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Introduction

QA Researchispleased to introduce the National Group Travel Report 2006.
The reportisthe third in a sequence of two previousreports: ‘Group 21’ - the
National Group Travel Report 2002 / 2003 and the National Group Travel
Report 1997.

Aim
The aim of the research wasto:

Enable group marketersto increase their share of the Group Travel Organiser
(GTO) market.

The research would address;

The varying typesof Group Travel Organisations

Average size of organisationsby membership

Average group sizeson trips

Typicalage rangesof organisation membership
Frequency of group vidgtsin the last 12 months

Average group trip drive times

Average spend perperson on group trips

Value of the official groupsmarket

Preferred monthsto receive information, book tripsand undertake trips
Key featuresthat prompt decison making

Preferred activitiesfor group trips

Preferred information sourcesthat prompt decision making
How tripsare organised / booked

Internet accessand usage

Top rated group travel destinationsand travel attractions
Viewson the importance of group travel

Method

In orderto contact thisambiguoussector, QA Research included a self-
completion questionnaire in the May edition of Group Travel Organiser
Magazne.

Thismagazine competeswith two other main publicationsin the group travel
sector, namely, Group Leisure Magazine and The Pass. Both Group Leisure
and The Passwere unable to carry out the self-completion questionnaire as
an enclosure within the May issue of theirrespective titles. Therefore, there is
no market penetration orreadership information comparing the three titles.
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However, ourresearch found that almost two thirdsof Group Travel Organiser
Magazine readersalso read The Pass, a smilarproportion also read Group
Leisure Magazne.

Taking into consideration the proportion of the market that isreading a
multiple of the main group publicationswe can be confident that the
distribution of the survey through one magazine willreach a representative
core of the GTO market place.

Questionnaireswere distributed to 10,000 readersin the May edition of Group
Travel Organiser Magazine. Only bona fide group organiserswere eligible to
take part.

In total, 400 surveyswere completed and returned. Thisis statistically a large
enough sample upon which to base conclusonsand strategic decisons.

The questionnaire wasdesighed by QA Research in conjunction with the
magazne.

Some quedionsallowed fora direct comparison with the resultsfrom 2002.
If a comparison waspossble, any change wasreported on asTrend Analysis.
Where appropriate, QA hasadded ourown analyssand opinion of the

findingsthroughout the report. Thiswill often be found following the trend
analysiswith text covered in grey and titled Opinion.

Please note thatin calculating figuressuch asdistance travelled, size of
group, and average spend the mean figuresare skewed by including
extreme values. Therefore, thisreport usesalternative methodsto determine a
more representative average.

The median isan alternative to the mean and isparticularly useful where
there are extreme valuesin a set of data. It isthe mid-value in a size-ordered
set.

The mode isanother alternative to the mean and isdefined asthe most often
occurring value in a set of data.

Percentageshave been rounded to the nearest whole number. Various
guestionsalso included multiple responses. Please note that forthese reasons
the resultsmight not add up to exactly 100%. These instancesare clearly
marked in the text.
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Executive Summary

The GTO marketisworth £180 million to the UK in 2006. Thishasnot
increased since the 2002 research and showsthe market to be static.

The growing appealand accessbility of overseasvisting iscontributing to
the static nature of the domestic GTO market.

GTOsremain predominantly in the over 55sage bracket with the highest
proportion belonging to retirement clubsand travelling in groupsof 50.

Word of mouth marketing and personal experiencesare the key
influencerson decison making on trips.

Traditional formsof marketing such asarticlesin trade publicationsand
literature from destinationswere preferred overinformation being provided
online. The market isnot ready fora radical shift towardsinternet
marketing.

Visiting historic houses/ buildingswastop of a list of preferred activities/
attractionswhilst museums/ gallerieswere losing theirappeal.

GTOsare attracted by the appeal of ‘something new’ which impliesthat
group marketersneed to think creatively when developing a changing
programme of themed experiences.

Although GTOswould be happy to receive information on tripsall year
round, January wasthe preferred month.

GTOstended to travel throughout the year but May, June and September
were cited asthe most popular monthsfor taking trips.

Pointsof consderation

To increase the value and volume of the GTO market...

Say in tune with the market - build relationshipswith trade magazine
editorsto maximise on exposure through editorial coverage.

Consderoptionsfordeveloping new themesby linking with other
attractions—work closely with destination managers. Collaboration willbe
key to success.

A very satisfied GTO and coach driver willdo wondersforyour marketing —
relationshipsand quality customer service willbe key to securing new and
repeat vists.

Don’t put allyoureggsin one basket - aim to have a range of information
sourcesand avoid switching all marketing communicationsonline.

Use thisreport to help you with planning and developing ideason how to
increase your share of thisstable and lucrative market.
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Key Andings

1. Profile of GTO Market

GTOswere asked which type of group travel organisation they worked foror
acton behalf of.

1.1 Type of group travel organisation
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Base: 400. Percentageshave been rounded, so may not equal 100.

Retirement clubs (29%), special interest (14%) and social clubs (10%) were the
three most populartypesof Group Travel Organiser.
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Trend Analysis

Retirement clubsremain the highest proportional type of GTO rising from 27%
in 2002 to 29%in 2006.

The proportion of the ‘special interest’ organiserhasalmost doubled since
2002 from 8% of the market to 14%.

Opinion

Retirement clubs still remain the key type of GTO which indicatesthat the
market remainsrelatively stable in termsof profile.

1.2 Sze of Organisation

GTOswere asked to reveal the membership size of their organisation.

The mode was200 membersin their organisation.

The minimum wastwo membersand the maximum was 160,000 members.

GTOswere asked to reveal the average number of membersthat
participated in group excursons/ breaks.

The average numberof people on a group trip was50.
Trend Analysis

In 2002 the average group size on tripswasalso 50.
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Market size

To calculate the size of the market the following stepswere taken:

1.

Establish the readership volume of the three majorgroup trade
publications:

GTO Magazine, Group Leisure Magazine and The Passreadership
volume totalsat 20,000

Calculate the average number of the key publicationsthat GTOsare
reading:

GTOsread an average of 1.85 of the three majorgroup magazines

Divide the totalreadership by the average number of magaznesthat
GTOsare reading:

The sze of the GTO market in 2006 isestimated to be approximately
11,000.

Thisvolume isa 10% increase in market size since 2002.
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1.4 Age of Group Members:

Respondentswere asked to reveal the age rangesof theirmembers.

Multiple responseswere given.
The highest proportion of members (75%) were in the 65-74 age bracket.
Trend Analysis

Trendssince 2002 show that the highest proportion of the GTO market remains
in the 55+ age bracket.

The chart suggeststhat the market could be getting olderwhen looking at
the rise in percentage pointshetween 55-64sand 65-74scompared with 2002.
In 2002, there wasa 22%point difference between 45-54sand 65-74s. In 2006,
the difference between the same variablesrose to 38% points.

The overall fallin percentage pointsfrom 2002 to 2006 could suggest that
GTOsare working with more specific age groupsratherthan a fullrange.

Opinion

In the short term destinationsand attractionstargeting groupswillneed to
consider the practicalitiesof providing servicesforpeople in later stages of
their lives.

Although the market size hasdightly increased since 2002 asshown in 1.3, it
could be argued that in the longer-term a marketing strategy islikely to be
required to attract more youngermembers.
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2. Volume of trips
2.1 Volume of tripsin previous 12 months

Respondentswere asked how many UK tripsthey had taken in the last 12
months.

Taking the mode asthe fairest way to calculate the number of UKgroup visits
in the previous12 monthswe found GTOsorganised four visits.

The following chart showsthe proportion of UK visit typesby day / evening
trip, short breaks (1-3 nights) and longer breaks (4 nightst).

Proportion of UK group visits by day / evening, short and long breaks

Y |

1$0 & " * 1! *

UKday/ evening tripsmake up the vast majority (78%) of typesof tripsthat
GTOsundertook in the UK during the last 12 months.

When breaking down the proportion of evening and day tripswe found that
evening tripsaccounted for 24% and day viststhe majority at 54% of trips.

Trend Analysis

In 2006 the findingsshow a growth in the percentage of evening and day trips
being undertaken by GTOswith a 16% point increase on 2002.

There wasa dlight (2% point) dip in the percentage of UK short breaksbeing
taken and rather a steep fallin the proportion of longer breaksfrom 21%in
2002 to only 7% of tripsin 2006.
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Analysing the findingsof tripsundertaken overseaspresentssome indications
asto why the UKhasseen such a reduction in GTOs preference towards
domestic long breaks.

When asked about overseastrips, usng the mode asthe fairest calculation,
we found that overall GTOshad enjoyed at least one overseastrip in the last
12 months.

The following chart showsthe proportionsof overseasvist typesby day /
evening trip, short breaksand longer breaks.

Proportion of overseas group visitsby day / evening, short and long breaks

[ = ]

The chart showsthat a majority (57%) of the GTO market’soverseastrips
tended to be long breaks.

Trend Analysis

In 2002 the study focused solely on UK trips.

Indicationsfrom GTO magazne suggested that theirreaderswere
increasingly more likely to undertake overseastripsthan they were fouryears

ago.

The 2006 findingscould indicate that snce 2002 much of the UKlonger breaks
have beenreplaced by a trip abroad.
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Opinion

The UK GTO market hasgrown strongerin the form of day vistsand evening
tripsbutislosng out on longer breaksdue to the growing appeal of overseas
experiences.

It could be argued that the attractionsindustry could benefit from a growth in
day vistsand evening trips. Perhapsthe hotel sectoristhe most affected by
the decline in UK longer breaks.

Destination managerstargeting groupsmay need to think about strategies
that maximise the use of their attractionsforday / evening offers.

Foraccommodation providersthe findingssuggest that the competition is

increasingly fierce and that quality will be key to holding on to market share
forshort and particularly long breaks.

2.2 Travel time

When asked forthe average amount of time (in hours) their group was
prepared to travelin one direction in the UK, the mode average was2.5 hours
forday vidgtsand 5 hoursforlonger visits.

Trend Analysis

The question wasasked in termsof mileage in 2002 so no real direct
comparison can be made.

However, it isworth noting that GTOswere prepared to travelan average of
117 milesfor UKday vistsand 248 milesfor overnight breaks.

Opinion

It could be suggested that GTOsare prepared to travel a little further than
they were in 2002.
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3. Value of the domestic GTO Market

3.1 Average spend by type of trip

Respondentswere asked to reveal the average spend perperson on UK
group vigts.

The table below showsthe average spend perperson on a UKgroup vist for
evening and day tripsaswellasshort and longer breaks.

Type of UK trip Average spend per person
Evening trip £28
Day visit £25
Short break £168
Long break £347

It isinteresting to note that average spend on evening tripsisslightly higher
than that on day vists. Thiscould be associated with the relatively high cost of
theatre tickets.

Trend Analysis
When calculating the average overall daily spend, which takesall typesof

tripsinto consderation, we estimate that groupsare spending £48 on
average. Thisfigure issightly down on 2002 when the average was £50.
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3.2 Overall value of the UK GTO market

The stepstaken to calculate the value of the groupsmarket asrepresented
by GTOshasincluded:

1. Establishing the number of vistsorganised in the last 12 months
2. Apportioning the proportion of group visitsto evening trips, day visits,
short and longer breaks

3. Calculating the numberof active group vist daysper group

4. Establishing the size of groupson trips

5. Establishing overall daily spend considering all typesof tripsin the

calculation

6. Calculating group daily spend

7. Calculating group annual spend

8. Estimating the size of the GTO market to be 11,000

9. Calculating the annual value of the GTO market

Satistic 2002 2006

Number of vistsper group 4 visits 4 visits
Active group vist days 7.2days 7 days
Sze of group 50 members 50 members
Daily spend pergroup member £50 £48
Group daily spend £2,500 £2,400
Group annual spend £18,000 £16,800
Group market size 10,000 11,000
Annual value of UK GTO market £180m £180m

Ascan be seen by the table the value of the UK GTO market hasremained
static since 2002.

When looking at the average spend figuresit would appearthat the market is
spending dightly less, but due to a 10%increase in market size the overall
market value remainsthe same.

Opinion

The findingscould indicate that the appeal of overseaslong breakshave
stifled the growth in value of the UK market.

Should the frequency of overseastripsincrease overthe yearsit could be
suggested that the value of the UK GTO market willgradually decline.

If the UK tourism industry iscommitted to maintaining market share of the
groupsmarket, destinationsand attractionswillneed to work hard to provide
realreasonsto stay at home —particularly for short and long stay breaks.
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4. Information Sources

Group Travel Organiserswere asked to rate on a scale of 1to 5 (with 1 being
notimportant at alland 5 being very important) the importance of various
information sourcesin helping to decide upon a group visit.

4.1 Importantinformation sourceswhen deciding on group visits

Mean averagesout of 5

Word of mouth wasranked asthe most important source of information in
2006 (4.28), followed by personal experience (4.22).

The least appealing of allinformation sourceswere online group travel
information sites (2.8) and webstesin general (2.3).
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Trend Analysis

Word of mouth hasreplaced previousexperience asthe leading most
influential source of information when deciding on group trips.

Opinion

The findingssuggest that quality customer service isever more critical to
achieving new aswell asrepeat vistsfrom GTOs.

Whilst postive word of mouth amongst different GTOswill help to influence
decisons, marketersare urged not to forget the influence of the coach driver.

Coach driverscan be critical to the outcome of a group travel experience
and often talk to fellow coach driversen route at service stations.

If the driver hashad a bad experience he / she islikely to make sure that the
people on theircoach know about it aswellasmentioning it to fellow drivers.

A number of destinationshave provided coach driverswith kitswhich can
include:

Free packed lunches
Free entry to attractions
Parking / drop off guides
And a warm welcome
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4.2 Attendance at travel shows

GTOswere asked which travel show they had attended in the last 12 months.
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Multiple responseswere given so the percentagesexceed 100%.

The most frequented show attended by GTOswasExcursonsat Alexander
Palace (32%).

Trend Analysis

In 2002 the Regional DaysOut Fairtopped the list with 45%, followed by the
International Group Leisure & Travel Show (37%) and the British Travel Trade
Fair (33%).

The Excursonstravel show increased by 6% pointson 2002 from 26%to 32%in
2006.

Opinion

The chart showsno clearleaderin termsof travel shows. It doesindicate
though that a core of the GTO market isvisting multiple travel shows
throughout the year.

Thishaspostive implicationsfor exhibitorsaiming to build awarenessand
identity with the market. However, it doessuggest that in orderto reach the
wider market, destinationsand attractionswill need to utilise a broad mix of
marketing methods.
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4.3 Key monthsforinformation, booking and travelling

GTOswere asked when they preferred to receive information, when they
were most likely to book tripsand when they tended to take most trips.
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Multiple responseswere given.

Whilst the highest proportion of GTOs (24%) were happy to receive
information all yearround, a smilar percentage singled out January (23%).

Bookingswill take place throughout the year forjust over a fifth of GTOswhilst
February (25%), March (25%) and April (26%) were key months. May (56%),
June (55%) and September (50%) are the most common monthsfor taking
trips.

Trend Analysis

In 2002, May, June and Septemberwere also the key monthsfor taking trips.
Opinion

Destinationsand attractionsdeveloping offersfor groupsmay consider
planning up to 6 monthsahead of the new calendaryear.

However, should offersinvolve developing packageslinking with other
attractions, marketersshould consider the time it takesto forge new
partnershipsand agree themesand itineraries. Thiscould extend the planning
period to around 12 monthsdepending on the level of co-operation amongst
those involved.

Attractionsare advised to work with their Destination Management
Organisation to help co-ordinate any partnership designed to develop group
themes.
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5. Important Services or Features

GTOswere asked to rate on a scale of 1to 5 (with 1 being not important and
5very important) the importance of variousservicesand features.

5.1 Importance of servicesand featuresto groups

Mean averagesout of 5

The sufficient provision of toiletsand rest facilitiesat group visit venueswasfelt
to be the most important feature forgroup travel organisers (4.61). Thiswas
followed by a good quality coach operation (4.42).

Being able to buy an inclusive package (3.14) and the provison of a tour
guide (2.98) were the least important services/ featuresof group trips.

Opinion

GTOsthink in termsof those factorsthat will affect the experience of their
members. The importance of toilet facilitiescould reflect the profile of the
market but revealsthe importance of feeling comfortable on tripsbefore the
actualreason forvigting hasbeen taken into consderation. Thisindicatesthat
providersof group experiencesneed to ensure that the basic aspectsof
group tripsare up to scratch before developing new offersorthemes.

Readersshould take care not to view factorslowerdown the chart as
unimportant. The findingslateron in thisreport suggest that GTOsare often
looking for ‘something new’ which can be promoted creatively through the
development of themesand packages.
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0. Activities/ Attractions

GTOswere asked to what extent their group wasinterested in undertaking
variousactivitiesor in visting different attractionswhen going on a group visit.

6.1 Appeal of various activities and attractions

s s _
h

% $ $#

(5 $# !
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The most appealing type of attraction / activity was‘historic houses/
buildings with 68% of GTOs.
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Trend Analysis

In 2002, historic houses/ buildingswere also referred to asthe most appealing
type of group visit.

The 2006 resultsshow a 10 percentage point decrease in the appeal of visting
towns/ cities.

The resultsalso reveal the declining popularity of museums/ gallerieswhich
show a seven percentage point decrease since 2002.

The 2006 findingsdo show a growth in the appeal of outdoor related activities
/ attractionssuch asparksand gardens60% (up by 4% pointscompared to
2002), countryside/ outdoor/ beauty spots59% (up by 16% points), riverboat
tripy sea tripy cruises56% (up by 31% points) or seaside resorts45% (up by 5%
points).

Opinion

In our 1997 groupsresearch towns/ citieswere the most preferred type of
activity. Factorsthat could have influenced theirdeclining appeal may range
from challengesassociated with coach parking / drop off pointsto fear of
terrorist attacks. Reductionsin destinations marketing budgetscould also
have contributed to a decline in the volume orappeal of town / city visits.

The 2006 findingssuggest that GTOsare looking forexperiencesthat are
unlikely to be purely city based but provide relaxing and stimulating
experiences.

Destinationsand attractionscould view the findingsastriggersfor
collaboration and providing whole experiencesthat might combine two or
more of the activitieslissed above —perhapswith a historic house or building
at the centre of the reason for visting.

The phenomenal growth of the river boat trips sea trips cruisescould wellbe
prompted by the increasing popularity of the cruise ship experience since
2002.
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6.2. Repeatversusnew visits

GTOswere asked fortheir preference to visit new attractionsorold favourites.
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Nearly two thirds (65%) of all GTOsalwayslike to try new venues, attractionsor
destinations.

Only a quarter (25%) would alwaysrevist old favouritesafter a yearortwo.
Trend Analysis

In 2002 just overtwo thirdsof GTOs (67%) preferred to visit an area of the
country that they had not visted previoudly.

In 2002, 19% said they would visit the same destination every year which could
be compared to 25% who revist old favouritesaftera year ortwo in 2006.
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Opinion

With the majority of the GTO market alwayslooking for something new, this
posesa challenge for destinationsand attractions.

The findingssuggest that group marketerswill continuously have to seek new
busnessopportunitieswith limited reassurance of repeat vists.

The key isto differentiate. Whilst you cannot alwaysbuild or develop
something new, destinationsand attractionscan create the perception or
offer of something new.

GTOsare being offered more and more choice at home and overseas. Whilst
the resultshave shown a low level of preference towardspackagesor pre-
planned itinerariesthe findingsdo indicate that group travel providersneed
to think creatively about developing new offersand potentially working
togetherto provide whole experiences—perhapsin the way of themes.
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7. Booking Preference

GTOswere asked how they organised group travel trips.

7.1 Waysoforganising Group Travel trips
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GTOsshowed a strong preference forindividuality. More than half (54%)
stated that they would alwaysorganise individual elementspersonally based
on theirown research. Thiswasfollowed by one third (33%) of all GTOswho
would organise individual elementspersonally using suggested itineraries.

‘Other responsesincluded ‘the internet’, ‘specialised providers such as‘the
theatre’, ‘listen to members suggestions or ‘through a tour operator'.

Trend Analysis

Although the questionsasked are not directly comparable, in 2002 GTOs
showed a preference forbooking individual elementsof a trip rather than
buying an inclusive package.

Opinion

Whilst offering something new in the way of a new attraction orthemed
experience group providerscould benefit by having more than one offer
running at one time.
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8. Internet Usage

Respondentswere asked to reveal where they were able to accessthe
internet.

8.1 Internet access

Base: 378. Multiple Responseswere given.

The majority of GTOshad internet accesseitherat home (64%) or at work
(22%).

Just overa quarterof GTOs (27%) had no internet accessat all.

Trend Analysis

Thisquestion wasintroduced in the 2006 questionnaire. Thusa direct
comparison with the 2002 resultswasnot possble. However, in 2002 just over

half of respondents (53%) revealed that they used the internet for some
aspect of theirgroup travel planning.
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8.2 Internet connection

Those who had internet accessrevealed the type of connection that they
used.

L K] oo # #

Base: 224 at home, 65 at work. Multiple responseswere given.

Of those who had accessto the internet at home, the majority (59% or 132)
had broadband connectionsalthough a large proportion were €ill usng dial
up (41%or 92).

In comparison, out of those who stated they had internet accessat work
almogt all (86% or 56) referred to a broadband connection ascompared to
only 14%or nine GTOswith dial up.

Trend Analysis

Questionsregarding internet connectionswere not asked in 2002.
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8.3 Usefulness of the internet

GTOswere asked to rate the usefulnessof the internet for variousfunctions.
They were asked to use a rating scale of 1to 4 with 1 being no use atalland 4
being very useful.
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Mean averagesout of 4

The key function of internet use wasto ‘find information on placesto visit /
thingsto do’ with a mean average of 3.38 out of 4.

Trend Analysis

In 2002 ‘finding information on placesto vist’ wasalso top of the list but with a
lower mean score of 2.98. Thisdemonstratesthat the internet’spopularity for
thisfunction hasincreased in the last 4 years.

The pattern for other functionsin 2002 wasbroadly smilar with booking
accommodation or show ticketsbeing low down the order. However, in terms
of usefulness, booking appearsto have increased in 2006. Ratingsfor booking
accommodation were at 1.92 in 2002 and now show a rating of 2.28.
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Opinion

Booking online appearsto be dightly higherthan 2002 and suggeststhat
confidence in thisfunction isgrowing, albeit owly.

Overall the findingssuggest that forthose using the internet itsusefulnessas
part of the search fortripsand booking hasgrown although it should not be
seen asthe main factorin influencing decisonsasfindingsearlierin the report
reveal.

The findingsindicate that the internet isa key part of the marketing mix and
arguably willbe more likely to influence younger group organisersmore used
to the technology and trendsof the digitalage.
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9. Top Destinations and Attractions

GTOswere asked to name the single UKtown / city or area that they rated as
theirtop group travel destination.

9.1 Top group travel destinations

Due to the range of single towns, citiesor coastal resortsmentioned we have
grouped the resultsinto regionswith London included separately.

The highest proportion (24%) of Group Travel Organiserscited London astheir
top UKgroup destination. Thiswasfollowed by Yorkshire & Humber (17%) and
South West England (14%).
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When looking at the individual placesmentioned the second most frequent
response after London wasYork with 8% or 30 GTOsciting thisastheirtop UK
destination.

Trend Analysis

In 2002 London wasalso cited asthe most popular UK group travel
destination.

9.2 Top UKgroup travel attractions
GTOswere asked to rate theirtop UK attraction. They provided more than 200

responses, which we have separated into specific named attractionsand
more general attractions.
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Base 106 responses

GTOsgave a long and varied list of favourite attractions. The London Eye was
cited asthe UK'stop attraction by the highest proportion of GTOs (25%).
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Thiswasfollowed by The Eden Project (14%), Beamish (13%), Blackpool (13%)
and Alton Towers (11%).

VariousGTOscame up with a list of otheranswers. They have been

summarised in the chart below and highlight the range of responsesto this
guestion.

Base 118 responses
Trend Analysis

Questionson specific attractionswere not asked in 2002

Opinion

The sheernumber of favourite attractionspointsto the diversity in the market.
It isinteresting to note that the highest scoring attractionscontradict GTOs

viewstowardspreferred attractions/ activities, cited ashistoric houses/
buildingsearlierin the report.
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However, the resultshere do reflect the findingsthat indicate GTOsare mostly
looking for ‘something new’ and want to ensure theirmembers experiences
are enjoyable aswellascomfortable, safe and secure.

S0, why the London Eye?
It offers...

- A 10%discount to groupsof over 15

- Fast track entrance so no gueuing

- A smple and stressfree experience

-Agroup of 50can allride at once slit into two capsuleson the wheel
-Acup oftea can be had immediately afterin the cafe

- Toiletsare easly accessble

- An evolving range of offersprovide different experiencesand new reasons
to visit
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10. FRuture of the GTO Market

GTOswere asked a seriesof questionsdesigned asstatementsto reflect the
future of group travel.

10.1 The future of group travel

L T T mo ! o 4! o" 184l

The statement that most GTOsstrongly agreed to wasthat group travel allows
people to go on tripsthey would not go on individually (73%).

More than six out of ten GTOs (62%) agreed strongly that they were always
looking fornew ideasand placesfortheir group to visit.

The market ismore divided overviewson the internet with 53% saying they
agreed orstrongly agreed that the internet wasbecoming more important in
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theirsearch forgroup travel information. A total of 47% held an opposte view
and said that they either strongly disagreed or disagreed with thisstatement.

A large majority of GTOs (81%) agreed or strongly agreed that overseasgroup
travel willincrease in popularity.

Nearly nine in every ten GTOs (84%) disagreed or strongly disagreed that
group travelwasdeclining in popularity.

Trend Analysis

These statementswere not tested in 2002.

Opinion

The resultsof thisquestion reveal some interesting points:

GTOsindicate that by travelling in a group they are more likely to venture into
experiencesthey may neverhave consdered alone. Marketerscould think
creatively about using thisprinciple to promote why an experience would suit
a group asopposed to travelling independently.

The strong appeal of ‘something new’ isre-iterated here and providesfurther
evidence that destinationsand attractionsneed to continuoudy think
creatively about offering changing programmesand reasonsto visi.

The strong appeal of overseasvisting iseven more apparent here and could
be seen asa warning sign to the UK tourism industry.

The market appearsto be polarised on itsview of the importance of the
internet in organising group vists. However, asthe yearsmove on and
younger GTOsmove in to the retirement stage we can assume that the
internet willgrow in itslevel of appeal and usage.

Whilgt air travelisbecoming cheaperand more foreign destinations
accessble, the coach stilappearsto be the preferred option even for trips
abroad. UK destinationsand attractionscould consder offering group ‘stop
off’ experienceswhilst coachesmake theirway to an overseasdestination.
Thiscould be particularly appealing forcoach loadstravelling from more
central ornorthern partsof the UK.
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11. QA Research

QA Research hasa dedicated tourism team that providesdestinations,
attractionsand othertourism bodieswith research that enablesthem to:

Gain market share

Test new productsorrefine existing ones

Increase customer satisfaction levels

Attract non-vistors

Srengthen funding bids

Target hard to reach groups

Measure the effectivenessof marketing campaigns
Develop orrefine brand identities

Understand perceptionsand awarenessof theirproducts
Produce sustainable tourism policiesand plans

Ourtourism team undertakesresearch with visitors, non-vistorsand
stakeholdersthat allowsdestinationsand attractionsto make informed
decisions.

Ourresearchersall have tourism industry experience which meansthey are
able to add meaningful interpretation to any statistic orin-depth opinion.

Ourcore research servicesinclude:

Online surveys
Face-to-face surveying
In-depth interviews
Slf-completion surveys
Telephone research
Focusgroups
Workshops
Deskresearch

QA Research isan affiiate member of the Tourism Management Ingtitute.
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12. QA client list

A selection of QA Research clientsinclude:

Derbyshire County Counclil

Chesterfield Borough Councll

Cheshire and Warrington Tourism Partnership
North York Moors

Northumberland County Council

Castle Howard

Beamish

Yorkshire Tourist Board

Sunderland City Councll

Salford City Council

North Pennines AONB Tourism Partnership
Hadrian’s Wall Tourism Partnership
English Heritage

National Trust

Alnwick Castle & Gardens

North York Moors National Park Authority
Royal Armouries

National Railway Museum

National Museum of Photography, Alm & Television
National Sud

Courtauld Institute of Art Gallery

The Hermitage Rooms

The Brit Oval

Lancashire County Cricket Club
Wimbledon Lawn TennisMuseum

Gorton Monastery

North West Farm Tourism Initiative

British Association of Conference Destinations
Yorkshire Tourist Board

Alnwick District Council

Marketing Manchester

Lancashire Tourism Partnership

Cumbria Tourist Board

One North East

The Tourism Management Institute
Yorkshire Forward

Hop Farm Country Park

Yorkshire Dales National Park

If you would like further information about QA Research please contact
Richard Bryan, Managing Director on 01904 632039 or email
richard.bryan@aresearch.co.uk
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QA Research
Brackenhill
S George’'sPlace
York
YO24 1DT

Tel: 01904 632039
Fax: 01904 610070
E-mail: info@garesearch.co.uk
www.garesearch.co.uk




