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The Vision: To increase Wirral’s visitor economy to £550m by 2025 by encouraging
more visitors to come and discover our hidden peninsula full of award winning surprises
RO1: Understanding motivations that are, or have the potential
to increase day trips, short breaks and business visits to Wirral.

Seasonal Fieldwork
Mid Term Report

RO2: Assessing perceptions - existing/potential visitors to
understand the barriers and things that influence decision
making.

Final Fieldwork Report

RO3: To evaluate brand positioning, destination offer and
marketing strategy.

Steering Group
Presentation
Next Stage

RO4: Based on primary and secondary insights, assess the
potential for growth & development.

Final Recommendation
Report

Development of Visitor Economy Strategy

Methodology
Research was undertaken on a seasonal basis (spring, summer and autumn 2016) to best capture a diverse samples across key
visiting periods. This included:

• Primary fieldwork: Face-to-face interviews amongst current visitors at tourism locations, and fieldwork amongst residents and
visitors outside Wirral and across the wider LCR to assess the potential visitor market.

• Focus Groups: Marketing, branding and promotion of Wirral’s tourism offer.
• Web Surveys: Potential visitors within a 1-hour drive time radius of Wirral to supplement face to face fieldwork.
• Stakeholder research: Depth interviews and online surveys of WVEN members.

Scope of Research & Engagement
Research Phase

Dates / Duration

Sample Size

In total, research findings have been drawn from:
Visitor Survey: Spring

28th April

–

15th

May

110

Potential Visitor Survey: Spring

28th April – 15th May

133

Visitor Survey: Summer

23rd May – 25th July

249

Potential Visitor Survey: Summer

23rd May – 25th July

250

Visitor Survey: Autumn

1st August – 18th September

159

Potential Visitor Survey: Autumn

1st August – 18th September

270

Potential Visitor Focus Groups

4-6th October

30

Non User online survey

September – October

114

Stakeholder Interviews

September 4-14th

6

Stakeholder Survey

August - September

30

WVEN Competition Entrant Survey

September - October

567

•
•
•
•
•

518 Current Visitor Surveys
653 Potential Visitor Surveys
675 Online Surveys
3 Focus Groups / 30 Participants
6 depth Interviews

Dashboard: Current Visitors Profiles

• A/B and C1 = 64% of all visitors. A large proportion are active professionals or financially stable retirees (37.9% of the overall sample are
retired and 72.8% are aged 45 or above in totality)
• ABC1s = 54% of the national population. (C1 = 27%, nationally)
• Approx. one third originate from the LCR/two thirds from within the N. West but limited penetration of Greater Manchester
• Ages 16 – 44 years = only 27.2% of the overall visitors surveyed – suggesting the product offer is not appealing or there is low
awareness.

Current Visitors: Motivations & Influences
All Visitors

•
•
•
•

Surveys identified 438 day visitors and 116 staying visitors.
Visiting friends or relatives is the main reason for staying visits = 80% staying with family.
For those on day trips, visiting an attraction was 5% higher than family and relative centred trips.
Staying visitors from within LCR are significantly fewer than day visitors from the city region = lower propensity to stay
proportionate to the proximity in which the visitor originates.

Current Visitors: Motivations & Influences
• ‘Coast and Countryside’ are strongly associated with
Wirral as a Tourist destination (91.1%), followed by
visitors agreeing the Wirral is a ‘Great base between
Liverpool and Chester’ (90%).
• 4 out of 5 visitors are mainly influenced by previous
visit experience or word of mouth.
• 1 in 10 have been influenced by the Visit Wirral website
and fewer still by promotional print and advertising.
• Media title and radio preferences indicate consumption
by older audiences with little interest in commercial
stations or local titles. This correlates with the
prevalence of those aged 45years + in the current visitor
age profiles.

Dashboard: Potential Visitor Profiles

Previous Visit

Gender

Age

• Over half are based within the North West, positioned toward the easterly parts of the region, including clusters around Greater
Manchester and Warrington
• Majority (56%) are aged 45 years +. The largest proportions are in full time work or retired. Those aged 25 to 44 years are 10%
more prevalent than in the current visitor results (31.3%)
• Despite regional origin, 68.9% claim they haven’t visited is because they did not know anything about Wirral

Potential Visitors: Motivations & Influences

• Cultural, heritage, good dining and outdoor spaces are prominent in their importance to potential visitors. This is worth noting
due to the nature of Wirral’s offer in heritage, culture and natural environment.
• Physical sports, clubbing and nightlife stand out as being of little interest to respondents, suggesting a more relaxed
experience is preferable for current visitors, possibly more suited to older groups.
• Results suggest that the marketing collateral is effective in function, form and appeal, but may be underexposed to potential
markets.

Potential Visitors - Motivations & Influences By Age

• Looking at a cross section of visitor motivations by age, physical recreation & leisure activity is popular (YP and
families aged 16 years and above)
• Conversely, we can see that more sedate, countryside or cultural based visits are more popular, the older the
group.

Potential Visitors: Motivations & Influences for
the ‘Unaware of Wirral’




68.9% of respondents are ‘Unaware of Wirral’ - there are low levels of recall and considerably high levels of interest in
destinations and events once revealed.
Word of mouth recommendation and personal experiences are key influencers for those who “know nothing”, mirroring the
larger non-visitor sample – trip advisor, social media, endorsement from travel writers & reviews in reputable press are therefore
key

Unaware of Wirral

• C1 is again the predominant grouping – mainly those in supervisory, clerical or
managerial roles. The proportions are broadly comparable with the full potential visitor
sample.
• Over half (55.9%) are based in the North West. Based on the full potential visitor
survey, and postcode analysis, we assume a significant proportion of these are
located in the Greater Manchester and Warrington areas
• 51.1% of this cohort are aged 44 years or below

Stakeholder Research Findings
Theme

Key Findings - Online Surveys

Strengths &
Weaknesses

•

Opportunities

•

Coastal location, natural environment and cultural heritage.
WVEN Membership - Value for Money:

•
•

Day visitors are most common, visiting friends and family (a main visitor motivation)
second..
Business, wedding and group consumers are least common.
Drive growth of staying visitors more than day visitors. Secondly, attract visitors
attending events.

Importance of
Websites

•
•

Digital key to generating new business, own websites taking precedent
Stakeholder see considerable benefit in visitwirral.com

Marketing

•
•

Some have existing networks, print marketing is too limited in scale.
Benefits of WVEN marketing appreciated..

Effectiveness
of Partnerships

•
•
•

32% felt the effectiveness of partnerships outside Wirral was below average
38% felt it was effective.
None felt that external partnerships outside Wirral were very effective.

WVEN
Membership &
VE Team

•
•

Two thirds say VE intelligence was useful to business planning.
Feedback denotes value held for VE team and WVEN highly..

WVEN Membership – Key Benefits:

Stakeholder Consultations Findings
Theme

Key Findings – Depth Interviews

Strengths &
Weaknesses

• Distinctiveness - natural coastal environment and diversity of the leisure, tourism and accommodation offer.
• Access and proximity to Chester, Manchester and Liverpool.

Opportunities

• Grow weddings and events market
• Accommodation - structure development around Wirral’s strengths and encourage independent / boutique / quaint
experience.

Importance of
Websites

• Reach and effectiveness of “Visit” sites, particularly Visit Wirral and the level of click-through and SEO.
• Uncertainty of the business benefit attributable to the VisitWirral website – although it was viewed as important in
representing the destination offer
• Focus on utilising their own digital estates to drive direct sales

Marketing

• Greater targeting and visibility at nearby areas and points of entry to Wirral.
• Digital - best way of reaching new markets, taking precedent over traditional print media.

Effectiveness
of Partnerships

• Good appreciation for the reciprocal benefits of partnership working.
• Greater emphasis on developing partnerships / collaborations outside Wirral – e.g. Chester, Wales and Liverpool
groups

WVEN
Membership &
VE Team

• Wirral VE team and WVEN partners contribution recognised.
• Ensure VE team is adequately resourced to ensure activities such as digital and social media marketing

Marketing & Branding – Focus Group Findings
Print Materials
• Considered effective in promoting
the peninsula and encouraging
days-out and short breaks.
• The print items all scored highly
(only two items score three out of
five).
• Branding of the Wirral – Wirral
Peninsula denotes a relaxed,
panoramic setting depicting
coastline and countryside. The
Wirral has connotations of being
a borough within a metropolitan
county with perceptions of social
and economic divide.

Marketing & Branding – Focus Group Findings
VisitWirral.com
• Stakeholder and focus group comment have both
indicated it tries to do too much.
• Branding was, again, an issue with conflicting
images/messages...Wirral Peninsula v Wirral
• Navigation issues were uncovered in certain
exercises, in particular the potential revenue generator
of ‘Booking Accommodation’
• ‘My itinerary planner’ in current form, was considered
superfluous to requirements.
• Initiate a call-to-action on the rolling banner
• Further integration of social media

Potential Barriers
Lack of awareness of visitor
Marketing – distribution and channel selection … proposition…

Preconception and misconception versus
actual experience….
Potential

It is difficult to get to
I don’t know anything about it

86.4%

Not enough to do
I once went, no interest in…
Others in my party prefer…
Proximity to an airport

Existing

Difficult / too costly to Park
Too far

4.6%

Poor reputation
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Common USPs – Wirral Peninsula’s Brand Features
• Distinctiveness = Natural Peninsula
• Diversity and variety of visitor proposition.
• Coast, country, heritage and leisure offer.
• Accessibility and proximity to other locales.
• Interest in new developments and events (Beacon Tower
to Air Show).
• A place for all seasons.

Comparison with 2011 IPSOS MORI Findings
• In 2011, 71% of visitors were making day trips. This
year we find 79% making day trips
• In 2011, 40% or respondents were first time visitors,
this year we record 17% as on their first visit
• In 2011, 73% visitors were aged 45 and above, in
2016 there is nearly an exact match (72.8%)
• In 2011, the predominant classifications were ABC1,
with AB the highest occurring. In 2016, we see that C1
classification constitute the highest group (32.4%) with
AB slightly beneath this (31.6%)

The majority of visitors still originate around
the North West region, mainly concentrated
in the Liverpool City Region.
There has been no shift in the age of visitors
and that the majority fall within ABC1
classification.
Across both surveys, we can also see that
three out of four visitors are still making day
trips.

Next Steps (RO-4)
Further to the primary research conducted, the next steps of secondary insight
and focus will centre on:
• Recommendations – taking these findings to build a clear series of evidence
based suggestions.
• Segmentation – provide a market profile for targeted marketing and market
sizing, enabling messages to be tailored to each potential or existing market
(growth and retention).
• Business/market development opportunities – profiling the existing
proposition to emerging and potential markets and provide suggestions for
further development.

