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1. HEADLINE FINDINGS 

Tourism businesses report a good 2016 

1.1 Nearly half (46%) of respondents have welcomed an increase in the number of visitors they 

have received this year, compared with 2016. A further 36% have a similar level of visitors to 

this year, meaning 82% of respondents had a similar or higher level of visitors compared to 

last year.  

1.2 Exchange rates have led to Wales becoming better value for overseas visitors, and have 

prompted more Brits to holiday at home. 

 

Lift in business across the country 

1.3 The increase in visitors has been enjoyed across Wales, with good proportions of 

respondents in each region reporting more people visiting than last year. Half 51% of 

business in the South West report an increase, followed by Mid Wales (48%), North Wales 

(44%) and South East Wales (40%). 

 

Good weather and repeat visits boost trade 

1.4 Along with staycations, the fine weather (22%) of 2016 and repeat business (19%) are often 

cited as reasons for businesses seeing an increase in visitors this year.  

 

Shorter breaks becoming more normal 

1.5 Some respondents have noticed a drop in the length of stay. While the number of holidays 

and short breaks may remain similar to last year, the average number of nights has fallen 

below previous average stays. 

 

Profitability in on the rise 

1.6 With an overall increase in visitors comes an increase in profitability. Overall, 39% of 

respondents have taken more profit in 2016 than they did in 2015. Some respondents are 

now spending money on their business to either refurbish or expand their offerings. 

 

The future is bright for Wales’ tourism industry… 

1.7 Following a successful 2016, most (84%) are confident about the year to come. Advance 

bookings for accommodation are up for 30% of operators and the benefits felt from the 

current exchange rates are expected to continue the trend for staycations and increased 

overseas visitors. 



3 

 

… but uncertainty over Brexit impact 

1.8 While many have felt the benefit of the weakened sterling following the UK’s vote to leave the 

European Union, many are unsure of the long term effect this will have on the tourism 

industry.  

 

The Trump effect 

1.9 America’s election has resulted in Donald Trump winning the race to become the next 

President of the United States. Some respondents are unsure of the impact this will have on 

the industry.  

1.10 Together, the Brexit vote and US election vote have left some feeling uncertain about they 

future impact, if any, on their business and on visitors to Wales. 
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2. QUALITATIVE FINDINGS 

2.1 Eight depth interviews have been conducted over the telephone with key tourism figures 

across various organisations and bodies across Wales. 

2.2 The main findings are discussed below. 

 

Strong performance this year for the tourism industry 

2.3 The feedback from industry leaders has been positive. Industry leaders feel that the number 

of people visiting Wales has increased on last year with a strong summer playing a key part. 

Despite concerns for tourism in spring, it appears that a well performing summer has played 

a key part in stakeholders’ confidence. 

“On the whole it’s increased, bit of a wobble late May/early June but then we had a 
good summer.” 

 

“Much better than the previous year… this year is very good.” 
 

“It’s been good this year. The weather has been good in North Wales over the 
summer.” 

 

“Since June, we have seen an occupancy increase… occupancy in the last quarter 
has been at its highest for a long time.” 

 

Lower sterling has increased the number of overseas visitors 

2.4 Industry leaders feel as if the weakened sterling has encouraged more overseas visitors to 

come to Wales. Stakeholders have noticed a particular increase in visitors from Germany, 

Australia and the USA. 

“There has been an overall increase in overseas visitors – the German market in 
particular, Australia too.” 

 

“Slight increase from Australia and some visiting from America” 
 

“Exchange rates are still low, which has strengthened the domestic market and 
makes for a cheaper holiday for overseas visitors.” 

 

Brexit vote has increased staycations 

2.5 Industry leaders feel that the reduced value of sterling has resulted in an increased number 

of staycations. Some feel that these are visitors from UK cities spending extra weekends 

away, rather than week or fortnightly holidays abroad. 
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“Due to worldwide affairs and the lower pound, we are also getting more staycations, 
but these are extra weekends away rather than two week holidays to Spain, they’re 

quite different types of holidays”. 
 

“The UK market is staying home as well because of the Euro”. 
 

“Yet to find out whether Brexit has made a real impact on tourism, although a lot of 
British people are holidaying in the UK this year.” 

 

“I think more people are choosing to stay in the UK rather than travel abroad to 
Europe.” 

 

Embracing booking sites has reaped rewards for some 

2.6 Some industry leaders specifically mention that members who have listed themselves on 

booking sites, like booking.com or AirBnB and review sites like TripAdvisor, have resulted in 

an increased number of visitors for their business. 

“Some members have started using booking websites like booking.com and this has 
increased their bookings”. 

 

“They are getting a lot of business from people like AirBnB and Trip Advisor.” 
 

2.7 On a similar note, another stakeholder mentioned that people are still encouraged to enter 

the tourism industry. 

“Some people are entering into the industry by taking over existing business when 
the owners sell or retire”. 

 

Concerns over Tourist Information Centre closures 

2.8 A few industry leaders have concerns over the closure of Tourist Information Centres, 

particularly in North West Wales. 

 

Some improvement wanted from Visit Wales 

2.9 Many stakeholders have minor grumbles about the tourism industry and how it is managed. 

These vary from complaints that marketing is too focused on South East Wales to marketing 

and communication from Visit Wales. 
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Outlook is positive for next year 

2.10 The future looks bright for 2017, according to industry leaders. Following on from a well-

performing 2016, the industry can expect further increases as Wales continues to increase its 

draw as a destination for short breaks and holidays. 

“Given all the changes recently (political), people are surprisingly positive” 
 

“We have the opportunity to receive more guests from Europe if the pound is still 
low”. 

 

“Better expectations for next year – certainly with the Euro. I think families will stay 
closer to home, but this depends on the weather as well.” 

 

“I think members are fairly positive, some are saying they have bookings for next 
year already.” 

 

“We feel next year will be a repeat of this year.” 
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3.   BACKGROUND AND METHODOLOGY 

What is the Wales Tourism Business Barometer? 

3.1 The Wales Tourism Business Barometer is designed to give quick feedback on how the 

tourism industry in Wales is performing at key times during the year. The Survey has been 

running in various forms since 2005, and normally between two and five research ‘waves’ are 

conducted each year.  

3.2 This research wave relates to autumn 2016, with measurements also of expectations for 

2017.  

 

How is the Survey conducted?  

3.3 This Survey has been made available for online completion as an alternative to telephone, 

which prior to 2016 was the only method used. 

3.4 We have conducted 834 interviews by telephone, and the online survey distributed by area 

and sector partners has yielded an additional 78 responses. The overall sample of 912 

makes results of questions asked to everyone accurate to ±3.2%. 

3.5 The sample of 912 responses is reflective of the tourism industry in Wales and is shown 

below by sector and region: 

 

Sector / Region North Mid South West South East Total 

Serviced accom 103 50 80 69 302 

Self catering 97 68 95 41 301 

Caravan / campsites 39 15 22 5 81 

Hostels 6 6 8 8 28 

Attractions 33 16 24 29 102 

Restaurants / pubs / 

cafes 
9 16 9 12 46 

Activity operators 17 9 19 7 52 

Total 304 180 257 171 912 

 

3.6 Around two thirds (64%) of the sample are currently graded by Visit Wales and the remainder 

(36%) are not. The graded and non-graded samples are spread across the different regions 

and sectors except restaurants / pubs / cafes and activity operators, where grading is not 

applicable. Operators of restaurants, pubs and cafes have been selected in areas of high 
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tourism footfall across different parts of Wales and have been asked to answer questions in 

the context of their tourist (i.e. non-local) customers. 

3.7 All telephone interviews have been conducted with business owners or managers in 

November. A copy of the questionnaire used is included as an appendix.  
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4. YEAR-TO-DATE PERFORMANCE 

PERFORMANCE BY SECTOR 

  

 

Weakened pound makes Wales an attractive destination 

4.1 A drop in the value of sterling has contributed to an increase in the number of visitors 

welcomed by the tourist industry in Wales, this year. 

4.2 The fall, which happened after the UK voted to leave the European Union, has not only made 

the UK a more value-for-money destination for those outside the country, but has 

encouraged more Brits to opt for a staycation over overseas destinations for short breaks and 

holidays. Wales has benefited from this post-Brexit currency fluctuation, which has 

contributed to nearly half (46%) of all respondents welcoming more visitors than last year, 

including 46% of those in serviced accommodation and 44% of self catering operators. 

 “The weak pound has been a bonus.” 
Serviced accommodation 

“More people are staying at home after Brexit.” 
Self catering 

“We’ve seen lots of Europeans and English people this year, especially after Brexit.” 
Serviced accommodation 

“Best year in our 11 years of trading, down to staycations, Brexit and subsequent 
exchange rates.” 

Restaurant / pub / cafe 

52%

50%

50%
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44%

44%

32%

46%

36%

29%

33%

37%

35%

34%

61%

36%

12%

21%

17%

17%
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7%

18%

Caravan & campsites

Attractions

Restaurants / pubs / cafes

Serviced accommodation

Self  catering

Activity operator

Hostels

Overall

Q3 "Compared with the same period last year, how 
many visitors have you had to date this year?"

More Same Fewer

Base: 869 
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Happy campers in mild 2016 

4.3 Around half of caravan and campsite operators (52%) have reported more people pitching up 

on their sites this year, compared with 2015. This is, in part, due to a fairly mild year 

impacting positively on this weather-dependent sector. 

“The weather was mild.” 
Caravan / campsite 

“Weather conditions.”  

Caravan / campsite 

PERFORMANCE TREND 

 

 

 

Year ends well for Wales’ tourism sector 

4.4 Since this barometer’s initial wave in April this year, the tourism industry has seen a steady 

increase in the number of visitors. Overall in 2016, close to half (46%) report increase – a 

much stronger position than the 21% who saw an improved Easter. 
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PERFORMANCE BY REGION 

 

  

 

Improved year for tourism across the country 

4.6 The increase in visitor numbers this year has been welcomed throughout the four regions of 

Wales. The South West boasts the highest (51%) proportion of respondents reporting an 

increase, closely followed by Mid Wales (48%). 

4.7 Two in five (40%) South East respondents have received more visitors, while 44% of those in 

the North report higher volumes compared to 2015.  
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15%
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19%

19%
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Overall

Q3 "Compared with the same period last year, how 
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5. REASONS FOR INCREASED VISITOR LEVELS 

  

 

Staycations boost tourism trade 

5.1 Around three in ten (29%) respondents who have received more visitors this year say that 

more British people staying in the UK has helped the lift. As mentioned earlier in the report, 

the post-Brexit drop in the value of the sterling has made British holidaymakers more inclined 

to stay in the UK, as foreign currency offered less value for money. 

5.2 Serviced accommodation, in particular, seems to have benefited from Brits opting for a  

staycation, with 35% reporting this as a contributing factor to the increase. 

 “In the summer, it felt like more people were holidaying here from nearer - Wales 
and England visitors.” 

Serviced accommodation 

 

Improved weather delivers a warm spell for some 

5.3 Around two in five (38%) caravan and campsites enjoying an increase this year say that 

better weather this year has helped the lift. 

29%
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5.4 Overall, 35% of attractions also believe improved weather has boosted trade. A higher 

proportion of attraction based either entirely outdoor or with a balanced mix of their site 

indoor and outdoor (23%) have benefited from better weather, compared to those based 

completely or mostly indoor (12%). 

 “The weather was good, which was good for us.” 
Attraction 

 

5.5 Additionally, better weather this year seems to have benefited more operators in the South 

West (29%), compared to other regions of Wales. 

 

Coming back for more 

5.6 Around one in five (19%) point to repeat business as a reason for seeing more visitors, this 

year, including 23% of self catering operators. 
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6. REASONS FOR DECREASED VISITOR LEVELS 

 

  

 

No promoting can lead to a drop 

6.1 Around one in five (20%) respondents who have received fewer visitors this year say that 

they did not take part in any promotional activity, often because the business is winding 

down, or has been temporarily closed for refurbishment. 

“We have wound down the business this year and have now closed from the end of 
September.” 

Attraction 

“We are trying to retire now so just winding down the business.” 
Serviced accommodation 

“We are only taking the odd repeat visitor now, we are winding down the business.” 
Self catering 

“We have closed earlier this year to have a refurb, we will be open for the start of 
next year.” 

Self catering 

 

Unforeseen problems lead to fewer visitors, for some 

6.2 Despite best laid plans, unforeseen circumstances can result in fewer visitors, as 

experienced by 18% of respondents. These unforeseen problems can vary, but include family 

bereavement, illness and flooding. 
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Steady bookings but shorter stays 

6.3 While some respondents say that they are receiving a similar number of bookings to last 

year, they have noticed that the number of nights visitors book has reduced. 

“We are getting more three or four night instead of full weeks now.” 
Serviced accommodation 

“We have found that a lot of schools who normally stay four nights, now only stay two 
and then the ones who normally stay two nights, only stay one.” 

Hostel 

“Lots of people have come for short stays.” 
Self catering 
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7. PROFITABILITY 

 

  

 

Lift in profitability across the sectors 

7.1 In line with a well-performing 2016, profitability is up across all sectors (39%). Following a 

good year, over half (55%) of responding caravan and campsite operators have recorded 

increased profit on last year, as have 48% of restaurants, pubs and cafes, 39% of self 

catering operators, and more than a third of serviced accommodation (36%) and attractions 

(36%). 
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PROFITABILITY TRENDS 

 

 

 

Profitability up on last year 

7.2 Compared to last year, 39% of responding businesses have recorded higher profit than in 

2015. Since the first wave of the barometer in April, profitability rose for increasingly larger 

proportions of business, improving from a quarter (25%) to two in five (39%), overall. 
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8. PERFORMANCE OF MARKETS 

 

  

 

Increase in staycations reflected in strong UK performance 

8.1 The UK outside Wales has been a source of more visitors for around two in five (41%) 

respondents. As mentioned earlier in the report, one of the reasons attributed to the rise in 

Brits staycationing is the fall of the value of sterling, post-Brexit.  

8.2 Half (50%) of all restaurants say that they have been serving more non-Welsh Britons this 

year, compared with 2015, as have 44% of activity operators, and 42% of serviced 

accommodation operators, self catering operators and attractions. 

 

Stronger European presence in Wales 

8.3 Around a third (34%) of respondents have welcomed an increase in the European markets. 

Again, the weakening of the British sterling has been attributed to the rise of European 

visitors, as Britain and Wales are better value for money thanks to improved currency rates 

for those exchanging their Euros into pounds. 

“We don't tend to gauge where our visitors come from but we have seen a lot more 
Europeans.” 

Attraction 
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“Lots of Europeans and English people this year, especially after Brexit.” 
Serviced accommodation 

“We are seeing a marked increase of visitors from the Netherlands.” 
Serviced accommodation 

 

German business is ‘sehr gut’ in 2016 

8.4 Three in ten (31%) responding operators have seen a lift in the number of German visitors 

this year.  

“We have had a lot of people from Germany and other European countries, it has 
been great.” 

Attraction 

 

Smaller increases closer to come and across the globe 

8.5 Around a quarter (23%) have welcomed more Welsh visitors, 21% from North America, 10% 

from the Republic of Ireland and 22% have seen a lift in visitor volumes from elsewhere in the 

world. 

“I have notice there are loads more Americans coming to Wales, there seems to be a 
real interest.” 

Activity operator 

“I noticed more Australians this year.” 
Serviced accommodation 

“I have noticed a big increase in guests from the far East.” 
Serviced accommodation 
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9. OCTOBER HALF TERM PERFORMANCE 

 

 

 

Mixed results for October half term 

9.1 The half term in October saw mixed results for sectors in the tourism industry, with an 

increase on the same period last year for 28% of respondents. 

9.2 A higher proportion of restaurants / pubs / cafés (42%) and attractions (41%) saw increases 

compared to some sectors, with hostels (39%) not far behind. 

“We were busier in half term. I think our name is getting out there more now.” 
Attraction 
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10. EXPECTATIONS AND CONFIDENCE FOR 2017 

ADVANCE BOOKINGS FOR ACCOMMODATION 

 

  
 

Advance bookings starting to creep up 

10.1 After a trend that saw increased numbers of visitors leave their holiday plans to the last 

minute, the number of advance bookings for next year has risen for 30% of accommodation 

providers. 

“We actually have a few advance bookings from Germany next year.” 

Self catering 

“We already have bookings for August 2017.” 
Caravan and campsite 

“We've definitely had an upturn in bookings in advance from overseas than we did 
this time last year.” 

Serviced accommodation 

“We have so many bookings for 2017 that guests are now booking for 2018 so that 
they can get in.” 

Serviced accommodation 

“We have never had so many advanced bookings.” 
Serviced accommodation 
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CONFIDENCE BY SECTOR 

 

  

 

Confidence high as 2017 draws near 

10.2 As 2016 comes to a close, the future looks bright, with Wales’ tourism sector going into next 

year with a good level of confidence. Overall, 84% are either fairly (53%) or very confident 

(31%) about their business’s performance in 2017.  

10.3 The majority of hostels (93%) are positive going into the New Year (36% very; 57% fairly 

confident).  

“It’s very rare to have a weekend empty, so very confident.” 
Hostel 

“Looking at our bookings, we are looking are our busiest year to date.” 
Hostel 

 

Pitching up for holidays 

10.4 Caravan and campsites have high hopes for 2017 - 49% of operators are very confident and 

38% fairly confident about their performance next year. 

“I think a lot of people will be looking to holiday in the UK next year so I'm very 
confident for 2017.” 

Caravan and camping 
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“I have already had a lot of inquiries for next year so I feel confident about business.” 
Caravan and camping 

 

2017 predicted to be just the ticket for attractions 

10.5 With half (50%) of responding attractions reporting an increase in visitors this year, a high 

proportion of the sector is confident going into 2017 (18% very; 67% fairly confident). 

“We have got a lot of things in the pipeline for next year so we are very happy.” 
Attraction 

 

Getting a good night’s sleep in Wales 

10.6 Self catering and serviced accommodation operators can sleep comfortably as they look to 

2017 with optimism. With advance bookings on the rise, self catering (30% very; 53% fairly 

confident) and serviced accommodation (34% very; 49% fairly confident), hope to welcome 

more visitors into their rooms next year.  

“Looking forward to next year.” 
Serviced accommodation 

“Fairly confident about the next year, we've got bookings coming in already.” 
Self catering 

“I think next year will be our best yet. We've found we've been improving in ourselves 
year on year and we've been going ten years now.” 

Serviced accommodation 

 

Getting active in 2017 

10.7 A good proportion of activity providers (19% very; 67% fairly) are confident of a well-

performing year, with expectations of visitors taking part in their offerings as bookings for 

2017 are already on the books. 

“We seem to have more bookings for this year already compared to last year.” 
Activity operator 

“I am much more confident going into next year than I was this time last year.” 
Activity operator 

 

Service! 

10.8 This year has been good for restaurants, pubs and cafés, with 50% having seen an increase 

in numbers. And it looks like 2017 could be even better, with around a quarter (26%) of 

operators very optimistic about the year, and a further 52% fairly confident. 

“We're off to a good start so I just want to continue that really.” 
Restaurant / pub / café 
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Two sides to the Brexit coin 

10.9 Much of the confidence going into 2017 comes from the post-Brexit fall of the sterling, making 

the UK an improved-value destination for overseas visitors, and encouraging more Brits to 

holiday at home. 

10.10 But while some operators are feeling the benefits in the short-term, opinion is divided on how 

the tourism industry will perform in the long term, once the UK removes itself from the 

European Union. 

10.11 Some respondents believe that their visitor numbers will improve, often citing the exchange 

rate as a reason for increase, some think that Brexit will mean fewer visitors in the long run, 

and others have no idea what the future holds for the UK and Wales outside of the EU. 

“Brexit will have a huge negative impact in 2018.” 
Serviced accommodation 

“Worried about price increases from suppliers, particularly after Brexit - margins will 
decline.” 

Restaurant / pub / café 

“Really looking forward to next year, I think with Brexit, everything is looking good 
with more overseas visitors coming and also people spending more time in this 

country too.” 
Activity operator 

“Worried about Brexit, as luxury items such as what I sell will be the first to go.” 
Attraction 

“It all depends on Brexit, the ease of travel for Europeans, and the state of the 
pound.” 

Attraction 

“Let’s see what Brexit brings.” 
Serviced accommodation 

 

Donald J Trump 

10.12 President-elect Donald Trump is set to take his seat in the White House next year after 

America voted for him in the recent US elections. While the decision was made overseas, his 

presidency is likely to have a global impact – but just what that impact will be is yet to be 

seen.  

“Brexit and Trump have made everything uncertain, otherwise I would be very 
confident.” 

Self catering 

“I'm hoping bookings will pick up, post Brexit, post Trump - we shall wait and see.” 
Serviced accommodation 

“Brexit and Trump will have a negative effect.” 
Serviced accommodation 
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“It is Brexit and the election in US that will impact tourism.” 
Caravan and camping 

 

CONFIDENCE TREND 

 

 

 

Confidence continues to boost Wales’ tourism industry 

10.13 This year has seen good levels of confidence among the tourism industry, with only the 

minority lacking self-assurance felt by others.  

10.14 Going into 2017, 31% of respondents are very confident about the coming year, and more 

than a half (53%) are fairly confident.  

10.15 This confidence has been anchored in the trade, with high levels reported each wave. 
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