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~ Our market intelligence products provide an unrivalled source of
information on inbound tourism.
They paint a detailed picture of past, present and future inbound UK N
. tourism trends, helping you gain an insight into how markets and b
segments are performing, as well as how Britain is perceived by
prospective visitors.
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Volume and Value Trends

The most recent figures available for the volume and value of
inbound tourism to Britain allow us to look at trends through to
the end of February 2012. Throughout the past six months the
rolling twelve month total of overseas visits has witnessed a gentle
increase from 30.5 million to a shade under 31 million (Chart 1).

Chart 1: Inbound visits (ooos)
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Although during the first two months of 2012 the number of
inbound visits is 7% up on the same period of last year these are
relatively quiet months of the year and at present a prudent view
is to retain our full year forecast for arrivals in 2012 to stand at a
number similar to that achieved in 201.

Chart 2: Inbound visitor spending (£m)
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Looking at the amount that is spent by overseas visitors to Britain
on a rolling twelve month basis, with all figures adjusted to
constant prices, it is clear from Chart 2 that there was an upward
trend during 201, though with signs of this growth fading in the
most recent months.

The implication of the aggregate volume and value charts is that
the trend over the past couple of years for Britain to be earning
more, in sterling terms, from each inbound visit may be petering
out. Furthermore, it is evident that when casting an historical gaze
back to before the global economic crisis of 2008 Britain was
earning more than £500 million more per annum at today’s prices
than is now the case.

Journey Purpose Trends

From Chart 3 it can be seen how the number of overseas visits to
Britain on a twelve month rolling basis has been performing by
journey purpose over the past few years.

One of the highlights of the provisional full year 2011 data released
by the Office for National Statistics is unquestionably that a
record number of holiday visits took place, with the total being
just shy of 12 million, a milestone that has now been surpassed.

Despite no real let up in the global economic uncertainty, and
absence of economic growth in many important European source
markets, the volume of inbound business visits has continued to
regain, admittedly only rather slowly, some of the ground lost
since 2008. The number of visits to friends and relatives stood at
almost 10 million in 2008, but in the most recent year the tally has
been a little under g million, clearly signalling that purse-strings
have been tightened by those living overseas when it comes to
paying a visit to their friends or relations living in Britain.

Chart 3: Inbound visits by journey purpose (ooos)
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Visits by Source Market

Provisional figures now exist for full year 2011 covering the volume
and value of inbound tourism by market, and Annex 1 provides
details of the top fifty markets by volume of visits, nights and
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value of spending.

BRICs

Taking a journey around the globe in terms of the relative
performance of inbound markets to Britain over the past few years
helps to shine a light on some very varied performances and in
201 there were undeniably some star performers.

Among the markets deserving such an accolade were three of the
four so-called BRIC markets (Brazil, Russia, India and China) (Chart
4). Among the quartet only one saw no growth during the past
year, India, although throughout the period this is the country to
generate the most visits on a rolling twelve month basis.

The data for Russia tells a similar story to that for India, but with a
more sustained rebound during the past eighteen months
ensuring that the market is now back above the 200,000 visits per
annum mark. China enjoyed a very strong year during 2011 and has
just scraped a new record, with 147,000 visits to Britain over the
past twelve months.

Last, but by no means least, is Brazil, and this is undoubtedly the
BRIC market setting the pace at present, with a record 275,000
visits during 2011, an increase of around 100,000 in the space of
just a single year.

Chart 4: Inbound visits from BRIC markets (0ooo0s)
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Latin America

Chart s illustrates just how dominant Brazil is in terms of the
volume of visits from markets across Latin American, far out-
shadowing the modest increases seen in visits from both Mexico
and Argentina in the past year.

Chart 5: Inbound visits from Latin America‘(_ooos)
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Developed Long-haul
Australia has consolidated its ‘one million visits per annum’ status
with volumes up around 100,000 in the past year (Chart 6).

Chart 6: Inbound visits from long-haul developed
markets (0o0o0s)
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Although having enjoyed growth in the past year it is evident that
the number of visits from Canada remains more than 150,000
down on where it had been at the start of 2008 while the New
Zealand results have been fairly stable for the past couple of years
despite the disruption caused to the New Zealand economy by a
number of earthquakes and further flight disruption due to a
volcanic eruption in South America during the southern
hemisphere winter of 2011.

The number of visits from the USA fell following the onset of the
global economic crisis in 2008 and despite some occasional
encouraging signs the rebound has been sluggish, with volumes up
around 130,000 over the past year to a shade under 2.9 million.

Asia
After a promising spring and summer the number of visits from
Japan (Chart 7) failed to maintain momentum towards the end of
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201 resulting in a modest year-on-year increase. this growth Sweden remains the market in northern Europe
accounting for the greatest volume of visits.y =~ ™ dlfeq
It is encouraging to see the volume of visits from South Korea i ol
increasing at a healthy pace with around 140,000 visits during Chart 9: Inbotind visits from Nordic markets (ooos)
201, a near doubling on the situation back in 2009.
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ong Kong Mjapan  Malaysia MSingapore [ South Korea aan The four markets covered in Chart 10 have all been at the sharp

end of the Eurozone sovereign debt crisis and it is apparent that

Middle East and Africa

For the third consecutive year the number of visits to Britain from

on a rolling annual basis the number of visits from the most

important of the four, Spain, has broadly been on a downward

South Africa fell. Visitors from South Africa have required a visa to trend, with 1.8 million visits in 2011 compared with 2 million in

visit Britain since March 2009.

2010.
Chart 8: Inbound visits from Middle East and Africa Chart 10: Inbound visits from Southern Europe
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A market that seems to deliver very consistent numbers of visits Despite its substantial economic woes the Italian market held up

from one year to the next is Israel, and there was no change in this reasonably well throughout 2011 with around 1.5 million visits.

situation during 2011 with around 170,000 visits. In relation to Perhaps somewhat surprisingly there was a modest increase in the
Israel it is worth noting easyJet’s recent announcement of new

flights from Tel Aviv to Manchester.

number of visits from Greece over the past year.

Central Europe

Germany is Britain’s second most valuable source market and as
can be seen from Chart 11 generates around 3 million visits per
annum, though with a slight dip during 2011.

Nordics

Chart g paints a cheerful picture with growth commonplace
among the Nordic markets with the surge in visits from Norway
during the final part of 2011 particularly noteworthy, taking visits
above the most recent high-water mark set back in 2008. Despite Another market in central Europe worthy of a mention is
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Switzerland with the number of visits having jumped by 140,000 to
766,000, no doubt bolstered by the on-going strength of the Swiss

Franc.

Chart 11: Inbound visits from Central Europe (0ooos)

2,000 -

1,500
1,000
500 -
Q| Q2|Q3|Q4|Q[Q2|Q3[Q4| Q1 |Q2|Q3|Q4[Q1|Q2[Q3|Q4
2008 2009 2010 201
Rolling year ending
[ ] [} [ ]
North West Europe

For France the story of 2011 was one of ‘treading water’, remaining
by far the most important source markets for visits (though not
visitor spend). Among this quartet of markets the one showing
the weakest performance during 2011 was Belgium, with a decline
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