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* Background S

i
Jﬁ{i@ As the Welsh Government’s tourism team, Visit Wales is responsible
Ll for deploying tourism campaigns in the UK and internationally to
promote Wales as a holiday destination. As part of this, each year
Visit Wales conducts research amongst its priority markets. The
research featured within this report covers the United Kingdom

Market and broadly looks at:

» Profile of UK holiday market

» Factors influencing UK short breaks and holidays (referred to
in these reports as ‘drivers’)

» Short breaks and holidays taken in Wales in 2023

« Short breaks and holidays planned in Wales in 2024

« Visit Wales marketing impact

*  “Welcome to Wrexham” impact

* Reasons for not visiting Wales

* Motivation & perceptions




e B 2l Methodology
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. 17 minutes
Online 13th March —
length of th A v
Survey . . St April
Interview

as:
« Live in the United Kingdom.

 Aged 16+

« Making most overnight trip decisions themselves or
with someone else.

» Considering taking a short break or holiday in the UK
in the next 12 months.

UK

Respondents were contacted though an online panel. The survey could be
completed via desktop or mobile device. 1151 respondents completed the
survey. The first 1002 responses were national representative of the UK’s
domestic holiday-taking population. A boost of 149 surveys were then conducted
amongst residents of Wales. The data was then weighted to be representative of
the domestic holiday-taking population, ensuring comparability to previous
studies, based on age, gender, regional spread and social grade. To qualify for
the survey, participants must belong to the UK holiday market, which is defined

Incidence Rate

42%




1 2 3 Definitions used within this report
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%
IS |n this report there are a number of terms to define the survey respondents. These

Welsh Government
include:

UK domestic holiday market: The total survey population. Residents of
the UK who are seriously considering a short break or holiday in the UK in
the next 12 months.

« Wales 2023 trip takers: Residents of the UK who stated they took a short
break or holiday in Wales in 2023. Trip behaviour for this audience relates
to the whole year.

take a short break or holiday in Wales in 2023.

« Wales trip intenders 2024: Residents of the UK who are definitely or
probably intending to take a short break or holiday in Wales in 2024. Trip
behaviour for this audience relates to their next trip planned in Wales so
will be naturally biased to earlier in the year. With this in mind, trips
planned for 2024 should not be compared to trips taken in 2023.

Life stages are preferable to ‘age’ as they better describe someone’s life situation.
For the purpose of this report, the following is used:

* Pre-nesters: Aged 16-34 without children in household.

« Families: Aged 16-64 with children in household.

+ Older independents: Aged 35-64 with no children in household.
* Retirement age: Aged 65+.

* Non-Wales trip takers 2023: Residents of the UK who stated they did not 4
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§ Key Findings S

=
mwdfiﬁ Scenic Coastlines and Areas of Outstanding Beauty Dominate UK Travel

Welsh Government

Preferences

UK travellers primarily choose scenic destinations, traditional beachside spots and
areas of outstanding natural beauty with North Wales (in particular Eryri (Snowdonia))
and Pembrokeshire as favoured locations for breaks.

Value for Money a Top Consideration Amid Inflation
Affordability remains the leading factor in selecting domestic holidays, with social grade
DE placing even greater emphasis on cost-effectiveness due to economic pressures.

Culture and Cuisine Drive UK Domestic Tourism

Experiencing local culture and food are pivotal in decision-making for UK travellers,
enhancing the appeal of destinations like Wales which offer rich cultural and culinary
experiences.

Welsh Tourism Peaks in Spring and Summer
The majority of 2023 overnight visits to Wales occur in the spring and summer months,
aligning with preferences for its scenic coastlines and traditional seaside resorts.

Effective Marketing and Social Media Boost Welsh Tourism Awareness
Increased awareness among UK holidaymakers about Welsh destinations, driven by
successful marketing and social media engagement, including the influence of the
"Welcome to Wrexham" docuseries.

Travel Distance and Personal Circumstances Impact Wales Travel Decisions
Distance and personal reasons are barriers preventing a sizeable portion of potential
visitors from considering Wales, with some opting for closer destinations within the
British Isles or Ireland.
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15 2l The UK holiday market is equally divided between males
\%f{) and females, with families comprising the largest life stage
NSl segments.
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fiiwh Life stage
Pre-nesters 13%

Families 37% @I ?
Older independents 27%

Retirement age 23%

LA Age & Social class
16-34  28% AB  33%
35-54  36% Cl  27%
55-64  13% c2  17%
65+  23% DE  19%

S1. How do you describe your gender?

X2. Please type in your age.

X2b. Do you have any children aged 15 or under in your household that you are responsible for (parent, legal guardian etc.)?
X3a.Which of these best describe you? X4a. Which one of these best describes the occupation of the main income

earner in your household? X4b. You say that the main income earner in the household is now retired. Which one of the
following best describes their occupation before they retired?

Total base size, n=1151.
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§ The sample is boosted to over-represent Wales, while the
}?—%{é remaining sample is representative of the UK population.
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Region of origin

| Boosted
1 Sample |
o 16% |
; L 12%  12%
: : 10% [s) [s) [s)
: i 8% 8% 8% - 79, 7%
! S > > o > > > @ o
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S3. Where in the UK do you live? Total base size, n=1151 (Nat Rep, n=1002 and Wales boost, n=149).



§ Scotland and the West of England are popular parts of the UK for short breaks or holidays. Wales is

\7{% also one of the most popular areas to visit in the UK, even when we control for the Wales boost.
Ve

Llywaodraeth Cymru

L Relationship with each destination

m | often take holidays there and intend to do so again within the next year
m | sometimes take holidays there and intend do so again in the next couple of years
| have taken a holiday there once or twice before and might do so again
| have taken a holiday there before, but am unlikely to do so again
| have never been on a holiday there but would like to
| have never taken a holiday there before and am not likely to in the future
Don't know/not sure

4% 5%
8% 8%

10%

6% 10%
11%
15%

16%

37%
26% 23%
0 29%
16% 18% 257 18%
19% 16% 10% 0 11% 10%
6% 7% 8% o 7% 8% ()
3% 3% 3% 3% 5% 4% 3% 4% 4% 5%
Wales Wales Scotland Northern Ireland  Republic of Yorkshire The Lake West Country  Peak District The South
(unboosted) Ireland District (including Devon Coast of
& Cornwall) England

C1. Which of the following statements best applies to you when it comes to visiting these destinations? Total base size, Nat Rep, n=1002 and Wales boost, n=149.



1 B 2l Of those who had visited Wales, 43% visited in the past two years.
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Previous visits to each destination

m 2024 m 2023 m 2022 2020 to 2021 2018 to 2019 Before 2017 Never visited

37%

0 30%
31% 2 30% 33% 30% 26%
30% °
0,
29% 5% 1% L 7% 8% 8% 13% 9%
Wales Scotland Northern Ireland Republic of Yorkshire The Lake District  West Country Peak District  The South Coast
Ireland (including Devon of England

& Cornwall)

C2. When did you last visit these places for a short break or holiday? All who have visited or not sure, n=901 Wales, n=795 Scotland, n=460 Northern Ireland, n=524 Republic of Ireland, n=732
Yorkshire, n=733 The Lake District, n=847 West Country, n=590 Peak District, n=776 The South Coast of England.
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§ The top preference for destinations among the UK domestic
\’Mf{) holiday market is ‘scenic coastlines and harbours’, closely

Pl followed by ‘traditional seaside resorts’.
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Type of destinations

Scenic coastline and o
harbours 55 /0

Traditional seaside resorts I 4 7%
Cities and large towns I 42%
Scenic countryside and villages I 4 1%
Historic and heritage towns I 39%
Wilderness and nature I 28%
Holiday village/centre I 25%
A touring holiday I 20%
Large resort hotel I 19%

Mountain adventure I 16%

B1. The images below represent different types of destinations people visit. To which, if any, of these are you
seriously considering taking a short break or holiday in the UK in the next 12 months? Total base size, n=1151.




§ ‘Scenic countryside and villages’ is less popular amongst pre-nesters compared to other life stages.
‘Wilderness and nature’ and ‘mountain adventure’ is less popular amongst the retirement age group.
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Type of destinations, by life stage

Pre-nesters @ Families  mOlder Independents ® Retirement age

10%
11% 70
299 14%
. 23%
Scenic coastline Traditional Cities and large Scenic Historicand  Wilderness and Holiday A touring holiday Large resort hotel Mountain
and harbours  seaside resorts towns countryside and heritage towns nature village/centre adventure

villages
E—"—:':'v"

B1. The images below represent different types of destinations people visit. To which, if any, of these are you seriously considering taking a short break or holiday in the UK in the next 12 months?
Charted high to low based on average. Total base size, n=1151 (Pre-nesters n=150, Families n=426, Older Independents n=311, Retirement age n=265).




1 B 2l Value for money is the most for influential factor when
choosing a domestic holiday, followed by convenience.
‘Great value for money’ is important for all social grades, but
more so for DE social grades (71% compared to 51% for
AB).
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Destination influences

AB 51%
Great value for 60(y C1 65%
money 0 cC2 60%
DE 71%
Is easy to travel to and get around 52%
Incredible scenery and landscapes 49%
High quality accommodation 39%

A destination rich in history and heritage —————— 3 8%,
Famous landmarks and visitor attractions . — s ——— 37/,
People that are very welcoming m—— 359,
Somewhere you can visit at all times of the year — ——————— 35 Y%,
Lots of activities and things to do T ———— 359,
Great places to explore off the beaten track — 319,
Places renowned for their food and drink = —— 2%,
Opportunities to explore my hobbies and interests m— 239,
An authentic cultural experience — 229,
A thriving culture and entertainment scene T 2 1%,
An environmentally friendly destination m—— 209,

B2. Below is a list of influences people have given for choosing their short break and holiday destinations. Which, if
any, are most influential when you think about choosing short breaks or holidays in the UK? Total base size, n=1151.




e R 2l Culture and food stand out as pivotal factors influencing
@% decision-making in domestic tourism, amidst a wide variety
VSl of experiences. The top activities are ‘visiting outdoor visitor

Llywaodraeth Cymru

B attractions’ and ‘trying local food and drink’.

Top experiences, 10% or higher

Visiting outdoor visitor attractions T ——————— 5/,
Trying local food and drink S ——————— /.57,
Visiting heritage sites or castles T ————— /1%,
Visiting cultural attractions - ————— 339/,
Walking, Hiking or Rambling m-—— 35,
Exploring scenic areas by car me———— 32 %,
Visit friends or family m— —————— 2O Y%,
Nature and wildlife experiences m——— ? 8%,
Visiting family attractions . G %,
Attending live music, festival or arts performances — 2 (%,
Visiting locations featured in TV, film or literature — 19,
Health or wellbeing experiences m— 199,
Speciality shopping m—— 189,
Experience the nightlife m—— 18Y%,
Seasonal celebrations m— 17 %,
Sea/Open water swimming — 16 %
Creative or artistic pursuits — n— 159,
Adventure activities — 15%
Watching or taking part in a sports event e 12%,

B3. And which, if any, of these types of experiences would you most like to do on a holiday or short break in the UK in
the next 12 months? Total base size, n=1151.




§ Older Independents and those of retirement age are more likely to favour experiences relating to
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Experiences would most like to do (top 11) — by life stage

Pre-nesters Families  mOlder Independents mRetirement age
52% 55%
56% 43%
35%
50% 49% 49% 37% 25%
49% A 42%
29%
31% 29%
Visiting outdoor  Trying local Visiting heritage Visiting cultural Walking, Hiking Exploring Visit friends or  Nature and
visitor food and drink sites or castles  attractions or Rambling scenic areas by family wildlife
attractions car experiences

B3. And which, if any, of these types of experiences would you most like to do on a holiday or short break in the UK in the next 12 months?
Total base size, n=1151 (Pre-nesters n=150, Families n=426, Older Independents n=311, Retirement age n=265).

15%
18%

outdoor and cultural/local attractions. Families are more likely to visit ‘family attractions’.

11%
1 o)
6/0
18%

Visiting family  Attending live Visiting

attractions

music, festival locations
or arts featured in TV,
performances film or literature



§ Beautiful scenery is the top consideration when booking a
short break or holiday.
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Top most important considerations

Beautiful scenery m————— 32 %,
Beautiful coastline / beaches m— 7 (%,
Good value for money when there 2 4%,
Good quality accommodation m— ———— 4%,
Good quality food m———— 22 %,
Ease of getting there m— 219,
Beautiful unspoilt countryside m— ———— 2 1%,

It has interesting towns and cities m— 2 (%,
Ease of getting around when there m— 199,
Good range of historical attractions — — 18%,

Lots of things to do in all weather —m 18,

Good range of food m— 17 %,

People are friendly and welcoming m—— 17 %,
Good value for money getting there n— 16%,
Good weather m—— 16%

Good deals on accommodation m— 1Y%
Good range of accommodation m— 159,
Ideal for families m— 159,

J3. Thinking about your typical domestic holiday and/or short break destination, please select the top 5 most important
considerations? All who take some responsibility when booking holidays, n=1115.




1 B 2l Holiday drivers UK

KEY FINDINGS

UK holidaymakers prefer Value for money leads Beautiful scenery, cultural

coastal destinations holiday choices and culinary experiences are
Scenic destinations and Affordability is the leading factor key for UK tourism
traditional beachside spots top In choosing domestic holidays, Visiting outdoor activities,

the list for UK travellers. with greater importance among'© experiencing local culture and
the social grade DE. This may food emerge as key decision-

be exacerbated by current making factors for domestic

inflationary pressures. travellers.



WALES VISITATION 2023

s



* In total, 38% took a trip to Wales in 2023. Among them, pre-
nesters and families were the most likely to have taken a
short break or holiday.
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Took a short break or holiday in Wales in 2023 (‘Yes’)

52%

45%

28%
24%

Pre-nesters Families Older Independents Retirement age

How many short breaks or holidays (average in 2023)

1.70 short breaks (1-3 nights)
1.54 holidays (4+ nights)

D1. Did you take a short break or holiday in Wales in 20237 Total base size, n=1151.
D2. How many short breaks or holidays did you take in Wales in 2023? Wales 2023 trip takers, n=438.




§ Overnight visits amongst domestic tourists to Wales remain

ﬁ% highest in the spring and summer months.
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Months taken a trip to Wales in 2022 vs. 2023

14%

13% 13%
12% 12% 12%
1% 1% 11%
10% 10%
9% 9%
7% 7% 7%

6% 6%

5% 5%
3% 3% 3%
2%I II

(bé

N
@‘bﬁ ?9 5‘\’(\ ¥ \39 (Q N
v 6‘0 Oo S )
24 < Q

m Taken a trip in 2022 m Taken a trip in 2023

D3. And in which months of the year did you visit for a short break or holiday in 2023?
Wales trip takers, n=516 (taken a trip in 2022), n=438 (taken a trip in 2023).




1 B 2l Amongst 2023 visitors, just over two thirds stated that Wales
LT3 \/as their first choice, a slight increase compared to 2022
J/’iﬂé visitors.

Llywodraeth Cymru
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Wales as a first-choice destination

68%

66%

21%
17%
10%
= I
Wales was our first choice It was a replacement for an It was a replacement for a trip
destination overseas trip elsewhere in the UK

® Taken a trip in 2022 m Taken a trip in 2023

D4. Which, if any, of these statements best apply to your trip in Wales in 2023?
Wales trip takers, n=516 (taken a trip in 2022), n=438 (taken a trip in 2023).




§ North and South West Wales (especially Eryri (Snowdonia) and Pembrokeshire) were the most
popular destination for UK holidaymakers who visited Wales in 2023. The majority favoured
short stays, with very few staying more than a week.
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Where in Wales did you stay? Number of nights stayed in Wales in 2023

59%

39%

North Wales (1)

37%

22%

Mid Wales (2)

4%
[
1-3 nights 4-7 nights 8+ nights

32% 31%

South West Wales (3)

South East Wales (4)
2% can’t recall

D6. Where in Wales did you stay overnight on this trip in 20237
D8. On this trip to/within Wales in 2023, how many nights did you stay away for? Wales 2023 trip takers, n=438.




15 2l The overwhelming majority of UK visitors to Wales in 2023
e travelled with at least one another person. 67% travelled
J/’iié with their partner, and only a small minority took the trip

Llywodraeth Cymru
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alone.

Visitor party make-up for Wales in 2023

Your partner 67%

Your children I 36%
Friend/s I 17%
Other members of your family I 11%
Your parents or your partner's parents I 9%

Dogs HH 6%

Your grandchildren Hl 5%
Colleagues W 2%
Members of an organised group B 2%

On your own / alone B 2%

D9. With whom did you spend your short break or holiday in Wales in 20237
Wales 2023 trip takers, n=438.




1 B 2l The type of destinations visited in Wales in 2023 align with
\ﬁ% destination preferences among the domestic UK holiday
J/’?fl market, with ‘traditional seaside resorts’ and ‘scenic

il coastlines and harbours’ the most popular destinations for
trips taken to Wales in 2023.

Type of destinations

Traditional seaside (1)
resorts 29 /0

Scenic coastline and harbours I 26%
Scenic countryside and villages IIIIIEIEGE 259
Holiday village/centre I 20%
Historic and heritage towns [ 19%
Cities and large towns I 16%
Wilderness and nature I 15%
Mountain adventure I 14%
A touring holiday I 13%

Large resort hotel I 11%

D5. Which of the following best describes the main type/s of destination you stayed in during this trip in Wales in
20237 Wales 2023 trip takers, n=438.




§ Generally, highly preferred types of destinations received higher proportions of visits in 2023. Cities
and large towns are preferred destinations, but they do not see a correspondingly high number of

e
e - ) . : L S
Mé visits — this suggests that there is room to increase visits to these destinations to meet demand.
35% HIGH PREFERENCE, HIGH VISITS
Scenic Scenic
30% coastlines &
countryside & I _
villages a harbiu‘rs

- - Traditional S

Holiday village o seaside resorts
/ centre Historic &

Mountain A touring
adventure

DESTINATION VISITED 2023

15% holiday ; =5
B E e 8 Cities & large
X
5 [ en;neas towns
0 , nature
10% i
Large resort
hotel
5%
0%
0% 10% 20% 30% 40% 50% 60%

DESTINATION PREFERENCE

B1. The images below represent different types of destinations people visit. To which, if any, of these are you seriously considering taking a short break or holiday in the UK in the next 12 months?
Total base size, n=1151.
D5. Which of the following best describes the main type/s of destination you stayed in during this trip in Wales in <INSERT MONTH>? Wales 2023 trip takers, n=438.
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e 2 2l Understand the characteristics of trips taken in 2023

North Wales tops destination Spring and summer are prime  Social travel key for Welsh

preference for Welsh tourism holidaymakers
Qver a third of UK residents The majority of overnight visits Two-thirds of visitors in 2023
visited Wales, with Eryri occur in these seasons, chose Wales as their primary |
(Snowdonia) and aligning with the preference for  destination, often travelling with
Pembrokeshire leading as Wales's scenic coastlines and partners or family.
preferred destinations, traditional seaside resorts.

especially for short stays.

KEY FINDINGS
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1 R 2l Around half of UK domestic holiday makers stated that they

i% intend to visit Wales in 2024, comparable to last year.
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Intending to visit Wales in 2024

m2023 m2024

24% 24%

i 22%
L 20% 2o 20%
! 179
16% 159% : .
: 12%
T I I : ] . I
Yes - already Yes - definitely Yes - probably : No - probably No - definitely Not
booked visiting, but not will visit + will not visit will not visit ~ sure/haven't
yet booked decided yet
\ Annual Average |
|

1.69 intended 2024 short breaks on average
1.44 intended 2024 holidays per year on average

F1. Are you intending to take a short break or holiday in Wales in 2024? Total base size, n=1136 (2023), n=1151 (2024).
F2. Roughly how many short breaks or holidays do you plan on taking in Wales in 2024? Wales trip intenders 2024, n=568.
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Intending to visit Wales in 2024, by life stage

% Yes 59% 64% 37%

15% 7%
° 8%

22%
26%
18%
19% 17
7%
6%
16% y 21%
0 11%
Pre-nesters Families Older Independents

35%

24%

20%

21%

Retirement age

§ Pre-nesters and families are more likely than other life stages to visit. Older independents and
retirement age are more likely to be unsure/undecided.

m Yes - already booked
B Yes - definitely visiting, but not yet booked
Yes - probably will visit
No - probably will not visit
No - definitely will not visit
Not sure/haven't decided yet

F1. Are you intending to take a short break or holiday in Wales in 20247 Total base size, n=1151 (Pre-nesters n=150, Families n=426, Older Independents n=311, Retirement age n=265).



§ There is a notable spread of potential destination types
e amongst 2024 intenders, the most popular of which is
J/’j&é coastal and harbour, mirroring 2023 visitation patterns.
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Type of destination of those intending to take a
trip in Wales in 2024

Scenic coastline and (1)
harbours 35 A)

Traditional seaside resorts I 3 1%
Scenic countryside and villages NG 23%
Historic and heritage towns [N 23%
Wilderness and nature I 19%
Mountains or hills [N 19%
Cities and large towns I 18%
Holiday village/centre I 17 %

Large resort hotel I 11%

F8. Which of the following best describes the main types of destination you are likely to stay in during your next short
break or holiday in Wales in 20247 Wales trip intenders 2024, n=568.




1 R 2l Among those intending to take a trip in Wales in 2024, food,
heritage, outdoor activities and hiking are heading up trip
intenders’ itineraries.
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Top activities (>10%) of those intending to take a trip in Wales
in 2024

Trying local food and 2%

drink
Visiting outdoor visitor attractions 31%
Visiting heritage sites or castles 30%

Walking, Hiking or Rambling m——— 209,
Exploring scenic areas by car n——- —— 5%,
Visiting cultural attractions —— ——— 2 1%,
Nature and wildlife experiences —— 219,
Visit friends or family m—— 169,
Visiting family attractions — 15%
Adventure activities m—— 14%,
Sea/Open water swimming m— 149,
Speciality shopping m—— 1 3%,
Experience the nightlife  n— 1 3%,
Health or wellbeing experiences m— 129,
Creative or artistic pursuits — m— 119,
Visiting locations featured in TV, film or literature == 109,
Attending live music, festival or arts performances = 109%

F9. Which, if any, of these activities are you likely to do on your next short break or holiday in Wales in 20247?
Wales trip intenders 2024, n=568.




1 R 2l In line with the top activity of ‘trying local food and drink’,
\Wf({) there is a strong interest in attending a ‘food and drink
VSl festival’. There is, however, a notable spread of events and

Llywodraeth Cymru

B activities that are of interest to 2024 trip intenders.

Interested in festivals/events of those intending to take a trip in
Wales in 2024

Food and drink festival I 56 %
Local produce/ arts/craft event I 52

Cultural/ literary/arts festival I 46,

Live music festival/ concert/gigs I 45
Non-competitive walking, cycling, activity event I 4 3%
Agricultural/ countryside/ garden show I 4?2 Y%
Live spectator sports e.g. rugby, football, horse racing etc I 4 1%

Comedy festival I 39%
Consumer show/ exhibition N 36%

Competitive sports events which you can participate in I 34%

F10. How, if at all, interested would you be in attending the below types of festivals or events in Wales in 20247
Wales trip intenders 2024, n=568. Percentage of those ‘very interested’ and ‘I will definitely attend/look into attending’.




1 2l Most are planning to take their short break or holiday in

y}‘.ﬁié Wales in 2024 in the summer months (June-September).

Llywodraeth Cymri
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Planned month(s) visiting Wales in 2024

26%
’ 25%
23%
21%
18%
1 (0]
12% 3%
5% 5%
Q N & N S ¢ 2 ¢
¥ N > ¥ & e 6\60 & 0@\0
v < S e
< < Q

F3. When are you planning to take a short break or holiday in Wales in 20247
Wales trip intenders 2024, n=568.




1 2l North Wales is the most popular destination for 2024 intenders, with Eryri (Snowdonia) and
Pembrokeshire as the leading destinations in Wales.
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Where in Wales do you plan to stay?

Eryri Mynyddoedd a Mor / Snowdonia Mountains & Coast S 1 89,
Pembrokeshire maEEESSSS——_—_—_—_ 8%
42% Cardiff n— ——T—— 1 G,
North Wales (1) The Isle of Anglesey ma——— 12 %,
Conwy mEEEE—— 2%
1 9% South Wales Valleys m— 1%
Mid Wales (2) Mid Wales, Bannau Brycheiniog (Brecon Beacons) m—— 1%
The Cambrian Mountains e 1%,
Carmarthenshire ———— 109,
North East Wales m——— 0%,
Swansea Bay and Neath Port Talbot = G,

Wye Valley and Vale of Usk = 6%,

31% 31%

South West Wales (3)

South East Wales (4 _
outh East Wales (4) Glamorgan Heritage Coast 5%,

5% can’t recall

F7. Which of these areas do you plan on staying overnight on your next short break or holiday in Wales in 2024?
Wales trip intenders 2024, n=568.




1 R 2l 34% expressed their intention to take a mid-week trip,

e closely followed by 33% who intend to take a long weekend
e trip.

Llywodraeth Cymru
Welsh Government

Time of week intending to take a trip in Wales in
2024

A mid-week trip (e.qg. 0
Monday to Friday) 34 /0

A long weekend (e.g. Friday to Monday) _ 33%

A trip that includes weekdays and weekend days (e.g. Monday to Sunday) - 22%

I'd have no preference . 8%

F5. Which time/s of week would you be most likely to take your next short break or holiday in Wales in 20247
Wales trip intenders 2024, n=568.




§ The popularity of midweek visits is largely driven by retirement age respondents with more than half

}?‘% intending to visit outside of busier weekend slots.

Llywodraeth Cymru
Welsh Government

Time of week intending to take a trip in Wales in 2024, by life stage

Pre-nesters = Families  mOlder Independents ®Retirement age

52%
34% % a5%  36%
29%
25% 23% 25% 239
19%
11% 13% 14%
N |
I
A mid-week trip (e.g. Monday to Friday) A long weekend (e.g. Friday to Monday) A trip that includes weekdays and weekend I'd have no preference

days (e.g. Monday to Sunday)

F5. Which time/s of week would you be most likely to take your next short break or holiday in Wales in 20247
Wales trip intenders 2024, n=568 (Pre-nesters n=88, Families n=273, Older Independents n=113, Retirement age n=93).



e B 2l Similar to 2023 Wales trip takers, 2024 Wales trip intenders
would most likely spend their next short break or holiday in
Wales with their partner.

= L
eY (ﬁ
s

Llywodraeth Cymru

Welsh Government

Visitor party make-up for Wales in 2024

Your partner 70%

Your children I 337
Friend/s I 17 %

Your parents or your partner's parents Il 8%

Other members of your family Il 8%

Dogs HIM 7%

On your own / alone 1Ml 5%
Your grandchildren Il 4%
Colleagues M 3%

Members of an organised group 0%

F6. Who, if anyone, is likely to accompany you on your next short break or holiday in Wales in 20247?
Wales trip intenders 2024, n=568.




1 B 2l Trip-takers to Wales are likely to use a range of sources to
I plan their 2024 trip. ‘Conversations with friends/family who
J/’iié have visited’ and ‘search engine’ are the most used. 22%

Llywaodraeth Cymru

Welsh Government used the Visit Wales SOCiaI media page-

Sources of information used/likely to use to plan trip to Wales in
2024

Conversations with friends/family who have visited I — — ——EEEEEEEEEEN 359,
Search engine IEEEEEEEEEEEEE——————— 3%
A friend or family member's social media activity mEE  _ —_ _———— 5%/,
Traveller review websites I 5%,
Printed travel guide books/brochures I 3%,
Visit Wales' social media pages/activity s ?? %,
Communications such as leaflets HIEEEEEE———— 2 1%,
Online travel agent . 2 (Y%,
Tourist board websites IEEE— . 17 %
Travel search engine websites I 106%
Email/s from tourist boards I 16%
Travel guide websites I . 159,
Newspapers/magazines I 3%
An app for holiday planning - 8 13%,

Email/s from elsewhere S 12Y%,

F11. Which, if any, of these information sources are you likely to or have you already used to plan your trip/s in Wales
in 20247 Wales trip intenders 2024, n=568.




KUBI *
KALLOD

= L
eY (E?T
s

Llywaodraeth Cymru
Welsh Government

most likely to be considered.

The Lake District

London

Scotland

West Country (including Devon & Cornwall)
Yorkshire

Nowhere else

The South Coast of England
Cotswolds/Central England
Northern Ireland

Republic of Ireland

Isle of Man

The Channel Islands (Jersey/Guernsey)

in the next 12 months? Wales trip intenders 2024, n=568.

A quarter of 2024 trip intenders are also considering an
overnight trip in the Lake District. London, Scotland and the
West Country are also among the domestic destinations

UK and Ireland locations considered for visiting in 2024

I 0 5%
I 02 %
I 2 1%
I 20%
I 17 %
I 15%
I 13%
I 12%
_ 11%
I 11%
I 11%

. 7%

F12. Where else, if anywhere, in the UK and Ireland are you seriously considering visiting for a holiday or short break




1 B 2l Understanding intentions to take trips to Wales in 2024

High interest continues for Food, heritage, and hiking Flexible scheduling attracts
Welsh tourism in 2024 top 2024 activities retirement age to midweek
Around:half of UK Prospective travellers are Welsh holidays
holidaymakers plan to.visit looking to engage in local A considerable number of those
Wales, with a sustained interest.. cuisine, cultural heritage, and of retirement age favour
In coastal and harbour outdoor attractions and midweek visits.
destinations. activities, with a strong

inclination towards food and
drink festivals.

KEY FINDINGS
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e 2l A higher proportion of the UK domestic holiday market have
heard Wales talked about as a place to visit ‘a little’ or ‘a lot
more’ in 2024, compared to previous years.
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Heard Wales talked about as a place to visit

2024 7% 60% L 19% 7% |

2023 16% 58% 9% 4%
2022 14% 58% 13% 4%

m A lot less A little less About the same A little more A lot more

H1. Compared to normal, how much have you heard Wales talked about as a place to visit over the last 3 months?
Total base size, n=1151 (2024).




1 R 2l 60% have seen or heard about Wales via at least one
K information source in the last few months. Word of mouth is
J/’iié the leading source, closely followed by TV advertising.

Llywodraeth Cymru

B However, pre-nesters are less likely to have heard about it
via television advertising and more likely via a content
creator or influencer and social media.

Seen or heard about holidays in Wales

None of these I 40 %
Word of mouth/ conversations with others I 19%
Television advertising I 18%
Read an article in newspaper or magazine I 12%
Promotion or content on social media I 12%
Outdoor advertisement HEEE 9%
Promotion or content on a website I 9%
Online advertising M 8%
Content creator or influencer posting about Wales Il 8%

Streaming / on demand W 7%

A printed advert, leaflet or supplement in newspaper/magazine B 7%

H2. Which, if any, of the following have you seen or heard about holidays in Wales in the last few months? 2
Total base size, n=1151. e




§ Both advertisements had a similar level of recall, with 34% having said they could recall seeing each

\’Mf{) in the last few months.
W ars

Llywodraeth Cymru
Welsh Government

34% stated they have seen the TV ADVERT 34% stated they have seen the Digital Vignette

This is Wales. - Visit Wales TV Ad 2024

H4. Do you recall seeing this film or something very similar in the last few months? Total base size, n=1151.



§ Perceptions of the advertisements were positive, with a notable majority agreeing that they paint
Wales in a positive light and that they makes Wales look very appealing for a trip.
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Perceptions of films overall

% Agree 78% 76% 70% 67% 65%

30% 26% 23% 21% 20%
Strongly agree
47% 47% 45% Tend to agree
o 50% _ .
49% Neither agree nor disagree
Tend to disagree
- 24% 26% 27% m Strongly disagree
17%
It paints Wales in a very It makes Wales look very It shows Wales in a way It will make people much It will make people more
positive light appealing for a holiday or you don't usually see more likely to consider likely to see Wales as an
short break Wales for a holiday or ‘all-year round'
short break destination

H5. Now thinking of the films we have just shown you as one whole marketing campaign, how much do you agree or disagree with the following statements? Total base size, n=1151.



§ Around two-thirds agree that the campaign makes them want to visit areas of Wales they have not
been to before and a similar proportion agreed that it makes them much more interested in taking a

trip to Wales in general.
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Perceptions of films overall

% Agree 64% 63% 57% 56% 55%

20% 19% 18% 16% 17%
39% 40% 38% Strongly agree
44% 44% Tend to agree
Neither agree nor disagree
289 30% 31% Tend to disagree
(o] (o]
25% 26% ° m Strongly disagree
8% 8% 11% 11% 10%

They make me wantto  They make me much They make me more They make me interested They make me want to
visit areas of Wales | more interested in Wales interested in visiting  in taking a longer holiday try new activities and
have not been to before  for a holiday or short Wales outside of summer in Wales experiences in Wales
break season

H7. Now thinking about the impact the campaign has had on you personally, how do these films and adverts impact your perceptions of Wales as a short break or holiday destination?
Total base size, n=1151.




15 R 2l The advertisements scored highly for communicating
incredible scenery and landscapes in Wales and for having
lots of activities and things to do.
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Descriptive statements that come out from advertisements
Incredible scenery 480/
and landscapes o
Lots of activities and things to do I 39%
Places renowned for their food and drink I 31%
Great places to explore off the beaten track I 25% : : =
A destination rich in history and heritage I 20% r -
Somewhere you can visit at all times of the year I 20%
A thriving culture and entertainment scene I 18%
Famous landmarks and visitor attractions I 15%
Great value for money I 14%

An environmentally friendly destination I 12%

High quality accommodation I 11%

H6. Which, if any, of these descriptive statements about Wales would you say come across clearly from the adverts
you have seen? Total base size, n=1151.




1 R 2l 36% reported engaging with one of the Visit Wales digital
pyss marketing channels in the last 12 months, with the website
x/(ﬁié

s\l and Facebook being the leading points of contact.

Llywodraeth Cymru

Welsh Government

m2023 m2024

| have visited the Visit Wales website [N 13%
www.visitwales.com I 4%

I'm friends with Visit Wales on Facebook/part of the I 11%
Visit Wales Facebook group I 10%

| subscribe to the Visit Wales Channel on YouTube/ I 9%
have added Visit Wales as a friend on YouTube I 9%

- I 9%
| follow Visit Wales on Instagram — R

I 10%

| have received enewsletters from Visit Wales — R

| follow Visit Wales on X (formerly known as Twitter) = 7%;%
(o]

. . 7%
| follow Visit Wales on TikTok — R

. . Bl 6%
| follow Visit Wales on Pinterest —

None of these -

H8. More generally, which of the following apply to you and Visit Wales in the last 12 months?
Total base size, n=1151.




§ Among those who are unlikely to visit or undecided about visiting Wales in 2023, 10% acknowledged
KT8 cxposure to marketing or advertising regarding Welsh tourism. Among this group, the majority agreed
J/’iié that the advertisements made Wales seem more exciting and increased their likelihood of visiting in

Llywodraeth Cymru

Welsh Government the futu re .

: : _— : 10%10% Yes
% of those unlikely or undecided about visiting Wales in 2023, have N
you seen any marketing or advertising in relation to Welsh tourism? °
79% Not sure
% Agree
It made Wales seem more exciting =~ 8% 27% 44% 18% 62%
It made me more likely to visit in the future I 11% 33% 30% 21% 51%
It changed my perceptions of Wales for the better I 11% 40% 35% 10% 45%
m Strongly disagree Tend to disagree Neither agree nor disagree Tend to agree Strongly agree

F12a/b. Have you seen any marketing or advertising in relation to Welsh tourism? How much do you agree or disagree with the following statements about the advertising that you saw in relation to
Welsh Tourism...Unlikely or undecided about visiting Wales in 2023, n=583 (and have seen advertising for Welsh tourism n=60).




1 R 2l Visit Wales marketing impact

wf (é

waodraeth Cymri
W\hG eeeeeeeee

Enhanced awareness of Social influence and media Positive advertisement
Wales as a destination drive interest in Wales receptions boost interest in
indicates effective marketing 60% of potential visitors have Welsh visits
Increasing numbers of UK encountered information about Advertisements promoting
holidaymakers are becoming  Wales through various sources, Wales are resonating well,
more familiar with Welsh with word of mouth and making the country look
tourism spots due to impactful television leading, with some appealing and encouraging
marketing strategies, with a key differences in viewers to explore previously
notable rise in awareness demographics. unvisited areas.

compared to previous years.

KEY FINDINGS
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e R 2l 42% stated they were aware of the TV docuseries “Welcome
@% to Wrexham”.

Llywaodraeth Cymru
Welsh Government

Heard or watched the TV docuseries “Welcome to Wrexham?”

54%

18%

4%
I

Don't know/not sure

Yes - | have watched Yes - | am aware of it but
some or all of the haven't watched it
docuseries

249
: i

G1. Before filling out this questionnaire, had you heard or watched the TV docuseries "Welcome to Wrexham®“?
Total base size, n=1151.




§ Of those who are aware of “Welcome to Wrexham”, a third stated they ‘talked about Wrexham or
Wales with other people’. A notable majority agreed that it made them more positive about Wales.
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“Welcome to Wrexham” influence “Welcome to Wrexham” impact perception of Wales

Talked about Wrexham or Wales with other people 9
people I 33% It's made me much more positive about Wales [l 24%

None of these | 30%
It's made me a little more positive about Wales || 28%

Searched for information about Wrexham or Wales |\ f#f @ 23»»  ---————"---—-—-------------------------------------------------—~-~-\-~-~-~-~-~-—~-~——-

Looked into taking a trip to Wales [ 19%

Supported the Wrexham football team [l 16%

Posted or shared something about Wrexham or Wales on social media [l 16% Its not impacted my perceptions at all [N 28%

Looked into taking a trip to Wrexham [JJl| 13% Don't know/not sure [} 6%

G2. Which, if any, of the following have you done as a result of hearing about or watching the TV docuseries "Welcome to Wrexham"?
G3. How if at all, has the docuseries “Welcome to Wrexham” impacted your perceptions of Wales? All who are aware of “Welcome to Wrexham”, n=482.




15 R 2l The majority of those who are aware of “Welcome to
;M’@ Wrexham” had increased interest in visiting both Wrexham

PNl and Wales.

Llywodraeth Cymru
Welsh Government

“Welcome to Wrexham” increased interest in visiting
Wrexham/Wales?

34% 34%
32% 32%

28% 28% I

Yes - a lot Yes - a little

6% 5o

No Don't know/not sure

®\Wrexham mWales

G4/5. Has the docuseries “Welcome to Wrexham” increased your interest in visiting Wrexham/Wales?
All who are aware of “Welcome to Wrexham”, n=482.




1 R 2l Welcome to Wrexham impact

KEY FINDINGS

"Welcome to Wrexham™
Docuseries boosts Welsh
visibility
A notable number of UK
holidaymakers are aware of
the TV docuseries; sparking
conversations and enhancing
the visibility of Wrexham and
Wales.

Positive perceptions of Wales Docuseries drives tourist

rise following Docuseries interest in Wrexham and
A notable portion of viewers Wales
reported a more positive The majority of those familiar
outlook on Wales after watching  with the docuseries express a
"Welcome to Wrexham," heightened interest in visiting
highlighting the impact of media \Wrexham and Wales, indicating
on tourism perceptions. the series' effectiveness in

boosting tourism interest.
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Of non-Wales trip takers, two thirds did not consider an overnight trip in Wales in 2023. Just over
half decided to go elsewhere in British Isles or Ireland, with the West Country being the most
popular destination.

Where in British Isles or Ireland?

West Country (including Devon & Cornwall) I 23%

23% of non-Wales trip takers were considering an overnight trip in The South Coast of England s 21%

Wales in 2023
Scotland HEEEE 19%

Yorkshire IR 199%

Other place mEEE 15%

v

Went somewhere else in British .
Slos of Irstand I -

London mEE 11%

Went somewhere else / somewhere
25%
else abroad - ° The Lake District mml 10%
Did not take a holiday at all - 21% Republic of Ireland = 7%
Cotswolds/Central England B 6%
Undecided - 10%
Northern Ireland H 5%

Isle of Man 1 2%

The Channel Islands (Jersey/Guernsey) 1 1%

E1. You indicated that you did not take a short break or holiday in Wales in 2023. Were you considering a trip in Wales in 2023 at any stage?
E2. Did you go somewhere else for a short break or holiday in 2023 or did you not take one at all? Non-Wales trip takers 2023, n=713.
E3. To which of the following areas of the British Isles and Ireland did you go on your short break or holiday in 2023? Went to British Isles or Ireland, n=390.



1 2l Distance and personal circumstances were the top two
}?% reasons for not visiting Wales in 2023.

Llywodraeth Cymru
Welsh Government

Reasons for not visiting Wales in 2023

Too far to travel n—  —— 10%,
Personal circumstances (e.g. work, family, etc.) -  — —— 17,
| am cutting back on the number of UK trips | am taking m--— 1%,
No particular reason . 6%
| couldn't afford a trip in Wales m—_— 14,
Weather conditions in Wales put me off - 14,
I've been before and wanted to try somewhere else m—— 139, _ ~
A special offer or package somewhere else made it more preferable — — 12 Y%, _— e = = S e _ =
| took an overseas holiday instead 12 %, _
It's difficult to travel to or around Wales e 8%,
Wales was more expensive than other destinations m— 8%,
| don't know enough about what there is to do == 89,
I've never thought of Wales as a holiday destination m— 8%,
My general health m— 8%,
Limited annual leave/ can't take time off work —— 89,
| am travelling less to reduce my impact on the environment — 79,
Other e 79,
There's not much to do in Wales mmm G9,
Wales is too busy/overcrowded ® 1%

™
N
o
N
2
14
L
<
[
AL
14
[
2]
1]
<
%
<
o
<

E4. What are the reasons that you didn't take a short break or holiday in Wales in 2023
Non-Wales trip takers 2023, n=713.




* In 2024, the primary reason for not planning to visit Wales is
@f@ also that it is too far to travel, mirroring the top rationale
vl from 2023. This was closely followed by people deciding to

Llywodraeth Cymru

Welsh Government cut back on domestic tourism in general-

Reasons for not planning to visit Wales in 2024

Too far to travel —  ——— 1 9%,
| am cutting back on the number of UK trips | am taking m--.—_——17 %,

No particular reason E——— 17 %,
| am taking an overseas holiday instead — —————— 159,
Personal circumstances (e.g. work, family, etc.) m—— ——— 14,
Weather conditions in Wales put me off m—— 12,
I've been before and want to try somewhere else m—— 129,
| can't afford a trip in Wales m— 11,
It's difficult to travel to or around Wales m— 99,
| don't know enough about what there is to do  n— %,
Other m— QY%,
A special offer or package somewhere else makes it more preferable m— 89,
There's not much to do in Wales e 389%,
I've never thought of Wales as a holiday destination = 79,
My general health —— 79,
Limited annual leave/ can't take time off work 7%,
Wales is more expensive than other destinations | am considering = 6%
I am travelling less to reduce my impact on the environment mmm 4%,
Wales is too busy/overcrowded mm 2%,
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F13. What are the reasons that you are not planning to visit Wales for a short break or holiday in 20247 —
Non-Wales trip intenders 2024, n=391. Sk &



* Among those who are not planning to visit Wales in 2024,
\ﬁ% the V-Ves? Country (24%) is the most popular UK and Ireland
2l destination.

Llywodraeth Cymru
Welsh Government

UK and Ireland locations considered for visiting in 2024

West Country (including Devon & Cornwall) I 24 %,
Scotland I 17%
Yorkshire I 17%
The South Coast of England I 16%
London NN 15%
Other place I 14%
The Lake District = 11%
Cotswolds/Central England Il 10%
Northern Ireland B 7%
Republic of Ireland HEE 7%
Nowhere else HEE 7%
The Channel Islands (Jersey/Guernsey) HE 5%

Isle of Man H 3%
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F14. Where, if anywhere, in the UK and Ireland are you seriously considering visiting for a short break or holiday in
20247 Non-Wales trip intenders 2024, n=391.




12 B 2l Reasons for not visiting Wales in 2023 or planning to visit in 2024

Distance and personal Travel proximity influences Travel distance remains a
reasons deter Wales visits in UK holiday choices barrier for 2024 Wales trips

2023 More than half of the non-Wales Continuing from 2023, the
Two-thirds of potential visitors travellers chose other primary deterrent for potential

did not consider Wales for destinations within the British visitors in 2024 is the
overnight trips, primarily due to  Isles or Ireland, with the West = considerable travel distance to
travel distance and personal Country emerging as the most Wales, compounded by a

circumstances. popular alternative. general reduction in domestic

tourism plans.

KEY FINDINGS
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welcoming and friendly.

= L
eY (E?T
s

Llywaodraeth Cymru
Welsh Government

Association with Wales

Authentic

Welcoming

Friendly

Memorable

Something | would talk to others about
Inspiring

Refreshing

Entertaining

Exciting

Surprising

Taught me something new
Quirky

Boring

Total base size, n=1151.

More than half associate Wales with being authentic,

I 54.%
I 52 %
I 51 %
I 50 %
I 4.8%
I 4.5 %
I 4.5 %
I 4.2%
I 4.2%
I 390%
I 34 %
I 0%

N 8%

I2. Please select all the holiday destinations you associate with the following words.




15 2l There are a broad range of associations with Wales. 58%
\ﬁ% agree that Wales is a place which is rich in history and
v Sl heritage, with plenty of intriguing spots to explore beyond

Llywodraeth Cymru

Welsh Government the capital city'

Statements association with Wales

Is a place where | can explore history and heritage I 58,
There are other interesting places to visit than just the capital city I 53 %
Has iconic sites to see I 57 %
| can roam around visiting many types of places I 54,
Is a welcoming place to visit I 51%
There is a good variety of food and drink to try I 50%
There are interesting local people to meet I 48%
It has surprising and unexpected experiences I 4 3%
Values diversity and cultural difference I 4 1%
Opens up my mind to see things differently I 40 %
Has a thriving arts and culture scene I 39%
Is a place with constantly changing experiences to discover I 37 %

It has experiences | can't have anywhere else I 37%

I3. Below, you will see a series of statements and destinations you might consider for taking a leisure holiday or break. RS
Please indicate which destinations you associate with the following statements. Total base size, n=1151.




e R 2l Motivation & Perceptions

eeeeeeeeeee

KEY FINDINGS

A welcoming destination
UK holidaymakers hold a generally
positive view of Wales, frequently
associating it with authenticity,
friendliness, and a welcoming
atmosphere. These perceptions
paint Wales as a genuine and
hospitable destination.

Cultural heritage

The UK domestic holiday market most
commonly associates Wales with a rich

history and abundant opportunities for
exploration. Wales is seen as an area of

historical and cultural significance,
particularly appealing to those interested in
heritage.
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