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Introduc tion 
 

QA Researc h is p leased to introduc e the Na tiona l Group  Travel Report 2006. 
The report is the third  in a  sequenc e of two p revious reports: ‘ Group  21’  - the 
Na tiona l Group Travel Report 2002 /  2003 and  the Na tiona l Group  Travel 
Report 1997. 
 
Aim 
 

The a im of the researc h was to: 
 
Enab le group  marketers to inc rease their share of the Group  Travel Organiser 
(GTO) market. 
 
The resea rc h would  address: 
 

�  The va rying types of Group  Travel Organisa tions 
�  Average size of organisa tions by membership  
�  Average group  sizes on trips 
�  Typ ic a l age ranges of organisa tion membership  
�  Frequenc y of group  visits in the last 12 months 
�  Average group  trip  d rive times 
�  Average spend  per person on group  trips 
�  Va lue of the offic ia l g roups market 
�  Preferred  months to rec eive information, book trips and  undertake trips 
�  Key fea tures tha t p rompt dec ision making 
�  Preferred  ac tivities for group trips 
�  Preferred  information sourc es tha t promp t dec ision making 
�  How trips a re organised  /  booked  
�  Internet ac c ess and  usage 
�  Top  ra ted  group  travel destina tions and travel a ttrac tions 
�  Views on the importanc e of group  travel 
 

 
Method 
 

In order to c ontac t this amb iguous sec tor, QA Researc h inc luded  a  self-
c omp letion questionna ire in the May ed ition of Group  Travel Organiser 
Magazine. 
 
This magazine c ompetes with two other ma in pub lic a tions in the group  travel 
sec tor, namely, Group  Leisure Magazine and  The Pass. Both Group  Leisure 
and  The Pass were unab le to c a rry out the self-c omp letion questionna ire as 
an enc losure within the May issue of their respec tive titles. Therefore, there is 
no market penetra tion or readership  information c omparing the three titles.  
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However, our researc h found  tha t a lmost two thirds of Group  Travel Organiser 
Magazine readers a lso read  The Pass, a  simila r p roportion a lso read  Group 
Leisure Magazine.  
 
Taking into c onsidera tion the p roportion of the market tha t is read ing a  
multip le of the main group pub lic a tions we c an be c onfident tha t the 
d istribution of the survey through one magazine will reac h a  rep resenta tive 
c ore of the GTO market p lac e. 
 

Questionna ires were d istributed  to 10,000 readers in the May ed ition of Group  
Travel Organiser Magazine.  Only bona  fide group organisers were elig ib le to  
take part. 
 
In tota l, 400 surveys were c omp leted and  returned. This is sta tistic a lly a  la rge 
enough samp le upon whic h to base c onc lusions and  stra teg ic  dec isions. 
 
The questionna ire was designed  by QA Researc h in c onjunc tion with the 
magazine.  
 
Some questions a llowed  for a  d irec t c omparison with the results from 2002.  
 
If a  c omparison was possib le, any c hange was reported  on as Trend Analysis.  
 
Where appropria te, QA has added  our own ana lysis and  op inion of the 
find ings throughout the report. This will o ften be found  fo llowing the trend  
ana lysis with text c overed  in grey and  titled  Opinion. 
  
 

 
Please note tha t in c a lc ula ting  figures suc h as d istanc e travelled , size of 
group , and  average spend  the mean figures a re skewed by inc lud ing 
extreme va lues. Therefore, this report uses a lterna tive methods to determine a  
more rep resenta tive average. 
 

The median is an a lterna tive to the mean and is partic ula rly useful where 
there are extreme va lues in a  set of da ta . It is the mid-va lue in a  size-ordered  
set. 
 

The mode is another a lterna tive to the mean and  is defined  as the most often 
oc c urring va lue in a  set of da ta .  
  
 

Perc entages have been rounded  to the nearest whole number. Various 
questions a lso inc luded  multip le responses. Please note tha t for these reasons 
the results might not add  up  to  exac tly 100%. These instanc es a re c lea rly 
marked  in the text.�
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Exec utive Summary 
 

�  The GTO market is worth £180 million to the UK in 2006. This has not 
inc reased  sinc e the 2002 researc h and  shows the market to be sta tic . 

 

�  The growing appea l and ac c essib ility of overseas visiting  is c ontributing to 
the sta tic  na ture of the domestic  GTO market. 

 

�  GTOs rema in predominantly in the over 55s age b rac ket with the highest 
p roportion belonging to retirement c lubs and  travelling  in groups of 50. 

 

�  Word  of mouth marketing and  persona l experienc es a re the key 
influenc ers on dec ision making on trips. 

 

�  Trad itiona l forms of marketing suc h as a rtic les in trade pub lic a tions and  
litera ture from destina tions were p referred  over information being p rovided  
online. The market is not ready for a  rad ic a l shift towards internet 
marketing. 

 

�  Visiting  historic  houses /  build ings was top  of a  list of p referred  ac tivities /  
a ttrac tions whilst museums /  ga lleries were losing their appeal.  

 

�  GTOs are a ttrac ted  by the appea l of ‘ something new’  whic h imp lies tha t 
group  marketers need  to think c rea tively when develop ing a  c hanging 
p rogramme of themed experienc es. 

 

�  Although GTOs would  be happy to rec eive information on trips a ll year 
round , January was the p referred  month. 

 

�  GTOs tended  to travel throughout the year but May, June and  Sep tember 
were c ited  as the most popula r months for taking trips. 

 
Points of c onsidera tion 
 

To inc rease the value and volume of the GTO market… 
 

�  Stay in tune with the market - build  rela tionships w ith trade magazine 
ed itors to maximise on exposure through ed itoria l c overage. 

 

�  Consider op tions for develop ing new themes by linking with o ther 
a ttrac tions – work c losely with destina tion managers. Collabora tion will be 
key to suc c ess.  

 

�  A very sa tisfied  GTO and  c oac h d river will do wonders for your marketing – 
rela tionships and  qua lity c ustomer servic e will be key to sec uring new and 
repea t visits. 

 

�  Don’ t put a ll your eggs in one basket - a im to have a  range of information 
sourc es and  avoid  switc hing a ll marketing c ommunic a tions online. 

 

�  Use this report to help  you with p lanning and  develop ing ideas on how to 
inc rease your share of this stab le and  luc ra tive market. 
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Key Findings 
 
1. Profile of GTO Market 
 
GTOs were asked  whic h type of group  travel organisa tion they worked  for or 
ac t on beha lf of.  
 
1.1 Type of group travel organisation 
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Base: 400. Perc entages have been rounded , so may not equa l 100. 

 
Retirement c lubs (29%), spec ia l interest (14%) and  soc ia l c lubs (10%) were the 
three most popula r types of Group  Travel Organiser.  
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Trend Analysis 
 
Retirement c lubs rema in the highest p roportiona l type of GTO rising from 27% 
in 2002 to 29% in 2006. 
 
The p roportion of the ‘ spec ia l interest’  organiser has a lmost doub led  sinc e 
2002 from 8% of the market to 14%. 
 
Opinion 
 
Retirement c lubs still rema in the key type of GTO whic h ind ic ates tha t the 
market rema ins rela tive ly stab le in terms of p rofile.   
 
 
 
1.2 Size of Organisation 
 
GTOs were asked  to revea l the membership  size of their organisa tion. 
 
The mode was 200 members in their organisa tion. 
 
The minimum was two members and  the maximum was 160,000 members. 
 
GTOs were asked  to revea l the average number of members tha t 
pa rtic ipa ted  in group  exc ursions /  b reaks. 
 
The average number o f peop le on a  group  trip  was 50. 
 
Trend Analysis 
 
In 2002 the average group  size on trips was a lso 50.  
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1.3 Market size 
 
To c a lc ula te the size of the market the fo llowing steps were taken: 
 
1. Estab lish the readership  volume of the three ma jor group  trade 

pub lic a tions:  
 
GTO Magazine, Group  Leisure Magazine and  The Pass readership  
volume tota ls a t 20,000 

 
2. Ca lc ula te the average number of the key pub lic a tions tha t GTOs a re 

read ing :   
 

GTOs read  an average of 1.85 of the three major group  magazines 
 
3.  Divide the tota l readership  by the average number of magazines tha t 

GTOs a re read ing: 
 

The size of the GTO market in 2006 is estima ted  to be approximately 
11,000. 

 
This volume is a  10% inc rease in market size sinc e 2002. 
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1.4 Age of Group Members: 
 
Respondents were asked  to revea l the age ranges of their members. 
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Multip le responses were g iven. 

 
The highest p roportion of members (75%) were in the 65-74 age brac ket. 
  
Trend Analysis 
 
Trends sinc e 2002 show tha t the highest p roportion of the GTO market rema ins 
in the 55+ age b rac ket.  
 
The c hart suggests that the market c ould  be getting  o lder when looking a t 
the rise in perc entage points between 55-64s and  65-74s c ompared  with 2002. 
In 2002, there was a  22% point d ifferenc e between 45-54s and  65-74s. In 2006, 
the d ifferenc e between the same variab les rose to 38% points. 
 
The overa ll fa ll in perc entage points from 2002 to 2006 c ould  suggest tha t 
GTOs a re working with more spec ific  age groups ra ther than a  full range.  
 
Opinion  
 

In the short term destina tions and  a ttrac tions ta rgeting groups will need  to 
c onsider the p rac tic a lities of p rovid ing servic es for peop le in la ter stages of 
their lives.  
 

Although the market size has slightly inc reased  sinc e 2002 as shown in 1.3, it 
c ould  be a rgued  tha t in the longer-term a  marketing stra tegy is likely to be 
required  to a ttrac t more younger members. 
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2.   Volume of trips 
 
2.1 Volume of trips in previous 12 months  
 
Respondents were asked  how many UK trips they had  taken in the last 12 
months. 
 
Taking the mode as the fa irest way to c a lc ula te the number of UK group visits 
in the p revious 12 months we found  GTOs organised  four visits.  
 
The fo llowing c hart shows the p roportion of UK visit types by day /  evening 
trip , short b reaks (1-3 nights) and  longer b reaks (4 nights+). 
 
Proportion of UK group visits by day /  evening, short and long breaks 
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UK day /  evening trips make up  the vast ma jority (78%) of types of trips tha t 
GTOs undertook in the UK during the last 12 months. 
 
When b reaking down the p roportion of evening and  day trips we found  tha t 
evening trips ac c ounted  for 24% and  day visits the ma jority a t 54% of trips. 
 
Trend Analysis 
 
In 2006 the find ings show a  growth in the perc entage of evening and  day trips 
being undertaken by GTOs with a  16% point inc rease on 2002. 
 
There was a  slight (2% point) d ip  in the perc entage of UK short b reaks being 
taken and  ra ther a  steep  fa ll in the p roportion of longer b reaks from 21% in 
2002 to only 7% of trips in 2006. 
 



The Na tional Group Travel Report, August 2006, Page 11 

 

Ana lysing the find ings of trips undertaken overseas p resents some ind ic a tions 
as to why the UK has seen suc h a  reduc tion in GTOs’  p referenc e towards 
domestic  long b reaks. 
 
When asked  about overseas trips, using the mode as the fa irest c a lc ula tion, 
we found  tha t overa ll GTOs had  enjoyed  a t least one overseas trip  in the last 
12 months. 
 
The fo llowing c hart shows the p roportions of overseas visit types by day /  
evening trip , short b reaks and  longer b reaks. 
 
Proportion of overseas group visits by day /  evening, short and long breaks 
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The c hart shows tha t a  ma jority (57%) of the GTO market’ s overseas trips 
tended  to be long b reaks. 
 
Trend Analysis 
 
In 2002 the study foc used  solely on UK trips. 
 
Ind ic a tions from GTO magazine suggested  tha t their readers were 
inc reasing ly more likely to undertake overseas trips than they were four years 
ago. 
 
The 2006 find ings c ould  ind ic ate tha t sinc e 2002 muc h of the UK longer b reaks 
have been rep lac ed  by a  trip  ab road .
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Opinion 
 
The UK GTO market has grown stronger in the form of day visits and  evening 
trips but is losing out on longer b reaks due to the growing appea l o f overseas 
experienc es. 
 
It c ould  be a rgued  tha t the a ttrac tions industry c ould  benefit from a  growth in 
day visits and evening trips. Perhaps the hotel sec tor is the most a ffec ted  by 
the dec line in UK longer b reaks. 
 
Destina tion managers ta rgeting groups may need  to think about stra teg ies 
tha t maximise the use of their a ttrac tions for day /  evening offers.  
 
For ac c ommodation providers the find ings suggest tha t the c ompetition is 
inc reasing ly fierc e and  tha t qua lity will be key to hold ing on to market share 
for short and  partic ula rly long b reaks. 
 
 
 
2.2 Travel time 
 
When asked  for the average amount of time (in hours) their g roup  was 
p repared  to travel in one d irec tion in the UK, the mode average was 2.5 hours 
for day visits and  5 hours for longer visits. 
 
Trend Analysis 
 
The question was asked  in terms of mileage in 2002 so no rea l d irec t 
c omparison c an be made.  
 
However, it is worth noting tha t GTOs were p repared  to travel an average of 
117 miles for UK day visits and  248 miles for overnight b reaks. 
 
Opinion 
 
It c ould  be suggested  tha t GTOs a re p repared  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  
 
Respondents were asked  to revea l the average spend  per person on UK 
group  visits. 
 
The tab le below shows the average spend  per person on a  UK group  visit fo r 
evening and  day trips as well as short and  longer b reaks. 
 

Type of UK trip  Average spend per person 
  

Evening trip  £28 
Day visit £25 

Short b reak £168 
Long b reak £347 

  
 

 
It is interesting to note tha t average spend  on evening trips is slightly higher 
than tha t on day visits. This c ould  be assoc ia ted with the rela tively high c ost of 
thea tre tic kets. 
 
Trend Analysis 
 
When c a lc ula ting  the average overa ll da ily spend , whic h takes a ll types of 
trips into  c onsidera tion, we estima te tha t groups a re spend ing £48 on 
average. This figure is slightly down on 2002 when the average was £50.  
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3.2 Overall va lue of the UK GTO market 
 
The steps taken to c a lc ula te the va lue of the groups market as represented  
by GTOs has inc luded : 
 

1.  Estab lishing the number of visits organised  in the last 12 months 
2.  Apportioning the proportion of group  visits to evening trips, day visits, 

short and  longer b reaks 
3.  Ca lc ula ting  the number of ac tive group  visit days per group  
4. Estab lishing the size of groups on trips 
5.  Estab lishing overa ll da ily spend  c onsidering a ll types of trips in the 

c a lc ula tion 
6.  Ca lc ula ting  group  da ily spend  
7.  Ca lc ula ting  group  annua l spend  
8.  Estima ting the size of the GTO market to be 11,000 
9.  Ca lc ula ting  the annual va lue of the GTO market 
 

Statistic  2002 2006 
Number of visits per group   4 visits 4 visits 
Ac tive group  visit days 7.2 days 7 days 
Size o f group 50 members 50 members 
Da ily spend  per group  member £50 £48 
Group  da ily spend  £2,500 £2,400 
Group  annua l spend  £18,000 £16,800 
Group  market size 10,000 11,000 
Annual value of UK GTO market £180m £180m 

 
As c an be seen by the tab le the va lue of the UK GTO market has rema ined  
sta tic  sinc e 2002. 
 
When looking a t the average spend  figures it would  appear tha t the market is 
spend ing slightly less, but due to a  10% inc rease in market size the overa ll 
market va lue rema ins the same. 
 
Opinion 
 
The find ings c ould  ind ic a te tha t the appea l of overseas long b reaks have 
stifled  the growth in va lue of the UK market. 
 
Should  the frequenc y of overseas trips inc rease over the years it c ould  be 
suggested  tha t the va lue of the UK GTO market will g radua lly dec line. 
 
If the UK tourism industry is c ommitted  to ma inta ining market share of the 
groups market, destina tions and  a ttrac tions will need  to work hard  to p rovide 
rea l reasons to stay a t home – partic ula rly for short and  long stay b reaks. 
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4. Information Sourc es 
 
Group  Travel Organisers were asked  to ra te on a  sc a le of 1 to 5 (with 1 being 
not important a t a ll and  5 being very important) the importanc e of va rious 
information sourc es in help ing to dec ide upon a  group  visit. 
 
4.1 Important information sourc es when dec id ing on group visits 

� 2� �

� 2� �

� 2� �

� 2� �

� 2� �

� 2
 	

� 2� �

� 2
 


� 2
 	

� 2�

� 2


� 2
 �

� 2� �

� 2� �

� 2� �

� 2�

� 2� 	

� 2� 	

� 2
 


� 2� 	

� 2� �

� 2� 


 � � � �

) � � � �� � �

 � ��� � �! � � � � �� � � � � ���� � � �  � � �� � �� �� � �

3� �  � � �� � � ����� � � � � � � � �� � �  �#� � #� �� � � � � � � � �

4� � � � � �� ! �� � � � � �� � � 5 �6�� 7� �� �� �� � �

3� �  � � �� � � ����� � � � � � � � �� � �  �� ##�   � � � � �� �
� � � � �� � � �

� � �� � � �� � � � �� � � �� &�� � � � �� � � �� � �

8� � #� � � � � �� � �  �� � � � �� � � � � � � � � �$�5 � � �� � � �� � �

4� � � � � � ��� �! � � � � �� � � � � �� � ! � 9�� � �

3� �  � � �� � � ����� � � � � � � � �� � �  �� � � � � #� �� � � �$
� � � � � �

4� � �#�� � ��� �! � � � � �� � � � � �� � ! � 9�� � �

3� �  � � �� � � ����� � � � � � � � �� � �  �� � � � �� � � �� � �

3� � � � � � ��� 7� � � �� � #� �$�� � � � �� � � �� �� ��

) � � � �� � � � � � � �$�� � #�   � � � � � �� �

� � � �

� � � �

 
Mean averages out of 5 

 
Word  of mouth was ranked  as the most important sourc e of information in 
2006 (4.28), fo llowed  by persona l experienc e (4.22). 
 
The least appea ling of a ll information sourc es were online group  travel 
information sites (2.8) and  websites in genera l (2.3). 
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Trend Analysis 
 
Word  of mouth has rep lac ed  p revious experienc e as the lead ing most 
influentia l sourc e of information when dec id ing on group  trips. 
 
Opinion 
 
The find ings suggest tha t qua lity c ustomer servic e is ever more c ritic a l to 
ac hieving new as well as repea t visits from GTOs. 
 
Whilst positive word  of mouth amongst d ifferent GTOs will help  to influenc e 
dec isions, marketers a re urged  not to forget the influenc e of the c oac h d river. 
 
Coac h d rivers c an be c ritic a l to the outc ome of a  group  travel experienc e 
and  often ta lk to fellow c oac h d rivers en route a t servic e sta tions. 
 
If the d river has had  a  bad  experienc e he /  she is likely to make sure tha t the 
peop le on their c oac h know about it as well as mentioning it to  fellow d rivers. 
 
A number of destina tions have p rovided  c oac h d rivers with kits whic h c an 
inc lude: 
 

�  Free pac ked  lunc hes 
�  Free entry to a ttrac tions 
�  Parking /  d rop  off guides 
�  And  a  warm welc ome 
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4.2 Attendanc e at travel shows 
 
GTOs were asked whic h travel show they had  a ttended  in the last 12 months. 
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Multip le  resp onses were given so the p ercentages exc eed  100%. 

 
The most frequented  show attended  by GTOs was Exc ursions a t Alexander 
Pa lac e (32%). 
 
Trend Analysis 
 
In 2002 the Regiona l Days Out Fa ir topped  the list with 45%, fo llowed  by the 
Interna tiona l Group  Leisure & Travel Show (37%) and  the British Travel Trade 
Fa ir (33%). 
 
The Exc ursions travel show inc reased  by 6% points on 2002 from 26% to 32% in 
2006. 
 
Opinion 
 
The c hart shows no c lea r leader in terms of travel shows. It does ind ic a te 
though tha t a  c ore of the GTO market is visiting  multip le travel shows 
throughout the year.   
 
This has positive imp lic a tions for exhib itors a iming to build  awareness and  
identity w ith the market. However, it does suggest tha t in order to reac h the 
wider market, destina tions and  a ttrac tions will need  to utilise a  broad  mix of 
marketing methods. 
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4.3 Key months for information, booking and travelling 
 
GTOs were asked  when they p referred  to rec eive information, when they 
were most likely to book trips and  when they tended  to take most trips. 
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Multip le  resp onses were given. 
 

Whilst the highest p roportion of GTOs (24%) were happy to rec eive 
information a ll year round , a  simila r perc entage sing led  out January (23%). 
 

Bookings will take p lac e throughout the year for just over a  fifth of GTOs whilst 
February (25%), Marc h (25%) and April (26%) were key months. May (56%), 
June (55%) and  Sep tember (50%) a re the most c ommon months for taking 
trips. 
 

Trend Analysis 
 

In 2002, May, June and Sep tember were a lso the key months for taking trips. 
 

Opinion 
 

Destina tions and  a ttrac tions develop ing offers for groups may c onsider 
p lanning up to 6 months ahead of the new c a lendar year.  
 

However, should  offers involve develop ing pac kages linking with other 
a ttrac tions, marketers should  c onsider the time it takes to forge new 
partnerships and  agree themes and  itinera ries. This c ould  extend  the p lanning 
period to a round  12 months depend ing on the level of c o-opera tion amongst 
those involved . 
 

Attrac tions a re advised  to work with their Destina tion Management 
Organisa tion to help  c o-ord ina te any partnership  designed  to develop  group  
themes. 



The Na tional Group Travel Report, August 2006, Page 19 

 

5. Important Servic es or Features 
 

GTOs were asked  to ra te on a  sc a le of 1 to 5 (with 1 being not important and  
5 very important) the importanc e of va rious servic es and fea tures. 
 

5.1 Importanc e of servic es and features to groups 
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Mean averages out of 5 
 

The suffic ient p rovision of to ilets and  rest fac ilities a t group  visit venues was felt 
to  be the most important fea ture for group  travel organisers (4.61). This was 
fo llowed  by a  good  qua lity c oac h opera tion (4.42). 
 

Being ab le to buy an inc lusive pac kage (3.14) and  the p rovision of a  tour 
guide (2.98) were the least important servic es /  fea tures of group  trips. 
 

Opinion 
 

GTOs think in terms of those fac tors tha t w ill a ffec t the experienc e of their 
members. The importanc e of to ilet fac ilities c ould  reflec t the p rofile of the 
market but revea ls the importanc e of feeling  c omfortab le on trips before the 
ac tua l reason for visiting  has been taken into c onsidera tion. This ind ic a tes tha t 
p roviders of group experienc es need  to ensure tha t the basic  aspec ts of 
group  trips a re up  to sc ra tc h before develop ing new offers or themes. 
 

Readers should  take c a re not to view fac tors lower down the c hart as 
unimportant. The find ings la ter on in this report suggest tha t GTOs a re often 
looking for ‘ something new’  whic h c an be p romoted  c rea tively through the 
development of themes and  pac kages.  



The Na tional Group Travel Report, August 2006, Page 20 

 

6. Ac tivities /  Attrac tions 
 
GTOs were asked  to wha t extent their g roup  was interested  in undertaking 
va rious ac tivities or in visiting  d ifferent a ttrac tions when going on a  group  visit. 
 
6.1 Appeal of various ac tivities and attrac tions 
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Varying  Base. Multip le resp onses 

 
The most appea ling type of a ttrac tion /  ac tivity was ‘historic  houses /  
build ings’  with 68% of GTOs. 
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Trend Analysis 
 
In 2002, historic  houses /  build ings were a lso referred  to as the most appea ling 
type of group  visit.  
 
The 2006 results show a  10 perc entage point dec rease in the appea l of visiting  
towns /  c ities.   
 
The results a lso revea l the dec lining popula rity of museums /  ga lleries whic h 
show a  seven perc entage point dec rease sinc e 2002. 
 
The 2006 find ings do show a  growth in the appea l of outdoor rela ted  ac tivities 
/  a ttrac tions suc h as parks and  ga rdens 60% (up  by 4% points c ompared  to 
2002), c ountryside/  outdoor/  beauty spots 59% (up  by 16% points), riverboa t 
trips/  sea trips/  c ruises 56% (up  by 31% points) or seaside resorts 45% (up  by 5% 
points). 
 
Opinion 
 
In our 1997 groups researc h towns /  c ities were the most p referred  type of 
ac tivity. Fac tors tha t c ould  have influenc ed  their dec lining appea l may range 
from c ha llenges assoc ia ted  with c oac h parking /  d rop  off points to fea r of 
terrorist a ttac ks. Reduc tions in destina tions’  marketing budgets c ould  a lso 
have c ontributed  to a  dec line in the volume or appea l of town /  c ity visits. 
 
The 2006 find ings suggest tha t GTOs a re looking for experienc es tha t a re 
unlikely to be purely c ity based but p rovide relaxing and  stimula ting  
experienc es.  
 
Destina tions and  a ttrac tions c ould  view the find ings as triggers for 
c ollabora tion and  p rovid ing whole experienc es tha t might c ombine two or 
more of the ac tivities listed  above – perhaps with a  historic  house or build ing 
a t the c entre of the reason for visiting .  
 
The phenomena l growth of the river boa t trips/  sea  trips/  c ruises c ould  well be 
p rompted  by the inc reasing popularity of the c ruise ship  experienc e sinc e 
2002. 
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6.2. Repeat versus new visits 
 
GTOs were asked  for their p referenc e to visit new a ttrac tions or o ld  favourites.  
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Nearly two thirds (65%) of a ll GTOs a lways like to try new venues, a ttrac tions or 
destina tions. 
 
Only a  quarter (25%) would  a lways revisit o ld  favourites a fter a  year or two. 
 
Trend Analysis 
 
In 2002 just over two thirds of GTOs (67%) p referred  to visit an a rea  of the 
c ountry tha t they had  not visited  p reviously.  
 
In 2002, 19% sa id  they would  visit the same destina tion every year whic h c ould  
be c ompared  to 25% who revisit o ld  favourites a fter a  year or two in 2006. 
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Opinion 
 
With the ma jority of the GTO market a lways looking for something new, this 
poses a  c ha llenge for destina tions and  a ttrac tions. 
 
The find ings suggest tha t group  marketers will c ontinuously have to seek new 
business opportunities with limited  reassuranc e of repea t visits. 
 
The key is to d ifferentia te. Whilst you c annot a lways build  or develop 
something new, destina tions and  a ttrac tions c an c rea te the perc ep tion or 
o ffer of something new. 
 
GTOs a re being o ffered  more and  more c hoic e a t home and  overseas. Whilst 
the results have shown a  low level of p referenc e towards pac kages or p re-
p lanned  itinera ries the find ings do ind ic a te tha t group  travel p roviders need  
to  think c rea tively about develop ing new offers and  potentia lly working 
together to p rovide whole experienc es – perhaps in the way of themes.  
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7. Booking Preferenc e 
 
GTOs were asked  how they organised g roup  travel trips. 
 

7.1  Ways of organising Group Travel trips 
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GTOs showed a  strong p referenc e for ind ividua lity. More than ha lf (54%) 
sta ted  tha t they would  a lways organise ind ividua l elements persona lly based  
on their own researc h. This was fo llowed  by one third  (33%) of a ll GTOs who 
would  organise ind ividua l elements persona lly using suggested  itinera ries. 
 

‘Other’  responses inc luded ‘ the internet’ , ‘ spec ia lised  p roviders’  suc h as ‘ the 
thea tre’ , ‘ listen to members’  suggestions’  or ‘ through a  tour opera tor’ . 
 
Trend Analysis 
 

Although the questions asked  a re not d irec tly c omparab le, in 2002 GTOs 
showed a  p referenc e for booking ind ividua l elements of a  trip  ra ther than 
buying an inc lusive pac kage.  
�
Opinion 
 

Whilst offering something new in the way of a  new a ttrac tion or themed 
experienc e group  p roviders c ould  benefit by having more than one offer 
running a t one time.  
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8. Internet Usage 
 
Respondents were asked  to revea l where they were ab le to ac c ess the 
internet. 
 
8.1 Internet ac c ess 
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Base: 378. Multip le Responses were given. 

 
The ma jority of GTOs had  internet ac c ess either a t home (64%) or a t work 
(22%). 
 
Just over a  quarter of GTOs (27%) had  no internet ac c ess a t a ll. 
 
Trend Analysis 
 
This question was introduc ed  in the 2006 questionna ire. Thus a  d irec t 
c omparison with the 2002 results was not possib le. However, in 2002 just over 
ha lf of respondents (53%) revea led  tha t they used  the internet for some 
aspec t of their g roup  travel p lanning . 
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8.2 Internet c onnec tion 
 
Those who had  internet ac c ess revea led  the type of c onnec tion tha t they 
used . 

	 � �


 � �

� � �

� � �

<� � � � � � � �� � �' �  � <� � � � � � � �� � �) � � *

8� � � � � � � � 0�� ��� � �#� � � � #� �� �

 
Base: 224 a t home, 65 a t work. Multip le responses were g iven. 

 
Of those who had  ac c ess to the internet a t home, the ma jority (59% or 132) 
had  b roadband  c onnec tions a lthough a  la rge p roportion were still using d ia l 
up  (41% or 92).  
 
In c omparison, out of those who sta ted  they had  internet ac c ess a t work 
a lmost a ll (86% or 56) referred  to a  b roadband  c onnec tion as c ompared  to 
only 14% or nine GTOs with d ia l up . 
 
Trend Analysis  
 
Questions regard ing internet c onnec tions were not asked  in 2002. 
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8.3 Usefulness of the internet 
 
GTOs were asked  to ra te the usefulness of the internet for va rious func tions. 
They were asked  to use a  ra ting  sc a le of 1 to 4 with 1 being no use a t a ll and  4 
being very useful. 

� 2
 �

� 2� �

� 2� �

� 2� 


� 2� �

� 2� 


� 2� 


� 2� �

� 2
 �

� 2� �

�

� 2� 


" � � �#� �� � � �#� � #� �� � � � � � � � �

" � � �#� �� � � �! � � � � �� � � � �� � � � � � � � �

; �� � ��� � � � �� � �  �� � � � � �! � � � � �� � ! � � �� � � �

; �� � ��� � � � �� � �  �� � � � ��� � �

8� � *�� �#*� � � �� � � �� � � 5 � �� � ��� � �� � �� ! �#� � � ��
#� � �

8� � *�� ##�   � � � � �� � �� � / ��� � �� � �� ! �#� � � ��
#� � �

%� � � �� � � �#�� � �� � �! � � ��� � � � �� � � �� �� #� � �� � �� �� ��

, �  � � � � �� �� � � �� �&�� � �� � ��� � &�� � � � �� � � �� � �

" � � �#� �� � � �� ##�   � � � � �� �

 � � � � �� �! � � � � �� �� �� �� � � � �� � � �� � �! � �� � �$
� � � #� � � �

%� � � �� � � �#�� � �� � �� �� #� � �&� � -� � �� � #�� � � �� �
� �� ��

; �� � ��� � � �  � � �� � �� � �� �� #� � �� � �� �� �� �$�� � �� ! � �� �
� �

 
Mean averages out of 4 
 

The key func tion of internet use was to ‘ find  information on p lac es to visit /  
things to do’  with a  mean average of 3.38 out of 4.  
 

Trend Analysis 
 

In 2002 ‘ find ing information on p lac es to visit’  was a lso top  of the list but with a  
lower mean sc ore of 2.98. This demonstra tes tha t the internet’ s popula rity for 
this func tion has inc reased in the last 4 years. 
 
The pa ttern for other func tions in 2002 was b road ly simila r w ith booking 
ac c ommodation or show tic kets being low down the order. However, in terms 
o f usefulness, booking appears to have inc reased  in 2006. Ra tings for booking 
ac c ommodation were a t 1.92 in 2002 and  now show a  ra ting  of 2.28. 
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Opinion 
 
Booking online appears to be slightly higher than 2002 and  suggests tha t 
c onfidenc e in this func tion is growing, a lbeit slowly. 
  
Overa ll the find ings suggest tha t for those using the internet its usefulness as 
part of the searc h for trips and  booking has grown a lthough it should  not be 
seen as the ma in fac tor in influenc ing dec isions as find ings ea rlier in the report 
revea l. 
 
The find ings ind ic a te tha t the internet is a  key part of the marketing mix and  
a rguab ly will be more likely to influenc e younger group  organisers more used  
to  the tec hno logy and  trends of the d ig ita l age. 
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9. Top Destinations and Attrac tions 
 
GTOs were asked  to name the sing le UK town /  c ity or a rea  tha t they ra ted  as 
their top  group  travel destina tion. 
 
9.1 Top group travel destinations 
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Due to the range of sing le towns, c ities or c oasta l resorts mentioned we have 
grouped  the results into reg ions with London inc luded  separa tely. 
 
The highest p roportion (24%) of Group Travel Organisers c ited  London as their 
top  UK group  destina tion. This was fo llowed  by Yorkshire & Humber (17%) and  
South West Eng land  (14%). 
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When looking a t the ind ividua l p lac es mentioned  the sec ond  most frequent 
response a fter London was York with 8% or 30 GTOs c iting  this as their top  UK 
destina tion. 
 
 
Trend Analysis 
 
In 2002 London was a lso  c ited  as the most popula r UK group  travel 
destina tion.  
 
9.2 Top UK group travel attrac tions 
 
GTOs were asked  to ra te their top  UK a ttrac tion. They p rovided  more than 200 
responses, whic h we have separa ted  into spec ific  named a ttrac tions and  
more genera l a ttrac tions. 
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Base 106 responses 

 
GTOs gave a  long and  va ried  list of favourite a ttrac tions. The London Eye was 
c ited  as the UK’s top  a ttrac tion by the highest p roportion of GTOs (25%). 
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This was fo llowed  by The Eden Projec t (14%), Beamish (13%), Blac kpool (13%) 
and  Alton Towers (11%). 
 
Various GTOs c ame up  with a  list of other answers.  They have been 
summarised  in the c hart below and  highlight the range of responses to this 
question. 
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Base 118 responses 

 
Trend Analysis  
 
Questions on spec ific  a ttrac tions were not asked  in 2002 
 
Opinion 
 
The sheer number of favourite a ttrac tions points to  the d iversity in the market.  
 
It is interesting to note tha t the highest sc oring a ttrac tions c ontrad ic t GTOs 
views towards p referred  a ttrac tions /  ac tivities, c ited  as historic  houses /  
build ings earlier in the report. 
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However, the results here do reflec t the find ings that ind ic a te GTOs a re mostly 
looking for ‘ something new’  and  want to ensure their members’  experienc es 
a re enjoyab le as well as c omfortab le, sa fe and  sec ure. 
 
So, why the London Eye? 
 
It offers… 
 
- A 10% d isc ount to g roups of over 15 
- Fast trac k entranc e so no queuing 
- A simp le and  stress free experienc e 
- A group  of 50 c an a ll ride a t onc e sp lit into two c apsules on the wheel 
- A c up  o f tea  c an be had  immed ia tely a fter in the c a fe 
- Toilets a re easily ac c essib le  
- An evolving range of offers p rovide d ifferent experienc es and  new reasons    
to  visit 
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10. Future of the GTO Market 
 
GTOs were asked  a  series of questions designed  as sta tements to reflec t the 
future of group  travel. 
 
10.1 The future of group travel 
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The sta tement tha t most GTOs strong ly agreed  to was tha t group  travel a llows 
peop le to go on trips they would  not go on ind ividua lly (73%).   
 
More than six out of ten GTOs (62%) agreed  strong ly tha t they were a lways 
looking for new ideas and  p lac es for their g roup  to visit.  
 
The market is more d ivided  over views on the internet with 53% saying they 
agreed  or strong ly agreed  tha t the internet was bec oming more important in 
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their searc h for group  travel information. A tota l of 47% held  an opposite view 
and  sa id  tha t they either strong ly d isagreed  or d isagreed  with this sta tement. 
 
A la rge ma jority of GTOs (81%) agreed  or strong ly agreed tha t overseas group 
travel will inc rease in popula rity.  
 
Nearly nine in every ten GTOs (84%) d isagreed  or strong ly d isagreed  tha t 
group  travel was dec lining in popula rity.  
 
Trend Analysis 
 
These sta tements were not tested  in 2002. 
 
Opinion 
 
The results of this question revea l some interesting points: 
 
GTOs ind ic a te tha t by travelling  in a  group  they a re more like ly to  venture into 
experienc es they may never have c onsidered  a lone. Marketers c ould  think 
c rea tively about using this p rinc ip le to p romote why an experienc e would  suit 
a  group  as opposed  to travelling  independently.  
 
The strong appea l of ‘ something new’  is re-itera ted  here and  p rovides further 
evidenc e tha t destina tions and  a ttrac tions need  to c ontinuously think 
c rea tively about offering c hanging p rogrammes and  reasons to visit. 
 
The strong appea l of overseas visiting  is even more apparent here and  c ould  
be seen as a  warning sign to the UK tourism industry.  
 
The market appears to be pola rised  on its view of the importanc e of the 
internet in organising  group  visits. However, as the years move on and  
younger GTOs move in to the retirement stage we c an assume tha t the 
internet will g row in its level of appea l and  usage.  
 
Whilst a ir travel is bec oming c heaper and  more foreign destina tions 
ac c essib le, the c oac h still appears to be the p referred op tion even for trips 
abroad . UK destina tions and  a ttrac tions c ould  c onsider offering group  ‘ stop  
o ff’  experienc es whilst c oac hes make their way to an overseas destina tion. 
This c ould  be partic ula rly appea ling for c oac h loads travelling  from more 
c entra l or northern parts of the UK. 
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11. QA Researc h 
 
QA Researc h has a  ded ic a ted tourism team tha t p rovides destina tions, 
a ttrac tions and  other tourism bod ies with researc h tha t enab les them to: 
 

�  Ga in market share 
�  Test new p roduc ts or refine existing  ones 
�  Inc rease c ustomer sa tisfac tion levels 
�  Attrac t non-visitors   
�  Streng then fund ing b ids 
�  Ta rget ha rd  to reac h groups 
�  Measure the effec tiveness of marketing c ampa igns 
�  Develop  or refine brand  identities 
�  Understand  perc ep tions and  awareness of their p roduc ts 
�  Produc e susta inab le tourism po lic ies and  p lans 

 
Our tourism team undertakes researc h with visitors, non-visitors and 
stakeholders tha t a llows destina tions and  a ttrac tions to make informed 
dec isions.  
 
Our researc hers a ll have tourism industry experienc e whic h means they a re 
ab le to add  meaningful interp reta tion to any sta tistic  or in-dep th op inion. 
 
Our c ore researc h servic es inc lude: 
 

�  Online surveys 
�  Fac e-to-fac e surveying 
�  In-dep th interviews 
�  Self-c omp letion surveys 
�  Telephone researc h 
�  Foc us groups 
�  Workshops 
�  Desk researc h 

 
QA Researc h is an a ffilia te member of the Tourism Management Institute. 
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12. QA c lient list 
 
A selec tion of QA Researc h c lients inc lude:  
 

�  Derbyshire County Counc il 
�  Chesterfield  Borough Counc il 
�  Cheshire and  Warrington Tourism Partnership  
�  North York Moors 
�  Northumberland  County Counc il 
�  Castle Howard  
�  Beamish 
�  Yorkshire Tourist Board  
�  Sunderland  City Counc il 
�  Sa lford  City Counc il 
�  North Pennines AONB Tourism Partnership  
�  Hadrian’ s Wa ll Tourism Partnership  
�  Eng lish Heritage 
�  Na tiona l Trust 
�  Alnwic k Castle & Ga rdens 
�  North York Moors Na tiona l Park Authority 
�  Roya l Armouries 
�  Na tiona l Ra ilway Museum 
�  Na tiona l Museum of Photography, Film & Television 
�  Na tiona l Stud  
�  Courtauld  Institute of Art Ga llery 
�  The Hermitage Rooms 
�  The Brit Ova l 
�  Lanc ashire County Cric ket Club  
�  Wimb ledon Lawn Tennis Museum 
�  Gorton Monastery 
�  North West Farm Tourism Initia tive 
�  British Assoc ia tion of Conferenc e Destina tions 
�  Yorkshire Tourist Board  
�  Alnwic k Distric t Counc il 
�  Marketing Manc hester 
�  Lanc ashire Tourism Partnership  
�  Cumbria  Tourist Board  
�  One North East 
�  The Tourism Management Institute 
�  Yorkshire Forward  
�  Hop  Farm Country Park 
�  Yorkshire Da les Na tiona l Park 

 

If you would like further information about QA Researc h p lease c ontac t 
Ric hard Bryan, Managing Direc tor on 01904 632039 or email 
ric hard.bryan@qaresearc h.c o.uk  
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