Power of Promotion and Themed Events

Source: 
** ALVA visitor volumes
This survey is voluntary, so not all attractions are included

A combination of both individual and collective marketing of regional 
attractions, across multiple media channels will bring incremental visitor 
volumes. 
Themed events (festivals, shows, demonstrations, learning zones etc.) 
can be used to  raise awareness, interest and drive further growth

ALVA** 2017
Rank

Visitor 
Volume

Change
YoY

Royal Shakespeare & 
Swan Theatres

35 999k +11%

Birmingham Museum 
& Art Gallery

61 603k -23%

Shakespeare’s New 
Place

163 142k +191%

Anne Hathaway’s 
cottage

164 140k -5%

Kenilworth Castle 172 118k +9%

The benefits of strong promotion and marketing, along 
with the work of Shakespeare’s England is evident in visitor 
volumes.
The positive impact of themed events such as those hosted 
at Kenilworth Castle on visitor volumes can also be seen. 
Such events not only bring an influx during the event, but 
also increase consideration of the attraction as a 
destination to visit at other times.

Visitor Volumes



Segment

Accessibility
Reputation

&  Reviews

Awareness 

& Visibility

Relevance

& Appeal

Price Value

Positive reviews are 
increasingly important 
influencers

Price that match the 
reputation and the 
experience

Communications & 
marketing to support 

consideration

Transport 
recommendations & 

accurate, detailed 
journey information

Fair prices with 
appropriate deals and 

offers

Delivering to current 
and future traveller 
needs & wants

Delivering great visitor experiences

48% of GB Attractions offer 
price deals and discounts

Source: Visit England Visitor Satisfaction Survey 2012-2014
Visit Britain Business Confidence Survey

Great visitor experiences begin before the traveller even leaves their home, not when they arrive at your premises. 
An holistic approach to understanding visitor experiences will guide not just those aspects directly controlled, but also 

those where collaborative development will be beneficial e.g. route-marking, public transport links, car parking etc. 



Delivering great visitor experiences

Strengths
Countryside
Safety and security
Interesting towns & villages
Good quality accommodation
Clean & tidy
Variety of accommodation
Welcoming & friendly people
Famous buildings & monuments

Weaknesses
Quality of food & drink
Attractive/well-maintained towns & cities
Range of attractions & things to do
Ease of finding information about destination

Source: Visit England Visitor Satisfaction Survey 2012-2014

Opportunity for improvement:

94% of visitors in England are satisfied with their experience

81% of visitors to West Midlands are satisfied

The region has destinations and visitor attractions that match 
the strengths that England has. The analysis highlights the 

need to maintain quality standard both in the product and in 
the service provided

Weaknesses give clear guidance on focus areas for the region. 
Continued collaboration across destinations, accommodation 

providers and attractions will aid improvement of performance and 
therefore visitor numbers.

Perceived strengths and weakness 
of England among visitors

Individual attractions, DMOs and accommodation providers can overlay this information on their own visitor experience feedback 
research to fully understand and deliver to visitor needs and wants



National & regional initiatives and events provide more opportunities for the region 

Discover England Fund
The three-year £40million Discover England Fund, announced by 
Government in 2015, will ensure that England stays competitive in 
the rapidly growing global tourism industry, by offering world-
class English tourism products to the right customers at the right 
time. 

Visit England
Two of the large-scale DEF projects are very relevant to the region:
The Collection, led by England’s Historic Cities
- 15 historic towns and cities including Stratford 
The Waterways of England led by the West Midlands Growth Company
- Focused initially on waterways within the Warwickshire Ring
Detailed analysis of relevant research and implications for each project 
can be found at https://www.visitbritain.org/research-summary-reports

The region is holder of several 
prestigious events over the coming 
years, that will benefit tourism as well 
as the resident communities

The current media value of the City of 
Culture winning bid is already put at 
£31 million

The target is to achieve 2.5m visitor 
days across local, regional, national 
and international markets.

Warwick Arts Centre National Lottery 
supported 20:20 Project will provide 
enhanced arts facilities in the region

The Commonwealth Games will bring 
athletes, families, friends and 
supporters to the region with venues 
across  the West Midlands and 
Warwickshire, 

Local successes driving growth

https://www.visitbritain.org/research-summary-reports


Hull City of Culture 2017

The City of Culture status is driving awareness of Hull as 
a destination.
Legacy projects and funding should continue to 
strengthen the profile of Hull.

• Investment during 2017 will have had positive impact 
on many attractions and experiences across Hull.

• The 107 venues cover a broad spectrum from major 
landmarks such as the Humber Bridge though to 
small art galleries and exhibitions.

• The estimated benefit is £1billion to the local 
economy

Source: https://www.liverpool.ac.uk/media/livacuk/impacts08/pdf/pdf/Creating_an_Impact_-_web.pdf

Benefits
• Attracted additional 9.7m visits in 2008, 

growth of 34% on the previous year. 
• 5% of visitors were international.
• 50% increase in visitor figures to 

Merseyside’s seven largest attractions.
• Increased interest in going to museums.
• Positive impact on image and perceptions 

reflected in media coverage.
• 50% of revenue was generated outside of 

Liverpool, demonstrating the benefit to 
accommodation providers, attractions etc. 
in the surrounding areas

City of Culture Legacy Benefits

Whilst the 
European title is 
perhaps ‘bigger’ 
than the domestic 
title, the benefits 
Liverpool have 
seen may be 
indicative of what 
Hull and Coventry 
can expect.

Liverpool European Capital of Culture 2008



Insight to Action: Grasp the Opportunity

Identify primary target countries and understand motivators & barriers
Promotional activity around City of Culture, Commonwealth Games etc.

Collaboration with Discover England Fund Projects

Increase share of inbound 
visitors to West Midlands

Identify current visitor profile and areas of under/over performance
Develop potential concepts – price offers, marketing activity, new experiences

Test concepts and refine prior to activation 

Increase attraction visitor 
volumes 

Explore why people don’t stay longer
Accommodation package offers (extra nights at low price/free)

Bundle experiences and create illustrative itineraries to encourage longer stays

Increase duration of stay in 
the region

Gather feedback from visitors and explore regional visitor satisfaction data
Identify strengths and opportunities and embed them in to the experience

Address weaknesses and threats to minimise negative feedback and reviews

Improve the visitor 
experience

Identify target segments (regions, demographic groups etc.)
Understand their needs & wants

Develop appealing proposition and communications strategy

Attract new domestic 
audiences

Understand impact of consumer trends on expectations of your product & service
Develop long-term strategies that will keep your offer relevant in the future

Ensure digital channels are built in to that strategy
Future-proof your business

Some thought-starters on how insight can be used to make the most of the growth potential…..



• XV Insight is a Warwickshire-based market research consultancy, specialising the leisure, travel and tourism sector. The team 
therefore has research expertise, sector understanding and local knowledge working across a range of business topics include brand 
position and reputation, visitor experience, concept development and product testing, decision-making and purchase journeys.

• Helen Roberts, Managing Director, has 25+ years market research experience across both the tourism sector and  others including 
retail and automotive. Helen has held senior positions at GfK and NOP, prior to establishing XV Insight in 2017. Helen and the team 
focus on providing analysis and insight that makes a real difference, informing strategic and tactical decisions.

• Recent examples of XV Insight’s work include:

• Visit Britain/Visit England Discover England Fund Summary Research Reports: Distilling data from multiple sources to provide 
each DEF Large 2-3 year project with a relevant, insight report designed to inform the next stage of their project development. 
The reports can be seen here: 

• Discover England Fund Project - Experience Audit: Review of existing visitor attractions, accommodation and transport in each 
of the participating area. Analysis included assessment of suitability and fit with the overall project objectives and individual 
themes. Along with recommendations for further development

• Regional DMO - Concept testing of a number of holiday themes and itineraries designed to engage with travellers from US to 
England. Analysis included recommendations for development and refinement of the concepts to optimise their appeal

• Equine Charity - Visitor Satisfaction Survey designed to identify current strengths and potential ways in which the visitor 
experience could be further improved

About the Authors

Leisure & Tourism Opportunities for the West Midlands, Coventry and Warwickshire 

https://www.visitbritain.org/research-summary-reports


Get in touch:
Helen Roberts
07500 005449

How we can help:
- Interrogating existing data 

sources of relevant insight
Designing bespoke research
- Explore market potential

- Identify target visitors
- Gather visitor feedback

- Test new ideas and concepts
- Check communications/ marketing effectiveness 

Why we can help:
- Known leisure, travel & tourism sector
- Work with the travel sector data sets
- Turn data into relevant, meaningful insight
- Based in, and know the region
- Experienced, enthusiastic team
- Focus on actionable insight

info@xvinsight.com
www.xvinsight.com

@xvinsight

mailto:info@xvinsight.com

