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Photo eggs in basket

Don’t put all your eggs in one 

basket – too great a risk



Boston Matrix approach
• Many tourism businesses only have ‘CASH COWS’

• That’s great and understandable – but you also need 

‘STARS’ (ie high growth / higher market share)

• International visitors can help bring this

• Be careful not to have ‘DOGS (ie low growth, low 

market share, and potentially involve more cost than 

income)



Regional performance – Serviced Room Occupancy (thanks Tourism South West Research Co)

It should be noted that the figures provided represent the occupancy rates for those responding to this survey and the results are not 
weighted to represent regional and county accommodation stocks.



Regional performance – Self Catering Unit Occupancy

It should be noted that the figures provided represent the occupancy rates for those responding to this survey and the results are not 
weighted to represent regional and county accommodation stocks.



Spend more as stay longer

• Av int trip £472 vs £285 UK visitors to SW

• Trip length is 7 days vs UK visitors 4.31





Headline trends 2014 

34.4 m visits 



International visitors to SW
2014 Top UK towns for staying visitors Bristol 8th (446,000), Bath 17th 

(236,000), Bournemouth 25th and Plymouth 28th



International visitors to SW



International business visitors



International holiday visitors



International VFR



International purpose of visit



Purpose growth



Barriers for travel outside London



Driving in the UK

• Driving on wrong side

• Gear sticks

• Roads too narrow – single track

• Pick up car at airport then hand it back 

when get to SW?

• Opportunity for chauffeur tours?



Top five markets for holiday visits 

by international tourists to SW

2012 – grey is average region



Exchange Rates

• 1.4 to 1.25 Euros to Pound

• Euro now buys 80p – was 70p

• Opportunity but … probably not main 

motivator



What are SW businesses 

doing?



Which countries are SW businesses targeting?



Demography of target markets
• Families with pre-school children (N Europe)

– Not tied to school holidays

– Not hassle of airports / long journeys

– Climate – not too hot

• Families

– Overseas school hols not the same as ours

• Family and Friends (inc visiting students)

• Empty Nesters

– Can come when they want, longer stay, want to 

explore / learn



What do they want to do?

• Walk / great outdoors / coastpath / moors

• Heritage – hear ‘people stories’

• Visit family and do things with them (inc 

students)

• Cycling – inc hills

• Follow film / literary theme

– Pilcher, Poldark, Lorna Doone, Hardy, Agatha 

Christie, French Lieutenant’s Woman, Doc 

Martin etc



Not to mention … link with transport



Dogs – huge market / great opportunity
- Need to be genuinely ‘welcoming’ not just ‘accepting’



Who is doing what?

• Random!

• Little coordination

• Many doing nothing

• Some attracting overseas visitors 

without planning or knowing it

• Some linking with destination activity

• Or doing complete opposite! (ie being 

different)



Who doing what?

• Many ‘fallen into some international 

marketing’

• ‘They came to me’

• Marketing spend from 0 to 10% (a few 

more than this)

• Destination coordination (esp with Travel 

trade)



What are they doing?



Partnerships

• Linking with other businesses eg Airlines  

• Work with partners eg VisitBritain, VisitBath, VisitBristol

• PR agencies set up fam trips 

• Networking events

• VisitBritain events & sales missions 

• Journalists I have met 

• Affiliate sites

• Work through OTAs and intermediaries. 



Advertise

• Interhome and House Trip 

• BA Highlife mag

• Advertise in brochures eg China holidays 

• Alan Rogers guide 

• Ads in specialist magazines (eg Dutch 
cycling) a waste of money. 



Exhibitions (and Trade)

• ILTM Asia

• ITB

• Vakantiebeurs

• IN PARTNERSHIP with others / 

destinations etc



Groups / Trade

• Not just about 55 seater coaches

• Growth in smaller group business, eg

– 7 seater MPVs

– Minibuses

– Independent travel

• Access not just via shows etc – some Internet / Social / 

direct contact

– Eg worth looking at members of AITO for tour operators running 

smaller special interest holidays



Digital/social

• Attract bloggers

• Blogs

• Vlogs 

• Social media eg 

– Weibo (china)

– Webchat (overtaken email).  

– Photo sites

– Zoover

– Twitter
• NB – not just to broadcast but to engage in ‘conversation’

• Many businesses now reacting to Tweets within seconds

– Facebook 



Website

• Adwords key – be clever and link to theme / 

activity

– You prob can’t afford ‘Devon Holiday’

• Other search engines 

– (ie not just Google – eg Baidu, Yandex, Bing)

• Foreign versions of search engines (eg

Google.de)

• Imagery and Video important motivators – and 

largely cover language barriers



Translate or not translate?

• Having pages in different languages best, BUT

– Raises expectation your staff will speak that 
language and know cultural differences.

– ARE YOU READY?

• If not, often better to rely on Google Translate 
(widget very low cost)

• OTAs automatically translate … but 
commission/loss of control

• For emails etc always use native speaker to 
write appropriate copy (not just translate 
English)

• Ditto translated text on Facebook etc



PR

• PR eg VB part of Great China Welcome

• PR using specialist agency 



Direct E-Mail

• Targeted seasonal eblasts to agents 

• E-blasts with a different message targeting 
different markets.  

• Newsletters to travel trade 

• Targeted emails by native translators – Dutch 
and German – works well and not expensive 



Other

• Camping cheques and the ACSI card

• Film and TV broadcast worldwide

• Via Blue Badge guides – link with cruise 

• Prize competitions with different markets



What about OTAs & 

Intermediaries?
• Translations into >30 languages, huge reach

• BUT high commissions / loss of control

• HomeAway.co.uk, Holidaylettings.co.uk  

• AirBNB – many tourism businesses using

• Mr & Mrs Smith

• Protect yourself! (eg trademark, maintain control, 
etc)



ONLINE BOOKING 

IMPORTANT
• Time difference when they are browsing / 

booking

• Translation

• Habit / loyalty (they may be used to specific 
OTA)

• Easy to use / 3 clicks (is yours as easy?)

• Payment options

• Link to reviews

• NOT JUST ACCOMMODATION!



AND TRIPADVISOR

• Respond to all reviews

• Translated versions (eg Tripadvisor.de)

• Biggest growth is 

– Places to eat 

– Activities / Things to do

• Average review score is 4.1 ex 5 (ie positive)



Changes made



CHANGES TO YOUR BUSINESS

• Remove Alcohol (if attracting key markets)

• Menus / food options – meet diff needs

• Bike racks

• Tourism Info – you may be the provider – need 
to know your area well

• Proper coffee – not instant! (historic!)

• Decent showers – Power for US visitors

• Fridge (silent) in room on request

• Lettuce driers? (universal in France)

• Large king size zip beds (esp for US)



Training

• Language

• Culture (eg Welcome courses ..)

• Social media

• UKTI workshops and joining the Passport 
to Export Scheme 

• China Britain Business Council workshops

• Attend Conferences 



What have you learnt?

• Can’t do them all – be selective

• Group market long lead time

• Be reactive and act on feedback

• Give it a try …

• Need to try harder!! 

• Work with other tourism businesses / DMO 



Top tips

• Focus on market that suits your product

• 20% of visitors undertake learning activities 

• Sort transport

• Make friends with relevant partners

• Translate - probably

• Stay longer – give them something to do

• Iconic imagery in promotion

• Film and film locations, authors

• Be responsive and online

• Create ‘Stars’



So what now?





www.visitbritain.org/visitbritain-

opportunities



• https://www.visitbritain.org/sign-our-news



Phone/workshops/seminars FREE


