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1 Executive Briefing 
1.1 The Purpose of this Report 

 

 

Exhibit 1: Bamburgh Castle Northumberland [Photo from Daily Mail] 

This report was commissioned in October 2015 by the British Hospitality Association (BHA) 
to: 

1. Assess the current and potential value and contribution of coastal tourism to the 
regeneration of seaside towns and coastal communities and make recommendations 
for action to increase the contribution of the tourism and hospitality sectors. 

2. Assess the nature of the changes in consumer’s preferences, behaviours and 
expenditure as tourists and their implications for coastal tourism provision, 
developments in new forms of coastal tourism provision, and developments in 
coastal tourism management involving the private sector.  

3. Develop a plan of action for the British Hospitality Association (BHA) to submit to 
central government in the UK and the devolved administrations on improved 
coordination of its policy making, planning and expenditure on coastal development 
in order to support private sector investment in coastal communities and economies. 

The majority of the research undertaken during the study was desk research based on 
published reports. This was supplemented by interviews with central and local government 
officials, tourism and hospitality operators and academic researchers specialising in coastal 
tourism. 
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1.2 The Importance of Our Coast 
The Coast is a Major Asset 
The coast and coastal tourism is a major asset for the UK in terms of attracting international 
visitors and being a place where UK residents can holiday, relax, be healthy, keep fit and 
escape the pressures of an increasingly urban life. 

The UK’s coastline is long in comparison to the UK’s land area and to the coasts of some 
other, similar sized countries at around 12,500 km or 7,760 miles. Around 60% of our 
coastline is located in Scotland and the off-shore islands.  

The UK coastline is in effect our largest national park and represents the UK's greatest 
leisure resource. Because it is linear, its size and importance are often unrecognised. 

The Coast is a Major Destination 
The 2015 guide to the UK coast provides information on the scale of the tourism offer to be 
found on our coasts.1 The majority of the British population visit the coast at least once a 
year and for some people who live near the coast it is a constant source of recreation. This 
guide estimated that the annual spend at coastal areas in the UK is around £8bn per year in 
2014. 

More recently, on 20 November 2015, Tracey Crouch, The Parliamentary Under-Secretary of 
State for Culture, Media and Sport, indicated, in the House of Commons, that there were 
more than 23 million overnight visits to the English, Scottish and Welsh seaside by GB 
residents in 2014, which resulted in spending of £4.9 billion, according to the Great Britain 
Tourism Survey. Additionally, there were 144 million day visits by GB residents where the 
seaside was the main place visited in 2014 which resulted in spending of almost £5 billion.2 

The Coast is Central to Our Island Identity 
It is worth reminding ourselves of the essential and often quintessential attractions of our 
coastlines – their place in our history, their contribution to our way of life, their varying 
natural landscapes and seascapes, their flora and fauna, the ever changing nature of their 
weather, the opportunities they present for relaxation, for active exploration, for exercise, 
for fitness, for education and learning, for fun, leisure and entertainment, for escaping the 
pressures of hectic urban lives, for gaining a perspective on our lives.  

All of these facets add up to a combination and critical mass of a very attractive set of offers 
and experiences. 

We believe that our coasts are one of the greatest national assets of our country.  

In many respects they define us as an island nation. They have shaped our culture, our 
language, and the development of our people through successive waves of invasion and 
immigration. They are where many have of us have traditionally gone to escape from the 

                                                            
 
1 http://www.ukcoastguide.co.uk/  
2 http://www.theyworkforyou.com/wrans/?id=2015-11-13.16305.h&s=tourism#g16305.q0  

http://www.ukcoastguide.co.uk/
http://www.theyworkforyou.com/wrans/?id=2015-11-13.16305.h&s=tourism#g16305.q0
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pressures of work, to relax, to improve our fitness, to pit ourselves against nature and the 
elements and, more recently, to set up new businesses. 

They are where we built and launched ships, developed our engineering capacity, 
constructed docks for the import and export of goods and foodstuffs, and situated shipping 
lines to connect us to other countries. They are deeply woven into our consciousness of who 
we think we are and where we came from. We have had a love affair with our coast for a 
long time and the structures we created to spend time on the coast, like celebrated piers of 
the Victorian and Edwardian era, are deeply etched into our consciousness. 

 

 

Exhibit 2: Bournemouth Pier [Photo - Bournemouth University] 

1.3 Our Brief 
The focus of this report is firmly on the contribution that coastal tourism can make to the 
regeneration of seaside towns and coastal communities. 

Our experience on coastal projects and our research for this one confirms that coastal 
tourism makes a substantial contribution to coastal communities in a number of 
complementary ways. It: 

• Is a source of investment in attractions, facilities and services. 

• Attracts visitors who spend money in local economies. 

• Provides employment and training in the tourism and hospitality sectors. 

• Attracts spend by visitors in related sectors such as retail. 

• Attracts new residents who wish to take advantage of tourism provision on a 
permanent basis. 
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• Attracts entrepreneurs who want to have a good quality of life by the sea. 

• Generates business for suppliers of building repair and maintenance services. 

• Generates purchasing of food products from local suppliers. 

• Generates business for transport operators (taxis and coaches). 

• Provides many communities with a distinctive and positive identity, reputation and 
brand. 

Our brief was not just to assess the current value and contribution of coastal tourism to the 
regeneration of seaside towns; it also asked us to look at ways in which that value and 
contribution might be increased through, for example: 

• A better understanding of changes in consumer spend and time spent on leisure, 
entertainment and recreation activities.  

• Innovations in segmenting consumer markets and using those models more 
effectively to develop new tourism product, to better promote and market coastal 
tourism offers and experiences in a more targeted way;  

• An assessment of innovations taking place in coastal tourism product development 
(in the UK and elsewhere), innovations that could be replicated. 

• And new approaches to organising public/private tourism partnerships to develop 
new product, better manage tourist destinations and market their offers and 
experiences in a more targeted way to consumers. 

In this context we focused our research on six interlinked questions that we report on in 
summary below and in more detail in the chapters which follow: 

1. What is the nature and scale of the current contribution of coastal tourism to 
seaside towns? 

2. How might changes in consumer’s leisure, entertainment, travel and exploration 
behaviours change the tourism market and what might be the implications for 
coastal tourism and seaside towns? 

3. How might we better segment the tourism market to reflect these consumer 
changes and use this segmentation to more effectively attract consumers to 
coastal areas? 

4. What are the recent developments in coastal tourism that are changing the 
nature of the offer and experience for consumers? 

5. What might be the future coastal tourism offer of seaside towns in the UK for 
these market segments?  

6. How might the emerging and potential tourism offer of coastal areas and seaside 
towns be better developed and managed? 
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1.4 Key Themes Emerging  
A number of important themes have emerged during the conduct of our research, themes 
that we explore in the chapters which follow: 

1.4.1 A Complex Landscape 
The UK tourism landscape is complex and fragmented, with many types of organisations 
having their fingers in the pie, which affects the contribution of coastal tourism to the 
regeneration of seaside towns.  

1.4.2 The Scope for Greater Partnership and Collaboration 
By leveraging truly collaborative investment partnerships between the public and private 
sectors, tourism organisations at every level can better service business owners who might 
like to invest in coastal towns.  There is also a need for, and there exist opportunities for, 
greater collaboration between tourism operators and investors to create new product to 
meet the changing needs and aspirations of consumers as tourists, product that will respond 
to their changing behaviours and spend on recreation, leisure and entertainment.  

Collaboration in partnerships and promotion, especially in smaller locations, is the only way 
to gain a foothold in capturing a ‘share of voice’ in the new digital media environment.  

Tourism operators need to stop acting in competition with each other and look for 
opportunities to collaborate on their offers, working closely with regional and local 
Destination Management and marketing Organisations and Tourism Partnerships, to 
promote regional packages of product offer that aligns with what consumers are now 
looking for. 

1.4.3 The Need for Improved Market Knowledge 
Operators of tourism and hospitality attractions, facilities and services, national, regional 
and local tourism development, management and promotion organisations need to become 
far better informed on the fundamental changes taking place in consumer markets.  

Through better understanding of the significant changes in consumer behaviour patterns 
concerning their use of time and money on visitation activity (travel, entertainment, leisure 
and recreation) operators of and investors in tourism product offers can utilise a destination 
development mentality to think through strategic investment opportunities and product 
development to meet the needs of the audiences they wish to attract. 

1.4.4 Tourism Product Development is Key 
New and improved product offers hold the key to the future for coastal tourism, product 
that responds to the changing interests and behaviours of the key market audiences and 
segments. For this to happen tourism product development needs to be improved, 
incentivised and expanded and tourism entrepreneurs and operators given access to and 
encouraged to understand and use the intelligence being created by the national Visit 
Bodies segmentation models. 
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1.4.5 Tourism Alone Will Not Solve the Problems of Seaside Towns 
Tourism on the coast operates in a landscape affected by significant economic and social 
change and coastal communities are affected by many other problems and face multiple 
challenges which tourism by itself cannot address. Tourism can make a greater contribution 
to the coast if it is paralleled by action to address these other challenges. 

1.5 The Complex Mix of Challenges Facing Coastal Communities 
The challenges facing our coastal communities are well documented and have been so for 
some considerable period of time. However, they are worth revisiting as they have helped 
us focus our minds on the action that the UK’s government and devolved administrations 
need to take if investment by the private sector in hospitality and tourist businesses is to 
have the desired positive contribution to and impact on the regeneration of seaside towns 
that we all wish to see.  

In summary the principal challenges facing coastal communities are: 

Tourism 

• The decline of the traditional bucket and spade family holiday, reducing visitor 
numbers and spend. 

• The changing nature of consumer’s use of time and money on leisure, recreation and 
entertainment activities. 

• The absence of packaged menus of the experiences and attractions these consumer 
groups are now more interested in. 

• The impact of the internet on consumers spend and use of time. 

• The seasonal nature of employment in the tourism sector. 

Economic 

• Decline and loss of traditional employment sectors such as fishing and ship building. 

• The small size of many of the remaining businesses trading in coastal locations. 

• The small number of major corporate employers trading from coastal locations. 

• High and persistent levels of unemployment in many towns. 

• The difficulties businesses at the coast face in recruiting job-ready young people and 
skilled adults. 

• The lower wage rates paid by less competitive and profitable employers in coastal 
areas. 

• Loss of retail provision due to decline in tourism and related sectors. 
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Educational 

• The lower educational and skills attainment of many young people and older adults 
in coastal areas. 

• Lower education and training aspirations of some young people in coastal 
communities. 

• The higher levels of long term unemployment among older adults in coastal areas. 

Social 

• Dumping of social security claimants from major towns and cities into cheap rented 
housing often resulting in housing in multiple occupation. 

• Increasing levels of drug abuse in the population. 

• Growth of older people and people with disabilities which creates pressures on local 
health services. 

Environment and Infrastructure 

• Poor quality environments often lacking ongoing maintenance. 

• Tired infrastructure with poor transport and digital connections. 

• Lack of maintenance of areas of public realm due to cutbacks in local authority 
funding. 

• Low levels of maintenance of rental housing in multiple occupation. 

We know from our research that the government and the devolved administrations and 
coastal local authorities are very aware of these issues and challenges, as are bodies such as 
the English Local Government Association (LGA) and their expert study and action groups 
like the LGA’s Coastal Special Interest Group. 

However, being aware of the challenges and coordinating effective and lasting action to 
address them are two different things.   

The above list exemplifies the range of challenges that need to be dealt with in a 
coordinated, consistent and lasting way and given greater priority by central government 
departments if coastal communities are once again to thrive and have the prospect of and 
the ability to become sustainably economically viable places to live, work, run businesses, 
potentially also powerhouses of economic growth.  

1.6 An Action Plan for Government 

1.6.1 Coordinated Government Action to Create Coastal Powerhouses 
We believe that there is a special, urgent and nationally important case to be made for 
improved and increased investment in coastal areas and coastal communities. We believe 
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there is a case for action to create new coastal powerhouses to drive the economies and the 
well-being of coastal communities. 

They are an important asset and require nurturing and care if they are to avoid further 
decline and if we are to make the most of them and their remaining assets. 

Most are not basket cases on their last legs and many have the potential to grow again as 
settlements based on diversified economies and a new mixture of sectors, essentially 
modern tourism plus modern industries and services that can operate at coastal locations. 
Tourism has the potential to grow in many coastal locations where it can help to rebalance 
the decline in other sectors. However, action is also required to combat the decline in these 
sectors by introducing new productive sectors as well. 

The challenges lie in identifying the appropriate mix of economic activities and sectors, 
supporting, developing and attracting businesses in those sectors and making it easier for 
them to operate in coastal locations.  

What we do not want to see are any more sticking plaster solutions that treat the outward 
symptoms rather than the root causes of coastal decline. 

1.6.2 Key Proposals for Government Action 
We have three key overarching proposals that we want the UK’s governments to address. 

Creation of Coastal Action Groups 
First and foremost, we want to see joined-up government action in each of the countries of 
the UK to address the challenges of coastal communities listed above in a much more 
comprehensive and coordinated way than is the case at present. In short we wish to see the 
governments of the UK create Coastal Action Groups dedicated to more effective action to 
address their existing challenges and developing their capability to be modern economies. 

Creation of Coastal Investment Strategies 
Second, given the scale and importance of the coasts in each of the UK’s constituent 
countries we would like to see each UK government Coastal Action Group developing a 
coordinated Coastal Investment Strategy to drive the regeneration of coastal communities. 
We propose that these central government Coastal Action Groups prepare an annual rolling 
Coastal Investment Strategy that brings together all of their policy development, 
implementation and funding that affects coastal areas and that they consult a range of 
bodies in each country on its development, for example the respective country’s Tourism 
Alliances, Local Authorities Associations and key industry sectors (like ourselves).  

Creation of a Progressive Tax Environment to Encourage Coastal Investment 
Third, we would like to see the creation of a Progressive Tax Environment that enables 
existing small and new businesses to invest their profits in the development of their 
businesses. A significant majority of businesses in coastal communities are small; especially 
so in the tourism and hospitality sectors. The combined burden of paying VAT and National 
Insurance can significantly limit their ability to take on and train staff when they are 
establishing themselves and when they are considering expansion. We are not arguing for 
exemption from these taxes; rather for the introduction of a sliding scale of taxation over a 
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period of time to enable smaller hospitality operators to secure an economic foothold in 
their localities sufficient to enable them to employ more local people. 

 

1.7 The Answers to Our Study Questions 
Below we summarise our key findings, conclusions and recommendations on each of the 
questions we were asked to address. 

1.7.1 The Contribution of Coastal Tourism to Seaside Towns 
What is the nature and scale of the current contribution of coastal tourism to seaside towns? 

Our research shows that coastal tourism is a major contributor to the economies of coastal 
communities, is stable in many places and growing in others. It is not in freefall as some 
commentators have suggested.  

Headline Figures 
• According to Mintel, 80% of all global tourism takes places in coastal areas.  Out of a 

total of US$1,159 billion in international tourist receipts in 2014, $US927.2 billion, is 
attributable to coastal/marine tourism.  

• In 2014 the European Commission identified that coastal and maritime tourism is the 
largest maritime activity in Europe and in 2013 employed almost 3.2 million people, 
generating a total of €183 billion in gross value added and representing over one 
third of the maritime economy. 

• In 2013 the number of nights spent in hotels or similar establishments in the EU 
reached a peak of 2.6 billion, of which nearly 50% were spent by the sea, 
representing a very significant proportion. 

• Although at the national level in the UK the seaside has failed to benefit longer term 
from the ‘staycation’ effect that has been seen in other areas of the domestic 
tourism market, valued at circa £7 billion to the UK economy in 2013, coastal tourism 
is still a significant part of the economy and accounts for 29.1% of all domestic 
overnight holiday trips and 8.8% of all tourism day visits. 

• Coastal tourism is a significant employer, and in England and Wales in 2012 directly 
supported an estimated 210,000 jobs. 

• Although predominantly a domestic market for many seaside destinations, there are 
some seaside destinations that have significant international visits, for example 
Bournemouth, where the International Education market is valued at £212 million.  

• Visit England calculate3 that in 2014, there were 17.64 million trips to the seaside on 
domestic overnight trips in England, 19% of the total, with spend at £3.9 billion (21% 
of all spending on domestic overnight trips). There were also 144 million tourism day 
trips involving a trip to the seaside – or 11% of the total – with associated spending 
of £5.3 billion (12% of all spending on day visits). 

                                                            
 
3 “Domestic Seaside Tourism” https://www.visitengland.com/sites/default/files/seaside.pdf 
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Conclusions 
• Coastal tourism, globally, in Europe as a whole and in the UK, is a major source of 

revenue for coastal communities, a major sector of employment and a major 
investment sector. 

• Improved and additional new tourism product offers at the seaside would boost 
visitor numbers, increase employment, add purchasing power to the local economy, 
strengthen community pride and begin to change negative perceptions of seaside 
towns; as well as increase the level of tax revenues flowing to HM Government.  

• Gaining a clear and uniform picture of the contribution of coastal tourism to the 
regeneration of seaside towns has been challenging due to data collection 
difficulties, principally the range of methods being used to track visits, spend, impact 
and market segment behaviours. 

Recommendations 
• Beyond measuring basic tourism metrics such as accommodation occupancy and 

average tourist spend, a first priority for the UK is to capture, as accurately as 
possible, both the direct as well as indirect economic impacts and benefits generated 
by coastal tourism. This would require collaboration between central government-
funded country tourist promotion organisations (Visit Britain, England, Scotland and 
Wales), Local Authorities, the National Tourism Partnerships, membership 
organisations like the BHA, Destination Investment Districts (e.g. BID’s), Destination 
Management and Marketing Organisations (DMOs) and other forms of tourism 
development and promotion bodies and partnerships.  

• The priority should be to standardise methods of data collection – number and type 
of coastal tourism and hospitality businesses, the numbers of people they employ, 
the wages they pay, the tax they contribute, annual revenues and numbers of people 
catered for, and visitors’ expenditure. Taken together, and expressed in aggregate 
for different scales of location, these would provide a better picture than at present 
of the beneficial economic impacts they have on their communities. This would 
provide government, operators, local authorities and DMOs with a better 
understanding of the contribution coastal tourism makes to the regeneration of 
seaside towns. 

1.7.2 Changes in Consumer Behaviour 
How might changes in consumer’s leisure, entertainment, travel and exploration behaviours 
change the tourism market and what might be the implications for coastal tourism and 
seaside towns? 

Key Findings 
• The dominant motivations guiding recently changing consumer appetites are in the 

following areas: Experience/Education; Engagement/Authenticity; 
Awareness/Sustainability; Digital; and Simplicity/Convenience. 

• Changes in consumer behaviours have implications for the following significant 
growth markets in tourism: Food/Gastronomy; Music/Festival; Health/Wellness; 
Adventure/Sport; Driving/Nomadism; and Culture/Education. 
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• The most effective tourism marketing is now a niche-driven endeavour and thus 
provision also needs to be developed, organised and packaged (as menus) by target 
niches. Coastal tourism operators and providers seeking to better understand their 
target customers will need to look beyond traditional age and income stereotypes; 
they also need to look at attitudes, behaviours, values, tastes and personality 
profiles, known as market psychographics, to segment the markets they want to 
attract.  

Conclusions 
• By more deeply understanding the psychographic profiles of certain demographic 

cohorts, tourism operators and investors will be able to see where the future trends 
in tourism offer the most opportunity for operators and providers in coastal 
locations. 

• Our research into changing consumer trends points to the limitations of basic 
demographic profiling to enable tourism operators truly understand what consumers 
are looking for in their tourism pursuits.  

• No longer thought of as broad consumer segments, it is advantageous to think of 
consumers as tribes – focusing on particular experiences and activities and themes 
that bind certain groups at a certain times, in certain types of location. 

• Our focus on the changing patterns of behaviours and spend amongst Millennials, 
Families and Baby Boomers has offered valuable insights into how rapidly and 
significantly consumer behaviour is shifting. Deeper insight is needed however for 
effective segmentation of target markets for coastal tourism development. 

• Traditional methods of enticing people to visit a destination for leisure are no longer 
adequate as consumers are faced with more choice, more access, more information, 
and many have more money to spend, than ever before.  This represents both a 
threat as well as an opportunity for UK coastal towns, tourism operators and 
investors. 

• Demographic segmentation, or grouping consumers by age, geography, income or a 
generic ‘life-stage’ no longer captures the evolving needs, tastes and expectations of 
consumers as tourists. 

• Psychographic segmentation of consumers as tourists is much more effective as a 
means of (1) determining their needs, tastes and aspirations, (2) organising existing 
tourism product to meet their needs, (3) developing new product they are known to 
want, (4) identifying key marketing messages on tourism product and effective 
channels to these market segments. 

Recommendations 
• By understanding these motivational shifts in consumer behaviour which are driving 

their behaviours as tourists, operators and providers, local tourism and destination 
bodies and the national tourism promotion bodies (e.g. Visit Kent and Visit England) 
will be better primed to take advantage of major and emerging growth markets and 
stay ahead of the curve, offering competitive products that meet the known needs, 
tastes and expectations of an ever expanding, but also discerning, clientele with 
specific requirements, tastes and expectations.  
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• Given these global trends, there exists huge opportunity for UK coastal towns to 
capitalise on emerging growth segments (“tribes”), or even pursue a combination of 
them. In our view most if not all of the trends we identify can be addressed by 
private sector tourism operators and providers operating in concert, building on and 
leveraging existing start-up capital and support provision. 

• By staying abreast of what it is that consumers as tourists are looking for, coastal 
towns can develop their regeneration and economic development strategies with an 
eye towards the future, offering facilities and services that will not only attract 
visitors, but benefit the local population as well. 

• Given the change from mass-market tourism to many niches tourism that we have 
identified, this suggests to us that coastal communities who want to strengthen or 
expand their tourism offer need to: 

a. Understand the import and impact of these changes in consumer behaviour 
and niche market requirements. 

b. Realise that they can no longer attract all of the tourist market or even 
significant numbers of their traditional markets unless they change with the 
times and move from a mass market offer to many and complementary niche 
market offers for the “tribes” most interested in what their place has to offer. 

c. Understand who the current market (the existing tribes) is for their existing 
tourism offer and whether it is in decline, static or growing. 

d. Understand new audiences (the new tribes) they might be able to attract by 
improving and adding to their current tourism offer, and organising that offer 
in such a way that it combines many of the elements that their target market 
segments or tribes will find attractive. 

1.7.3 Segmenting the Market 
How might we better segment the tourism market to reflect these changes and use this 
segmentation to more effectively attract consumers to coastal areas? 

Findings 
• The national UK bodies charged with developing and promoting the UK’s tourism 

offer – Visit England, Visit Scotland, Visit Wales and Tourism Ireland (which also 
covers the Republic of Ireland) – have developed different approaches to segmenting 
their domestic markets and are clearly aware that changes in the three key 
consumer groups we identify – Millennials, Families and baby Boomers, are driving 
changes in domestic travel preferences and behaviours. 

• The Visit Bodies all have different segmentation models, but there are some 
similarities between them, namely: 

• Baby Boomers, followed by Millennials, are the most sub-segmented categories. 

• Families are the least segmented, perhaps indicative of less fundamental changes 
in their visitation habits and preferences. 

• Some sub-segments are common to both Millennials and Baby Boomers – i.e. 
Natural Advocates and Easy Going Socialisers. 
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• Visit Wales has only one sub-segment for Millennials while Visit Scotland has the 
most at four. 

• Visit Wales identifies budget families as a key segment while the others do not. 

• The Millennial sub-segments share the characteristics of adventure, being highly 
sociable, travelling in company, seeking out the unusual, enjoying food and 
getting away from the pressures of life. 

• The Baby Boomer sub-segments share the characteristics of travelling in couples, 
exploration, being curious about places, interest in nature, liking food, liking to 
be spoilt and being easy going. 

Consumer behaviour is constantly changing. This means that destinations who have a 
detailed segmentation strategy still need to revisit it on a regular basis to ensure it is 
keeping up with current trends in consumer patterns of travel. 

Conclusion 
• There is a challenge awaiting resolution concerning tourism market segmentation in 

the UK. This is encouraging operators and providers of hospitality services and 
tourism attractions, local destination marketing and management organisations 
(DMOs and Destination Management and Marketing Partnerships) and regional and 
national tourism marketing bodies to share their country’s tourism market 
segmentation models with tourism and hospitality sector operators, making fuller 
and effective use of them for product development, destination planning and 
marketing their offers and experiences. 

Recommendation 
• We believe that the development of awareness programmes in each country to brief 

“The Trade” -  private sector tourism operators and investors, on their country’s 
segmentation model and guide them in its use for their own product development 
and investment and improved target marketing, will improve the fit between new 
coastal tourism product and target market segments. 

1.7.4 Coastal Tourism Product Innovations 
What might be the future coastal tourism offer of seaside towns in the UK for these 
consumer market segments?  

Headline Findings 
• It is the product and, increasingly, the experiences that consumers (as tourists) go to 

the coasts to consume; along with natural features – seascapes and landscapes – it is 
the mix of product offers and experiences that attracts them. 

• The existing coastal product offer and experience of the UK coast is substantial in 
terms of its range of attractions, facilities, services, events.  

• New tourism product is most often created through private sector investment, by 
individual companies or groups of companies working together and these investors 
will wish to target market segments with a known interest in both the coast and 
their product offer. 
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• Mixes of complementary product offers are what consumers are now looking for 
when deciding where to visit; their trips are no longer just single purpose but 
increasingly multi-place and multi-purpose.  

• The quality of every element of the desired product mix is central to consumer’s 
purchasing decisions; they might like the idea of a particular destination for its 
outdoor activity mix but if the accommodation, F&B and entertainment offers are 
poor, they may choose another destination where these products are better. 

Conclusions 
• Creating the right product is key to the success of coastal tourism and its 

contribution to the regeneration of seaside towns. By product we mean the offer 
of attractions, facilities and services of the destination and the experiences to be 
had there. By right product we also mean an offer that has a recognisable market 
of people for whom it is designed based on market research into their leisure and 
spending habits and behaviours. 

• The range and type of recently introduced and new coastal tourism products 
indicates that: 

o There is a healthy market among all three major consumer groups for food 
tourism, music-led tourism, active outdoor adventure and sports tourism, 
driving and nomadism and for culture, education-led and even eco activities. 

o There is a cross-group market for health and wellness but its presence on the 
coast is considerably less than the other types of activity categories. 

o Music offers are, not surprisingly, most compelling for Millennials and for 
Families with older children. 

o Also not surprising is that the active outdoors offer is larger for Millennials 
and smallest for Baby Boomers. The offer for Families mirrors that for 
Millennials and is growing, most likely feeding the Millennial market as 
children become older and travel independently of their families with their 
friends or partners. 

o The driving and nomadism offer attracts all three consumer groups with 
Millennials most interested in getting out on to seascapes and landscapes for 
active independent exploration and Baby Boomers most interested in curated 
and organised experiences. 

o Locations that have a good variety of these innovations, e.g. catering to 
consumer’s need for luxury as well as adventure, will thrive in the new 
tourism economy. 

Coastal destinations and tourism operators and investors have much to learn from each 
other in identifying new product to add to their local mix where market research on target 
market segments indicates a demand. 

Recommendations 
• Seaside towns and smaller coastal communities need to: 
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o Understand consumer’s characteristics, changing tastes and interests 
how they are spending their time and money as tourists. 

o Understand who they currently attract with their existing offers and 
experiences. 

o Identify how they can improve their offer to ensure that key market 
segments stay longer and return. 

o Discover the changes they need to make to their offer and experience 
if they are to attract a share of those market segments who currently 
do not visit their place who are known to be interested in a coastal 
offer. 

• To attract more of the principal market segments of Millennials, Families and 
Baby Boomers, destinations and their tourism operators and investors need 
to target their product offer and mix at their “desires” – the mix of activities 
they want to do at the coast or adjacent to it. 

• Opportunities exist for tourism operators to create new partnerships among 
each other to offer mixed activity programmes to target market segments, 
both improved product and new product. 

• Coastal tourism operators and investors need to create menus of activities 
and services that reflect the mix of these desires for their particular target 
markets; we are no longer in a mass market environment where one product 
or mix meets all segments desires. 

• DMOs need to work closely with private sector operator partnerships to 
identify opportunities for the introduction of new product for target market 
segments and identify and attract new operators with particular specialism 
that can complement those of existing operators. The success of all operators 
is now more dependent on joint initiatives with each other. 

1.7.5 Innovations in Tourism Partnership and Promotion 
What are the recent developments in Coastal Tourism that are changing the nature of the 
offer and experience for consumers? 

Findings 
• Reductions in local authority budgets for the maintenance and renewal of 

seafront public realm is putting at risk the willingness of the private sector to 
invest in product improvement and the introduction of new product and will 
consequently affect the willingness of tourists to visit seaside destinations. 

• The approach adopted for the creation of the Wild Atlantic Way in Ireland 
demonstrates how existing offers and experiences along stretches of 
coastline can be combined and packaged for a new market (Experience 
Seeking Drive Travelers) thereby increasing overall visitation and spend 
through more coordinated management of provision and highly focused 
marketing of the package on offer. This kind of approach also has the benefit 
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of offering guidance on the development of new attractions for the target 
market of experience seeking drive travelers. 

• An opportunity exists to bring together DMOs, especially coastal DMOs, to 
work together to improve and extend their offer and experiences. 
Opportunities for education and networking amongst coastal DMOs would 
greatly enhance their ability to stay fresh and innovative, and share best 
practice. 

Conclusions 
• Strategic public sector investment that builds on the natural landscape 

(coastal hiking and camping trails, drive routes, historic town centres) can 
create a destination mentality in economically-suffering regions, encouraging 
DMOs and private sector operators to jointly leverage investment and 
promotional and product support. 

• Even a small, volunteer-based DMO with scant resource, can use social and 
digital media to create ‘buzz’ for a location. 

• Collaborations among private sector operators and DMOs can be strategic or 
tactical; the Sunshine Coast DMO in British Columbia, for example, mostly 
uses images and messages provided to them by their private sector tourism 
operators and hospitality providers in their marketing efforts. 

• Private sector offers that meet the needs of new consumers (like the current 
food/authenticity trend toward craft beer) can galvanise an entire 
community, and act as a catalyst for media coverage, tourism and increased 
private sector investment, along with civic pride and engagement.  

• A commitment to arts and culture, especially within smaller communities, not 
only energises the local population, but entices influential early adopters like 
artists and small business owners to relocate to a place, and creates a buzz 
for tourists to attend. We have seen this on the south coast of England and in 
the Sunshine Coasts of British Columbia and Queensland in Australia 

• A ‘Visit’ body can work closely with the private sector to leverage advertising 
funds and take advantage of unique partnership opportunities. 

• Thinking outside the box using digital tools offers innovative ways to 
showcase a destination and get the public involved in the experience. 

Recommendation 
• The creation of a private sector led umbrella association in each UK country 

(perhaps based on the model of the Visit England DMO Forum) representing 
competent DMOs (and especially coastal DMOs) would give a larger share of 
voice to struggling organisations and assist in collaboration, education and 
lobbying efforts on behalf of the entire coastal tourism sector, acting as a 
bridge between public and private sectors, and share best practice in product 
development as well as destination promotion. 
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1.7.6 Increasing the Contribution of Tourism to Seaside Towns 
How might the emerging and potential tourism offer of coastal areas and seaside towns be 
better developed and managed? 

An Action Plan for Government 
We set out above our proposals for coordinated action by national government and the devolved 
administrations to improve their investment in coastal communities.  

Below we summarise a number of more specific proposals for consideration by government and the 
national country Visit bodies. 

Develop a New Standardised Data Collection System  
We believe that there would be benefits to the GB Visit Bodies, Local Tourism Partnerships 
and Destination Management and Marketing Organisations in devising and agreeing on a 
consistent and more comprehensive approach to the collection and assessment of 
information on investment in, income generated by, and the impact of coastal tourism 
provision. 
 
We are aware of the guidelines set out in the Research and Intelligence Action Plan of the 
Visit England “Strategic Framework for Tourism 2010-2012”4 which are currently being 
refreshed and believe that this could form the basis for information collection and analysis 
by English DMOs, supplemented by information collected for DMOs by sector bodies from 
local tourism providers and operators on the level of their investment in their operations so 
that the true scale of investment and income generated from their offers and experiences 
can be calculated and assessed. A requirement to comply with such a set of guidelines 
should be a criterion for Visit England to recognise a DMO and we would encourage Visit 
Scotland and Visit Wales to adopt a similar approach for their Local Tourism Partnerships. 
 
It would be helpful for private sector tourism providers and operators if all three of the 
country Visit Bodies were to adopt the same method for assessing the value and impact of 
tourism. This would also help VisitBritain to be more aware of the scale and nature of the 
investment being made in tourism product by the public sector, for example through the 
Coastal Revival Fund and through private sector investment in new tourism product. 
 
We believe that the BHA has a role to play here in helping to define the kind of information 
that private sector operators can collect and provide (which they already collect to manage 
their businesses) and in encouraging its members who operate businesses in coastal 
locations to collect this information for reporting in aggregate form for each of the DMOs 
who sign up to this form of information collection and assessment. This would have the 
added benefit of the hospitality and tourism sectors being more aware of the true value of 
their contribution to coastal economies and seaside towns. 
 
We do recognise the challenges inherent in the approach we are proposing, most 
specifically the varied nature and size of the firms operating in a number of different sectors 
within the visitor economy and the costs to them of collecting information for tourism 

                                                            
 
4 https://www.visitengland.com/biz/tourism-england/refreshing-growth-strategy-englands-tourism-industry  

https://www.visitengland.com/biz/tourism-england/refreshing-growth-strategy-englands-tourism-industry
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bodies. In this regard collection of information from them should be based on the 
information that they use to run and manage their businesses. 
 
Related to this we support the proposal of VisitEngland that a credible programme of key 
performance measures for the different sectors of the tourism industry are developed and 
put in place and would recommend that they should be piloted in coastal areas. 
 
Enable Better Understanding of Changing Consumer Behaviour 
In carrying out our research on the changing nature of consumers’ preferences for the use 
of their leisure time and money as tourists we have identified just how quickly their 
behaviours are changing and the scale and nature of the impact these changes are having 
on the take up of tourism product in coastal areas. We believe that it is very important for 
the four UK Visit Bodies to raise their awareness of these ongoing changes in consumers’ 
behaviour as tourists.  
 
We believe it is equally important that local DMOs and Tourism Partnerships should 
similarly raise their awareness of these changes and understand their implications (positive 
and negative) for the provision of their local tourism product.  
 
In our opinion the type of consumer trends analysis we have carried out for this study needs 
to be undertaken on a regular and permanent basis by one of the existing tourism bodies on 
behalf of the UK as a whole and the results disseminated to sub-national DMOs and Tourism 
partnerships. One option for doing so would be to establish a national Tourism Observatory 
to carry out this work with a regular assessment of developments in new tourism product in 
the UK and selected countries around the world to identify product that might be 
introduced into the UK.  
 
Make More Effective Use of Tourism Market Segmentation Models 
We believe there is a need to make more effective and more extensive use of the tourism 
market segmentation models being developed by the Visit Bodies to enable understanding 
of their target market segments by regional and local destination management and 
marketing organisations and individual tourism operators and investors so that they can 
“sing from the same hymn sheet” when promoting their national, regional, local and 
individual business offers; and, enabling individual tourism investors and operators to take 
the intelligence on the target market segments into account when developing new product 
offers and marketing them. 
 
Placematters has recently been involved in the development of the brand proposition for 
the 2,500km long Wild Atlantic Way tourism driving route for Fáilte Ireland (FI), which 
identified a new segment for the Irish Tourism market, namely “experience seeking drive 
travellers” who fall into a number of sub-segments closely related to and overlapping with 
its segmentation of the UK market for its wider Irish tourism offer. We are persuaded by the 
value to FI, Irish DMOs and local tourism partnerships of (1) using a relevant national 
segmentation model for the development of new tourism product (which can be new 
combinations of existing and new product) for these market segments, (2) using the 
segmentation model for the management of local product provision, and (3) using the 
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model for promotion of the product by “The Trade” (individual operators and providers), by 
DMOs and by the national Irish tourism promotion body. 
 
The challenge facing the UK with regard to segmentation is that there are different models 
in use in Wales, Scotland and England and their varied take-up and use by local DMOs and 
Tourism Partnerships. One reason given for this variation is the belief by some DMOs that 
their local segments are more relevant to their area and that elements of the national 
segments do not apply to their area or their markets. This does not appear to have been a 
problem in Ireland where there is much more consistency of use and take up of the national 
segmentation model, albeit that some localities are developing sub-segments of the 
national segments. 
 
We consider that it may be a stretch too far to get all of the national Visit Bodies to adopt 
the same segmentation model but it would be an advance if the model used in each country 
was adopted as the basis for local segmentation by local DMOs and Tourism Partnerships 
and by the local Trade as the targets for their own marketing and promotion. 
 
There is a role here for the BHA to raise awareness among its membership of the national 
segmentation models and encourage them to make use of the intelligence they provide for 
product development and its target marketing. 
 
Increased Sharing of Information 
We propose that there should be more extensive information sharing between the National 
Visit bodies on their current approaches to coastal tourism support, development of new 
product, marketing and promotion and increased sharing of effective practice in involving 
private sector tourism operators and investors in the development of support programmes 
to ensure that they meet their needs, leading to a more consistent approach between the 
three bodies that private sector operators investing across GB would benefit from, not least 
in their being less confused. 
 
In addition, we propose that the national Visit Bodies should support the creation of a 
programme to raise awareness among private sector tourism and hospitality operators of 
the opportunities to develop new coastal tourism product in response to the changing 
consumer interests and behaviours identified in this report. 
 
We also recommend that “recognised” DMOs (those deemed as competent by the Visit 
bodies) be asked to give greater support to new product development for the three key 
consumer groups we have identified in this report, and/or those market segments of their 
national segmentation model that are most relevant to their local area and assess the 
opportunities for introducing some of the new types of tourism product we have identified 
in this report for those markets. 
 
Create a UK Coastal Tourism Development Observatory 
In order to keep abreast of trends and changes in consumer’s preferences, spend and 
behaviours as tourists, the development of new tourism product, particularly responding to 
consumer’s new preferences, and innovations in the management and marketing of tourism 
provision on coastal locations, we recommend the creation of a Coastal Tourism 
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Observatory to undertake this work on behalf of the UK Visit Bodies, regional and local 
DMOs and Tourism Partnerships. 
 
The purpose of the Observatory would be to inform the Visit Bodies, DMOs, Tourism 
Partnerships and the Trade on tourism initiatives of relevance to their areas of 
responsibility: 
 

• Improvements in products and services of the type already established in the area 
that could be implemented by existing operators. 

• Innovations in new products and services that could be imported into the area by 
existing or incoming operators with the support of local tourism bodies and the 
country Visit Body. 

• Improvements in planning and managing and promoting tourism provision by DMOs 
and Tourism partnerships. 

• Innovations in marketing and promotion of the offer and experience in similar areas 
(e.g. use of social media and online communications). 
 

We believe that there would be economies of scale if all of the UK Visit bodies were to 
jointly financially support an Observatory of this nature. We also believe that the recently 
created National Coastal Tourism Academy is well-placed to develop and manage such an 
Observatory if funding were to be made available to enable it to do so. 
 
Create a BHA Special Interest Group on Coastal Tourism 
Our final action point is that the BHA should give serious consideration to creating a Special 
Interest Group within its membership for those companies who have hospitality or tourism 
operations in coastal areas. The rationale for this is as follows: 
 

• A SIG of this nature would be able to tap into the knowledge of the challenges facing 
coastal tourism businesses to inform dialogue with the local DMOs, Tourism 
Partnerships and the national Visit Bodies. 

• It would also enable exchange of ideas between the members on best practice in the 
management of their tourism offers. 

• It could organise sessions to raise awareness of members on the national 
segmentation models in use in their locations and better inform members own 
marketing and promotion. 

• It could also be a forum for existing operators to combine their offers to create new 
product and combined product menus of activities for the three key consumer 
groups we have identified. 

• It could identify members willing to become involved in Local Tourism Partnerships 
and DMO’s to ensure that the voice of the private sector is heard and that the 
activities of such bodies truly support private sector investment in new tourism 
product development and marketing. 
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2 Our Approach and Methodology 
 

2.1 The Purpose of the Research 
This report assesses published information on the nature, character, scale and impact of 
coastal tourism now and in the recent past, in the UK and in comparable countries, to arrive 
at a positive view on the contribution that coastal tourism makes on the regeneration of 
seaside towns and other coastal communities. 

It also explores how that contribution can be increased by assessing ways in which coastal 
tourism can grow, especially in response to changes in societies, in particular to changes in 
the ways that consumers (whom can also be tourists) are choosing to spend their time and 
money on education, leisure, recreation and entertainment activities and attractions. 

So, rather than simply assessing and repeating what is going wrong with UK coastal towns as 
so many others have done in recent years, focusing on current and deep-seated economic 
and social problems, such as deprivation, unemployment, low skills and educational 
attainment, and the declining market for many traditional seaside town attractions, we 
believe that the future of coastal tourism, indeed the future of tourism as a sector, and its 
contribution to the regeneration of seaside towns, will be most affected by ongoing changes 
in consumer’s behaviours – how they spend their spare time and money on entertainment, 
leisure, recreation, cultural and sports activities. In our view all consumers are tourists at 
different times in their lives. 

2.1.1 Desk Research and Interviews 
In approaching the challenge of assessing how coastal tourism makes and might increase its 
positive contribution towards the regeneration of seaside towns, we utilised both primary 
and secondary published data to examine and assess recent and ongoing shifts in 
consumers’ behaviour in terms of the time and money they spend on leisure and 
entertainment activities, and the types of activities they enjoy. This allows us to identify the 
extent to which they spend time at the coast and what they do when there. 

Primary Research 
We undertook primary research through the mining of digital and social web platforms that 
focus on travel and tourism to determine the prevalent discourse among predominantly 
young audiences about their favoured leisure activities and the destinations best equipped 
to experience them. 

 
We also undertook primary research through interviews with key promotional personnel at 
targeted international destinations to discover their changing audience segmentation 
strategies and product offer, specifically in coastal locations. 
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Secondary Research 
Secondary research was carried out through the gathering of international research reports, 
industry articles and data sets to reflect changes in consumer behaviour both within the 
tourism sector specifically, as well as leisure and entertainment sectors more broadly. We 
also consulted mainstream media sources, books, academic articles and some broadcast 
material. 

We assessed the way the offer and experience of seaside towns (coastal areas and 
waterfronts) in advanced western economies (US/UK/Europe) is changing in response to 
changes in consumer behaviours to identify new types of attraction and offer that might be 
transferrable to the UK and which will be of interest to the relevant segments. 

We also assessed the current tourism market segmentation models in use or being 
developed by Visit England, Visit Wales, Fáilte Ireland and Visit Scotland to gain a much 
better idea of the preferences of different consumer segments and the extent to which each 
is interested in seaside towns and the coast more generally. 

2.2 Our Research Focus  
We focussed our research on six interlinked questions that we have reported on in the 
chapters which follow: 

• What is the nature and scale of the current contribution of coastal tourism to 
seaside towns? 

• How might changes in consumer’s leisure, entertainment, travel and exploration 
behaviours change the tourism market and what might be the implications for 
coastal tourism and seaside towns? 

• How might we better segment the tourism market to reflect these changes and use 
this segmentation to more effectively attract consumers to coastal areas? 

• What might be the future coastal tourism offer of seaside towns in the UK for these 
market segments?  

• What are the recent developments in coastal tourism that are changing the nature 
of the offer and experience for consumers? 

• How might the emerging and potential tourism offer of coastal areas and seaside 
towns be better developed and managed? 

The answers to these questions has enabled us to identify ways in which seaside towns will 
be affected by and might take positive advantage of: 

• Changes in consumers’ behaviours as coastal tourists. 

• The emergence of new market segments in the coastal tourism sector. 

• The emergence of new types of leisure and entertainment activities in the 
coastal tourism market. 

• The emergence of more innovative and effective ways of managing coastal 
tourism offers and experiences. 
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• The emergence of more effective ways of branding and marketing coastal 
tourism provision. 

2.3 The Research Team 
The research was undertaken by Placematters Limited, a leading UK place brand strategy 
consultancy with considerable experience of tourism and destination development, 
branding and marketing.  

Over the last nine years Placematters staff and associates have worked on tourism 
destination, marketing and branding projects in the UK, in Ireland, in Australia, Canada, 
Malaysia, Portugal, Russia, Singapore, Slovakia and the United States. 

Malcolm Allan led the project and Giannina Warren undertook the bulk of the research. We 
also drew on the work of Sophie Watson of the public relations consultancy Media House, 
and research we received from Mintel. 

2.3.1 Interviews and Conversations 
We wish to thank the many people around the world involved in the tourism sector and destination 
development who responded positively to our request for information on new and effective 
initiatives to boost, manage and promote coastal tourism, many of whom alerted us to the 
numerous new and innovative attractions that are being created in coastal destinations and on 
coastlines around the world.  

Over the course of our research we held conversations with: 

• Vicki Allen Senior Research Manager, Visit Florida 

• Councillor John Beesley, Leader, Bournemouth Borough Council 

• James Berresford, former CEO, Visit England 

• Fiona Buckley, Head of Experience Tourism, Fáilte Ireland 

• Bill Cotton, Executive Director, Bournemouth Borough Council 

• Bill Fawcus, Dover Coastal Community Partnership 

• Jason Freezer, Interim Director of the National Coastal Tourism Academy 

• Gerwyn Evans, Visit Wales 

• Peter Hampson, Director, British Destinations 

• Charlotte Jewczyk, Manager of Market Development/Travel Trade, Newfoundland 
and Labrador Tourism 

• Sandra Mathews-Marsh, CEO of Visit Kent 

• Nigel Morgan, Prof. of Tourism Management and Marketing, University of Surrey, UK 

• Sharon Orrell, Head of Research, Visit England 

• Robert Skrob, Executive Director, Florida Association of Destination Marketing 
Associations 

• Keith Thorpe, Department of Communities and Local Government 
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• Councillor Lawrence Williams, Cabinet member for Tourism, Leisure and the Arts, 
Bournemouth Borough Council 

• Nick Varney, CEO, Merlin 
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3 Current Contribution of Coastal Tourism to 
Seaside Towns 

In this section we assess the nature and scale of the current contribution of coastal tourism 
to the regeneration of seaside towns. Our assessment is based on published sources of 
information and conversations with managers of tourism management and marketing 
organisations and academics studying coastal tourism. 

Question:  
What is the nature and scale of the current contribution of coastal tourism to seaside towns? 
 

 

Exhibit 3: Weymouth Beach, Dorset [Photo by Bugbog.com] 

3.1 Introduction 
In this chapter we assess published research on the economic performance and contribution 
of tourism to coastal communities in the UK and in other countries where this may have 
insights for the future development of tourism in coastal areas. Specifically, we assess, 
where published data is available and reliable, the scale of coastal tourism and its added 
value to economies. 

The context for examining the performance and contribution of coastal tourism to the 
regeneration of seaside towns is the overall performance of tourism in the UK and its 
member countries.  
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The main economic contributions (positive impacts) of sustainable coastal tourism were 
summarised in a Coastal Wiki fact sheet in 20135. They include contributions to government 
revenues, foreign exchange earnings, generation of employment and business 
opportunities.  

The following is a list of potential positive impacts that coastal tourism can bring to a local 
seaside region.  

Contribution to government revenues 
Government revenues from the tourism sector can be categorised as direct and indirect 
contributions. Direct contributions are generated by income taxes from tourism and 
employment due to tourism, the trading of tourism businesses and by direct charges on 
tourists. Indirect contributions derive from taxes and duties on goods and services supplied 
to tourists, for example, taxes on tickets (or entry passes to any protected areas), souvenirs, 
alcohol, restaurants, hotels, services of tour operators.  

Foreign exchange earnings 
Tourism expenditures, the export and import of related goods and services, generate 
income to the host economy. Tourism is a main source of foreign exchange earnings for at 
least 38 % of all countries (World Tourism Organisation 2013) and here in the UK it is often a 
major source of income for seaside towns.  

Employment generation 
The rapid expansion of international tourism has led to significant employment creation. 
Tourism can generate jobs directly through hotels, restaurants, taxis, souvenir sales and 
indirectly through the supply of goods and services needed by tourism-related businesses; 
for e.g. conducted tour operators. Tourism represents around 7% of the world’s 
employees.6  

Tourism demand is increasing worldwide. The challenge for Europe’s coastal and maritime 
resorts is to exploit this potential sustainably in order to offer attractive jobs to its people. 
Coastal and maritime tourism can be a major source of growth and jobs, especially for the 
young.  

Contribution to local economies 
Tourism can be a significant or even an essential part of the local economy. As the natural 
environment is a basic and major component of the tourism industry’s assets, tourism 
revenues are often used to measure the economic value of protected areas. Part of the 
tourism income comes from informal employment, such as street vendors and informal 
guides. The positive side of informal or unreported employment is that the money is 
returned to the local economy and has a great multiplier effect as it is spent over and over 
again. The World Travel and Tourism Council (2013) estimates that tourism generates an 

                                                            
 
5 The Impact of Sustainable Tourism on Coastal Areas, Abir Lal Mukerjee, Coastal Wiki, 2013 
6 World Tourism Organisation Annual Report 2013. 
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indirect contribution equal to 100% of direct tourism expenditures. This is important, 
sizeable and often unrecorded. 

Strengthening communities 
Sustainable coastal tourism can add to the vitality of communities in many ways; e.g. events 
and festivals of the local communities where they have been the primary participants and 
spectators. Often these are refreshed, reincarnated and developed in response to tourists’ 
interests. 

The jobs created by tourism can reduce emigration from coastal areas. Local people can 
improve their jobs and earnings prospects through tourism-related professional training and 
development of business and organisational skills. 

Direct financial contributions to nature protection 
Coastal tourism can contribute directly to the conservation of sensitive areas and habitats. 
Revenue from park-entrance fees and similar sources can be allocated specifically to pay for 
the protection and management of environmentally sensitive areas. Some local 
governments collect money in more far-reaching and indirect ways that are not linked to 
specific parks or conservation areas. User fees, income taxes, taxes on sales or rental of 
recreation equipment and license fees for activities such as hunting and fishing can provide 
local governments with the funds needed to manage natural resources.  

Establishing competitive advantage through sustainability 
Globally, more and more tour operators and providers take an active approach towards 
sustainability. Not only because consumers expect them to do so but also because they are 
aware that protected and conserved destinations are essential for the long-term survival of 
the tourism industry. More and more tour operators prefer to work with suppliers who act 
in a sustainable manner, e.g. saving water and energy, respecting the local culture and 
supporting the well-being of local communities.  

Our View 
The above list of benefits is, in many ways, self-evident. However, in our experience in the 
UK, they are rarely calculated in evaluations of the impact and benefits of tourism in general 
and coastal tourism in particular. This is often because there is a financial cost associated 
with such research, a lack of comparative empirical data and a lack of enthusiasm for its 
collection in organisations with tightly constrained budgets. 

3.1.1 The Scale and Value of Global Coastal Tourism 
A number of organisations have published information on the value of global tourism using 
different methods of calculation and different definitions of value. 

According to Mintel, 80% of all global tourism takes places in coastal areas.7 This means 
that:  

                                                            
 
7 “Marine Tourism,” Mintel, 2015 
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• Out of a total of US $1,159 billion in international tourist receipts in 2014, some 
$US927.2 billion, is attributable to coastal/marine tourism.  

In the UNWTO’s 2015 Most Visited Countries Rankings8, most of the top 10 countries have 
significant marine/coastal tourism sectors. The Top 3 include: 

• France, with its significant coastal tourism sector on the Mediterranean, as well as its 
Atlantic Coast, and northern coastline. 

• The US – a large, highly developed coastal tourism sector encompassing the Gulf of 
Mexico and both the Atlantic and Pacific seaboards, including California, Florida, and 
New England. 

• Spain, with its huge market for European beach holidays/packages. 

The UK, Italy, Turkey and Thailand are also among top 10, each with their own significant 
coastal tourism offer. 

3.1.2 A European Perspective 
A European Commission Coastal Strategy report of 20139 identified that with tourism 
demand increasing worldwide, the challenge for Europe’s coastal and maritime resorts is to 
seize the opportunity to offer attractive jobs to its people, especially the young.  

This report defines coastal tourism as covering beach-based tourism and recreation 
activities, e.g. swimming and sunbathing, and other activities for which the proximity of the 
sea is an advantage, such as coastal walks and wildlife watching; and defines maritime 
tourism as covering predominantly water-based activities, e.g. sailing and nautical sports 
(often carried out in coastal waters) and cruising, where marine regions such as the 
Mediterranean or Baltic can be covered in the course of a week’s holiday. 

In this context the European Commission (EC) has issued a European Strategy aiming to 
bring all stakeholders together to develop innovative and smart solutions to the multiple 
challenges facing the sector. We discuss this below in our answer to the question: How 
might the emerging and potential tourism offer of coastal areas and seaside towns be better 
developed and managed? 

The EC report identified that coastal and maritime tourism is the largest maritime activity in 
Europe and employs almost 3.2 million people, generating a total of €183 billion in gross 
value added and representing over one third of the maritime economy.  

In 2013 the number of nights spent in hotels or similar establishments in the EU reached a 
peak of 2.6 billion of which nearly 50% were spent by the sea, a very significant proportion. 

3.1.3 The United States 
In 2008, James R. Houston, Ph.D., Director of Research and Development, U.S. Army Corps 
of Engineers reported in a study that:  

                                                            
 
8 The United Nations World Tourism Organization’s (UNWTO) 2015 report 
9 “A European Strategy for More Growth and Jobs in Coastal and Maritime Tourism”, Marine Affairs, European Commission, 2014 
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• Coastal states receive about 85% of the tourist-related revenues in the U.S. It's 
estimated that some 180 million Americans annually make 2 billion visits to ocean, 
gulf and inland beaches – more than twice as many visitors than went to all the 
National Park Service properties during the same period.  

• It's estimated that U.S. beaches contribute more than $320 billion annually to the 
national economy – more than 25 times what national parks bring in.  

• Beaches offer the federal government an incredible return on investment. For every 
$1 invested annually, Washington receives $320 in tax revenues from beach 
tourists.10  

3.1.4 Australia 
A recent report by Tourism Research Australia looked at the economic impact of tourism in 
84 of the country’s tourism regions. It found that: 

• The top 20 regions accounted for a quarter of Australia’s tourism expenditure in 
2007/08 with the Gold Coast, Tropical North Queensland, Sunshine Coast, Mid North 
Coast and Northern Rivers the only regions whose total expenditure was above $1 
billion.11  

 

3.2 The Scale and Value of Tourism in the UK 

3.2.1 Office for National Statistics Figures 
The context for estimates of value added of coastal tourism (GVATI) is the calculation of 
gross value added for the tourism industry (GVATI) in the UK as a whole. 

An Office for National Statistics (ONS) report published in 201412 shows that Tourism Direct 
Gross Added Value (TDGVA) grew significantly in both 2011 and 2012 but levelled off in 
2013. In monetary terms TDGVA stood at £49 billion between 2008 and 2010 and increased 
to £53 billion in 2011. As Exhibit 4 below illustrates the ONS estimates revealed a rise in the 
value of tourism for 2012 to £56 billion based on this measure but with no further growth in 
2013 leaving the estimated value of TDGVA at £56 billion. The growth rates for the years 
2011-2013 were 8.6%, 4.9% and -0.2% respectively. TDGVA estimates are measured in 
terms of current prices and this implies that some of the growth is accounted for by 
inflationary effects. 

                                                            
 
10 American Shore and Beach Preservation Association (ASBPA), 2008 
11 "The Economic Importance of Tourism in Australia’s Regions", Tourism Research Australia, 2011.  
12 “Tourism Direct Gross Value Added”, ONS, 2014 
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Exhibit 4: Source - Office for National Statistics 2014 

This report noted that Tourism Direct Employment rose from 1.55 million in 2010 to 1.67 
million in 2011 and that the number of Tourism Direct Full-time Equivalents rose from 1.22 
million in 2010 to 1.31 million in 2011. 

In this reporting period domestic tourism expenditure rose from £92.7bn in 2010 to £99.8bn 
in 2011. And inbound tourism expenditure rose from £19.6bn in 2010 to £21.0bn in 2011. 

In Exhibit 5 below we show the ONS calculation (%) figure for GVATI at the regional level in 
2011 (latest published figures). In this chart a high figure means that a high percentage of 
regional output (represented by GVA) is accounted for by the tourism industries within that 
region.  

GVATI simply sums the total gross value added of all establishments belonging to tourism 
industries. 

The exhibit below shows that the regions with the highest GVATI % are London and the 
South West. This indicates the relative importance of the tourism industries in terms of 
contributing to GVA within each of the regions. As noted by the ONS it does not, however, 
relate this to visitor expenditure so this figure does not provide an accurate picture of the 
direct contribution of tourism to a region. 
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Exhibit 5: Source - Annual Business Survey (ABS) - Office for National Statistics 

The same ONS Report provides information on tourism expenditure by region. As Exhibit 6 
below shows, 40 per cent of total 2011 expenditure was in London and the South East. 
Spend relating to outbound travel was particularly prevalent in these areas, with around 58 
per cent of the total, reflecting the large proportion of UK outbound airport passengers 
flying from Heathrow and Gatwick as well as the ferry and channel tunnel departures from 
these two regions. 

 

Exhibit 6: Source ONS 2013 - Estimated Tourism Expenditure 2011 (£m) by UK NUTS1 Area and Visit Type 
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3.2.2 Mintel Research 
More recent research provided by Mintel to Placematters in October 2015 provides a more 
up to date picture of tourism in the UK, the backdrop for coastal tourism.  

In summary the information provided by Mintel indicates that: 

• The total number of holidays (nights) taken in 2014 by UK citizens was just under 94 
million.  

• The number of holidays abroad rose by 4% in both 2013 and 2014 reaching 13 
million trips. 

• Domestic holiday volumes have fallen back 7% over the past five years since the 
‘staycation’ peak of 2009.  

• Expenditure has increased by 13% in 2014 reaching £24.7 billion (excluding 
transport). 

• Restaurants and pubs dominate consumer spending. 

• Package holidays are most popular. 

• Over 55s and 25-34s are the biggest spenders.  

• Beach holidays, city breaks and family holidays take the lead. 

• Innovative apps are increasingly enhancing consumer experience. 

Mintel’s latest Leisure Review13, indicates that the UK leisure industry is set to reach £80 
billion, having increased by 15.3% between 2010 and 2015.  

 

Exhibit 7: Source - Mintel Research on Value of the UK Leisure Industry, by segment, 2015 

As the exhibit above shows the restaurants/takeaways and pubs/bars segments of the 
leisure industry dominate consumer expenditure with a combined total of 63%. This 

                                                            
 
13 “Mintel Leisure Review UK” October 2015 
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suggests that people are more inclined to participate in sociable leisure activities, a finding 
of importance for the development of coastal tourism.  

And, in terms of consumer’s behaviours, the Review shows that the music concerts and 
sports events sectors have seen the highest growth rates in the last five years. 

Mintel’s research reveals that around 4 in 5 UK consumers took a holiday in the 12 months 
ending October 2014. Almost 6 in 10 have taken a domestic break and 5 in 10 travelled 
abroad on holiday, with 38% of adults visiting Europe and 15% taking a long haul holiday 
farther from Europe. This means that 50% took holidays in the UK. 

Beach holidays, city breaks and family holidays were the leading kinds of holiday taken, with 
around 1 in 3 of holidaymakers taking each of these types in the 12 months ending October 
2014. These are followed by holidays in the countryside, taken by 1 in 5 holidaymakers; 
cultural or historical sightseeing trips, taken by 16%; and camping/caravanning park 
holidays, taken by 14%. 

Package holidays have increased by 11% since 2009, outperforming the amount of 
independent holidays, which experienced a decline of 4.5% over the past five years. This is 
thought to be partly due to the popularity of all-inclusive holidays.  

There has also been a revival in the amount of short trips taken since the recession with an 
estimated one to three-night trips overseas rising by 5% in 2013 and an estimated 16% in 
2014. 

What these findings suggest is that despite the recession and a period of austerity British 
people are once again spending money on a variety of types of holiday and taking a holiday 
remains a desired use of spare time and disposable income.  

Our View  
The challenge for coastline communities is to capture a share of this growing expenditure 
and attract holiday makers to the UK coastal offer.  

 

3.3 The Value & Contribution of Coastal Tourism 

3.3.1 A Typology of Impact and Contribution 
Our recent experience of working on the development of coastal tourism in England and in 
Ireland illustrated that coastal tourism offers a range of positive contributions to seaside 
towns and other smaller coastal communities. Those most widely recognised are: 

• Generation of income for attractions, hotels and other types of accommodation, 
food and beverage establishments, shops and markets. 

• Generation of income for events and programmes of activities. 

• Employment in the hospitality and tourism sectors. 
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• Generation of sales for providers of foodstuffs supplying accommodation providers 
and food and beverage outlets. 

• Generation of income for spend on coastal conservation and protection. 

Less obvious, less measured, but also important, is the benefit that tourism creates through: 

• Investment in land and buildings by tourism providers and operators, which supports 
the construction industry and building maintenance firms. 

• Investment in people through, for example, staff apprenticeships and continuing 
training. 

• The generation of income for transport operators (taxis, buses and rail services). 

• Creating brand value and positive reputation and identity for seaside towns. 

• Raising the consciousness and awareness of consumers as tourists to the changing 
offer of seaside towns. 

All too often these benefits go unmeasured in existing approaches to assessing the value 
and impact of coastal tourism (i.e. visitor overnight stays). In our work as destination brand 
strategists we do attempt to measure the latter considerations. 

3.3.2 Measuring the Impact and Contribution of Coastal Tourism 
The challenge to be faced in attempting to assess the value of coastal tourism to seaside 
towns lies in the supply and nature of data available. 

A 2010 Report by the Centre for Economic and Social Research (CESR) at Sheffield Hallam 
University14 succinctly summarises the problems in attempting to measure the impact of 
coastal tourism on coastal communities. The chief challenges are: 

• The seaside tourist industry is unlike other industries as the jobs it supports are 
spread across a range of sectors – the hospitality sector for example, which covers 
hotels and other short-stay accommodation, restaurants, cafes and bars, the retail 
sector and attractions. 

• Measuring the value added of the tourism contribution in these sectors is difficult 
because they are supported by tourists and local residents. 

• Disentangling the impact of one from the other, and quantifying the impact of 
tourism, is not easy. 

• The conventional approach to solving this problem has been by means of large-scale 
visitor surveys whose principal limitation is that they usually stop short of estimating 
the number of jobs actually dependent on tourist spending, or, more importantly, of 
the economic output (in terms of value added) of the industry. 

                                                            
 
14 “The Seaside Tourist Industry in England and Wales”, CESR, Sheffield Hallam University, 2010 
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• Local surveys have attempted to circumvent some of the problems, but differences 
in methods result in statistics that are rarely comparable between places or through 
time, let alone comprehensive in coverage.  

A further report published by the same organisation in 201415 listed the following 
challenges in using tourist data to determine overall economic impact: 

• National visitor surveys don’t generate reliable statistics for local areas. 

• Day visitor data is imperfect. 

• Local studies vary in methods and don’t provide comprehensive coverage. 

• Counting inputs (e.g. visitors) doesn’t necessarily tell you much about outputs (e.g. 
jobs supported). 

• Jobs supported by tourism are often mixed up in the same businesses as jobs 
supported by local consumer spending. 

As a result, there is only a partial comparative picture to be had of the impact and value of 
coastal tourism to seaside towns other than surveys carried out by individual towns. 

3.3.3 Employment in Coastal Tourism in England and Wales 
We have reviewed the findings of a number of studies on coastal tourism over the last five 
years and present the highlights below. 

The 2010 study by CESR indicated that: 

• In 2010 the seaside tourist industry directly supported some 210,000 jobs (an 
average year round figure), spread across six sectors of local economies.  

• And, since the late 1990s, employment in the seaside tourist industry is estimated to 
have increased – by around 14,000 in the principal seaside towns (and possibly as 
much as 20,000 overall) or by a little more than one per cent a year. 

The report speculated that “adding in places and sectors not covered in the main estimates, 
and the inland spend of seaside tourists, might raise the total number of jobs supported 
directly by seaside tourism to 250,000.” 

Further jobs will be supported through the supply chain and via multiplier effects. The total 
number of jobs supported directly or indirectly by seaside tourism will therefore be far 
greater.  

An update on this report, published by CESR in 201416 indicated that employment in seaside 
tourism was estimated to be slightly higher in 2012 than before the 2008 recession (and the 
onset of the age of austerity) at 212,000, and that 58 individual towns each have at least 
1,000 jobs in seaside tourism. When accounting for jobs that occur in the broader tourism 

                                                            
 
15 “Seaside Towns in the Age of Austerity,” CESR, Sheffield Hallam University, 2014. 
16 “Seaside Towns in the Age of Austerity”, CESR, Sheffield Hallam University, 2014 
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supply chain, and adding in multiplier effects for indirect jobs, the total number of jobs 
related to seaside tourism is closer to 600,000. 

The 2014 CESR report provides information for England and Wales as a whole and provides 
estimates of the number of jobs supported by seaside tourism broken down by sector. 
Hotels and restaurants account for the largest number – almost 100,000. The retail sector 
accounts for a further 56,000. Campsites and short-stay accommodation accounted for 
31,000 jobs, recreation sport and culture 16,000, amusement parks 5,000 and transport 
5,000. These figures for the hotel and retail sectors are the extra jobs in seaside towns 
supported by tourism, not the headline number of jobs in either sector which will include 
jobs supported by local consumer spending. 

A 2015 study by the National Coastal Tourism Academy17 reported that in 2013 holiday trips 
to the seaside by GB residents were 29% of the total in comparison with 30.3% to large 
cities and towns, 22.4% to the countryside and 18.2% to small towns. 

These findings are supported by those of a recent 2014 report by the Office of National 
Statistics18 which demonstrated that employment in UK tourism industries grew by 5.4% 
between 2009 and 2013, twice the rate of the rest of the UK labour market and faster than 
the rate of growth in coastal tourism documented in the Sheffield Hallam report. The NCTA 
research identified that since the late 1990s, employment in the seaside tourist industry has 
increased by about one per cent a year – an overall growth of 20,000 jobs. The estimated 
value to the economy of the jobs in seaside tourism in 2015 is around £3.6 billion. 

3.3.4 The Value Added of Tourism to the Coastal Economy 
The value of coastal tourism is generally taken by us to mean the sum of the value of 
tourist’s expenditure plus the value of the employment, investment and contracting 
generated by tourist sector operators and providers. 

Data Limitations 
Estimates of the value of coastal tourism to the UK as a whole are hard to come by. They are 
more typically calculated for the individual countries of the UK where they are calculated at 
all. It is easier to obtain estimates of the value of tourism for the overall UK economy. 

Typically, the available statistics concentrate on numbers of trips to regions, local 
authorities, localities and attractions, providing information on numbers of trips, nights stay 
and estimates of spend (often without a breakdown). It is not always clear how the statistics 
are calculated. Across the UK it is likely that there are a number of methods of calculation. 

It is not usual to find statistics for coastal strips to specific attraction, for example the Wales 
Coastal Path, as opposed to individual towns or local authority districts.  

However, the contribution of coastal tourism needs to be measured by more than trips, 
nights and tourist spend. It also needs to be assessed in terms of the value of investment in 
                                                            
 
17  “Coastal Tourism in 2015”, National Coastal Tourism Academy. 
18  Office of National Statistics 2014 
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the maintenance of tourism infrastructure, investment in new tourism attractions, the 
contribution that it makes to employment and training, the contribution it makes to local 
supply sectors like construction, building maintenance, and the use of locally sourced food 
products, for example. 

In its 2015 report on coastal tourism the NCTA argue that: 

• A key barrier to grasping the nature of coastal tourism is the challenge of applying 
and using national data at a coastal level. Where some coastal towns are neatly 
made up of one borough council and therefore data is more easily accessible, others 
are part of a much wider unitary or district authority that includes multiple 
destinations that are not always exclusively coastal tourism.  

• Reviewing local level activity for coastal resorts presents challenges of samples, 
research methods and accuracy of data conclusions and that in order to truly 
understand the local picture of coastal tourism, robust and comparable research 
needs to be undertaken in all destinations, coordinated centrally and based on 
coastal destinations not local authority boundaries. 

Estimates of added value for England  
Visit England publishes annual statistics on seaside tourism on its web site19. This indicated 
that in 2014: 

• There were 17.64 million trips to the seaside on domestic overnight trips in England, 
19% of the total, with spend at £3.9 billion (21% of all spending on domestic 
overnight trips). There were also 144 million tourism day trips involving a trip to the 
seaside – or 11% of the total – with associated spending of £5.3 billion (12% of all 
spending on day visits). 

• Holidays are the highest volume trip purpose for seaside trips, accounting for 73% of 
trips taken, while visits to friends and relatives (VFR) trips account for 21% of trips. 

• The profile of seaside trips is very different to the England average, with seaside trips 
more likely to involve a ‘general day out’ (21% vs 8%) or outdoor activities (13% vs 
7%). They are less likely than average to involve visiting friends or family, nights out 
or going out for entertainment. 

• Domestic holidays to the seaside last longer than the average trip length, at 4.05 
nights, compared to 3.37 nights across all English trips. 

• The South West accounts for 23% of English holidays in total, but 40% of seaside 
holiday trips – well ahead of the next most popular regions, the South East (17% of 
seaside holidays) and the North West (13%). 

• While the age profile of seaside visitors is similar to the overall population, seaside 
holidays are more likely to be taken by families, and are more likely to be taken by 
those in the less affluent social grades C2DE (43% of seaside holidays vs 33% of all 
trips) Aside from going to the beach, seaside trips are more likely than average to 

                                                            
 
19 “Domestic Seaside Tourism” https://www.visitengland.com/sites/default/files/seaside.pdf 
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involve visitor attractions and outdoor activities, with trips less likely than the 
average to involve activities related to history and heritage or arts, culture and 
entertainment. 

In its evidence to the recent 2015 House of Commons Committee of Inquiry into Tourism 
the NCTA20 stated that “Seaside tourism in England in 2012 was valued at £4.3 billion for 
overnight domestic trips and £3.8 billion for tourism day trips. Although predominantly a 
domestic market for many seaside destinations, there are some seaside destinations that 
have significant international visits, for example Bournemouth, where the International 
Education market is valued at £212 million.”  

We note that Brighton is in a similar position with a large number of language schools 
contributing significant income to the local economy in terms of learning fees and spend on 
accommodation, food, beverage and entertainment. 

Estimates of added value for Wales 
Professor Annette Pritchard21 of the Welsh Centre for Tourism at Cardiff Metropolitan 
University provided us with her insights on the value and scale of coastal tourism in Wales: 

• The Welsh Coast is vital to the tourism industry in Wales. In 2006, spending 
associated with an overnight visit to the coast amounted to around £648 million, 
nearly 40% of total tourism spending in Wales.  

• It attracts around 4 million staying trips (16.9 million nights) each year together with 
an estimated 25 million tourism day trips.  

• The greatest bulk of seaside tourism is for leisure and holiday purposes although 
cities and resorts such as Cardiff, Swansea and Llandudno also attract business and 
conference tourism.  

• Visits to the coast account for 41% of all overnight trips in Wales – a much higher 
proportion than in England and Scotland where visits to the seaside only account for 
20% and 13% of trips. 

• Within the Welsh regions, seaside tourism is particularly important for North and 
South West Wales where it accounts for half of all activity (57% and 48% of tourism 
spend respectively).  

• Seaside tourism is least important in South East Wales where it accounts for 12% of 
all tourism spend.  

• The direct impact of tourism amounts to an estimated 3.2% of whole-economy 
value-added in Wales.  

• The economic impact of tourism is much higher in many rural and coastal areas that, 
in relative terms, are more dependent on tourism. 

                                                            
 
20 Evidence from the NCTA presented in January 2015. 
21 Professor Annette Pritchard, Welsh Centre for Research on Tourism at Cardiff Metropolitan University 
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Estimates of added value for Scotland 
A report by the James Hutton Institute in 201222 identified that: 

• Scottish-wide tourism makes up 5% of GVA and supports around 9% of total 
employment in Scotland.  

• As of 2009, tourism-related activities in Scotland are worth £4.1 billion per year, with 
15 million tourists taking overnight trips23 

• Annual expenditure on tourism varies by specific sectors; e.g. the sailing tourism 
sector generates £101m per year and sea angling generates sea angling generates 
£140m per year24.  

• The combined annual net expenditure from other coastal sports such as sea 
kayaking, sub-aqua and windsurfing is estimated at £10m per year25. 

3.4 Initial Conclusions 

3.4.1 Tourism Contributes Substantial Value to Seaside Towns 
Coastal tourism, globally, in Europe as a whole and in the UK, is a major source of revenue 
for coastal communities, a major sector of employment and a major investment sector. 

Despite the difficulties faced in obtaining information on the value and impact of the coastal 
tourism sector in the UK, the available information, most recently provided by research 
carried out for the NCTA, and from Mintel, does indicate that it is a major contributor to the 
economies of coastal communities. The level of current employment is thought to be stable 
and have the potential for growth as is the level of GVATI. 

If we consider the potential range of benefits from coastal tourism, as described at the 
beginning of the chapter, despite a lack of comprehensive and comparable data, improved 
and additional tourism offers at the seaside could boost visitor numbers, increase 
employment, add purchasing power to the local economy, strengthen community pride and 
begin to change negative perceptions of seaside towns; and increase the level of tax 
revenues flowing to HM Government.  

Improved and additional new tourism offers at the seaside would boost visitor numbers, 
increase employment, add purchasing power to the local economy, strengthen community 
pride and begin to change negative perceptions of seaside towns; as well as increase the 
level of tax revenues flowing to HM Government.  

3.4.2 Improved Data Collection 

Gaining a clear and uniform picture of the contribution of coastal tourism to the 
regeneration of seaside towns has been challenging due to data collection difficulties, 

                                                            
 
22 “Scotland’s Coastal Assets”, James Hutton Institute, 2012 
23 “Assessing the Impact of Nature based tourism in Scotland, Scottish Natural Heritage”, 2010. 
24 “Scotland’s Marine Atlas”, Marine Scotland, 2011 
25 Office for National Statistics, Annual Business Inquiry (Compiled by Scottish Government) 2010 
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principally the range of methods being used to track visits, spend, impact and market 
segment behaviours. 

Beyond measuring basic tourism metrics such as hotel occupancy and average tourist spend, 
a first priority for the UK is to capture, as accurately as possible, both the direct as well as 
indirect economic impacts and benefits generated by coastal tourism. This would require 
collaboration between central government-funded country tourist promotion organisations 
(Visit England, Scotland and Wales), Local Authorities, the National Tourism Partnerships, 
membership organisations like the BHA, Destination Investment Districts (e.g. BIDs), 
Destination Management Organisations and other forms of tourism development and 
promotion bodies and partnerships.  

3.5 Initial Recommendations 

The priority should be to standardise methods of data collection – number and type of 
coastal tourism and hospitality businesses, the numbers of people they employ, the wages 
they pay, the tax they contribute, annual revenues and numbers of people catered for, and 
visitors’ expenditure. Taken together, and expressed in aggregate for different scales of 
location, these would provide a better picture than at present of the beneficial economic 
impacts they have on their communities. This would provide government, operators, local 
authorities and DMOs with a better understanding of the contribution coastal tourism 
makes to the regeneration of seaside towns. 
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4 The Existing Geography of Coastal 
Community Development, Management 
and Promotion 

4.1 Existing Public Sector Policies and Initiatives 

4.1.1 The Challenges Facing Seaside Towns 
The wider context for this study is the condition of seaside towns in the UK and government 
policies designed to stimulate their regeneration. More specifically it is the current set of 
policies and initiatives that the UK and country governments are pursuing to boost tourism 
and coastal tourism in particular. 

However, it is important to understand the wider set of challenges facing seaside towns and 
the prospects for their regeneration as it is the context for the role that coastal tourism can 
play in supporting and stimulating regeneration.  

This context is characterised by (1) the nature of these challenges – a mix of factors, 
principally declining job opportunities, low wage rates, increasing unemployment 
particularly among young people, rising rates of deprivation, drug dependency, relocation of 
social security claimants, an ageing population with increasing rates of disability, 
deterioration in their physical fabric, closure of businesses, the changing nature of the 
market for their tourism, leisure and entertainment offers, and (2) the past and current 
policy initiatives of central and local government to deal with these challenges. These 
initiatives are summarised below 

Our purpose in assessing these contextual initiatives is to understand the extent to which 
they will improve the prospects for investment in the offer of the tourism sector on the 
coast. The success of these policy initiatives or otherwise will have an impact on the 
proposals for action by government which we set out in this report in Chapter 9.  

The socio-economic problems of seaside towns and the challenges facing them have been 
recognised since the late 1990’s and many studies have been undertaken to understand the 
causes of their decline and to suggest policy initiatives to reverse them.  

That there is an ongoing discussion on effective ways to deal with the decline of seaside 
towns is an indication of the complexity of their situation and the mixed impact of public 
policy to date. There is still a lot to do. 

4.1.2 A Brief Chronology of Seaside Town Research Studies  
Below we summarise our understanding of recent (since 1999) policy initiatives and 
research published on the decline of seaside towns and the prospects for their revival. This 
chronology indicates that seaside towns have been the subject of significant academic and 
policy research which has driven a range of central and local government policy initiatives 
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from a number of departments, principally by the Department of Communities and Local 
Government.  

However, what is notably missing from both the published academic and policy research are 
substantive time-series reports on the impact of central government policy on seaside town 
revival and regeneration and the impact of the funds made available to coastal 
communities. 

The research reports we have assessed are: 

• 1999: “UK Seaside Resorts – Behind the Façade”26 published which concluded that, 
dominated by tourism-related business and the service sector, the seaside economy is 
fragile; that seaside resorts have comparatively low rates of economic activity; that 
employment in tourism dominated seaside resorts is heavily dependent on seasonal 
trends; and that seaside resorts are facing increasing social pressures that contribute to 
and are indicators of a continued process of decline. 

• 2003: Publication of “The Seaside Economy – The Final Report of the Seaside Towns 
Research Project”27 which concluded that increasing seaside unemployment was 
primarily the result of high levels of in-migration, that most seaside towns have higher 
unemployment than their surrounding areas because in seaside towns benefit claimants 
are often likely to find suitable and affordable former holiday accommodation to rent. 

• 2007:  The Communities and Local Government Select Committee launched an inquiry 
into coastal towns. It concluded that many coastal towns share common challenges - 
physical isolation, significant levels of deprivation and transience, and low-waged, low-
skilled, seasonally dependent economies; vulnerable people moving in as young people 
tend to leave; a lack of affordable, suitable housing, with large former hotels and guest 
houses often converted for multiple occupancy by social security claimants. 

• 2008: Coastal Communities Alliance formed in response to tepid central government 
reaction to the report of the Select Committee. 

• November 2008: Publication of “England’s seaside Towns – A Benchmarking Study”28 
which concluded that England’s principal seaside towns are rather more disadvantaged 
than the rest of the country, but not markedly so. 

• March 2010: DCLG publishes “Strategy for Seaside Success – Securing the Future of 
Seaside Economies”29, a Labour government strategy to ensure seaside towns have the 
support they need to build on their heritage and take advantage of new opportunities to 
develop strong economies and communities for the future. 

                                                            
 
26 “UK Seaside Resorts – Behind the Façade”, British Resorts Association, 1999. 
27 “The Seaside Economy: The Final Report of the Seaside Towns Research Project”, Christina Beatty and Steve Fothergill, Sheffield Hallam 
University, CRESR, 2003. 
28 “England’s Seaside Towns – A Benchmarking Study”, Department of Communities and Local Government, carried out by Christina 
Beatty, Steve Fothergill and Ian Wilson, CRESR, Sheffield Hallam University, 2008 
29 “Strategy for Seaside Success – Securing the Future of Seaside Economies”, DCLG 
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• 2010: Coastal Communities Alliance publishes “Coastal Regeneration in English 
Resorts”30.  

• 2010: “The Seaside Industry in England and Wales” published by CESR, Sheffield Hallam 
University (authors – Christina Batty, Steven Fothergill, Tony Gore and Ian Wilson) and 
funded by the British Resorts and Destinations Association, finds that since the late 
1990s, employment in the seaside tourist industry is estimated to have increased – by 
around 14,000 in the principal seaside towns (and possibly as much as 20,000 overall) or 
by a little more than one per cent a year, and that the value of the economic output 
(Gross Value Added) associated with this employment in seaside tourism was estimated 
to be £3.4bn in 2007 (or £3.6bn in 2009, adjusting for inflation), concluding that this is 
low in relation to the industry’s substantial employment because of the prevalence of 
low-wage and part-time employment in much of the industry.   

• 2011: Labour Party publishes its policy review “Seaside Towns – What matters to coastal 
communities and economies” which commits the party to look at new ways of working 
with existing partners including Visit Britain, the Heritage Lottery Fund, English Heritage 
and Natural England to devise a strategy to increase visitor numbers in seaside towns. 

• March 2011: Department for Food and Rural Affairs and DCLG jointly publish “England’s 
Smaller Seaside Towns – A Benchmarking Study”31,  which concluded that taking account 
of a range of evidence, smaller seaside towns are on average rather more disadvantaged 
than England as a whole, but a little less disadvantaged than larger seaside towns; are 
retirement destinations to an even greater extent than larger seaside towns; and more 
reliant on the seaside tourist trade, and as a result low wages, with seasonal 
unemployment common.  The report also concluded that, compared to rural towns, the 
scale of disadvantage in smaller seaside towns is distinctly more marked, especially on 
indicators such as the employment rate, skills, qualifications, earnings and benefits. 

• 2012: The Chief Secretary to the Treasury, Danny Alexander, announces the creation of 
the “Coastal Communities Fund” to “ensure that coastal communities share the benefits 
of their greatest natural resource, the sea…ensuring that our beautiful and dynamic 
coastal communities continue to develop and diversify so they become vibrant year 
round economies that flourish in the 21st century.” In Round one (2012–2013) £26.1m 
was awarded to 51 projects. In round two (2013–2014) £27.6m was awarded to 52 
projects. 

• 2012: DCLG funds the establishment of the “National Coastal Tourism Academy”, 
Bournemouth, with a grant of £2 million to create Europe’s first National Coastal 
Tourism Academy which will deliver training support to coastal tourism businesses 
through virtual and personal business guidance and on-line resources, coastal tourism 
research and development. 

                                                            
 
30 “Coastal Regeneration in English Resorts” Edited by John K Walton & Patrick Browne, 2010 
31 “England’s Smaller Seaside Towns – A Benchmarking Study”, prepared by CESR at Sheffield Hallam University, 
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• 2013: Visit England publish report “England’s Seaside – What are the opportunities”, 
with the objective of assisting seaside and coastal tourism businesses and destinations 
to identify and exploit opportunities to grow their businesses and markets. This report 
identifies that trips to the seaside made up 31% (14.4 million) of the 46.0 million 
overnight domestic trips taken for holiday purposes in 2012; that seaside day trips are 
more likely to involve children (24% versus 16% for all trips); that The seaside is more 
likely to be seen as a ‘general day out’ destination for a tourism day trip than other 
destination types; that online booking of seaside trips is rising in line with trips overall: 
42% of trips were booked online in 2012 compared with 20% in 2006. However, seaside 
destinations were still a little behind the curve, with only 47% of all trips booked online 
in 2012. The report concluded that a visit to the seaside was now seen by the public as 
so much more than just the beach: 38% see it as a conduit to relax, 38% sightsee on foot 
and 30% go for a short walk. 

• August 2013: ONS publishes “A profile of Deprivation in Larger Seaside Destinations, 
2007 and 2010”.32 This finds that larger seaside destinations generally had greater levels 
of deprivation than the rest of England in 2007 and 2010 (with the exceptions of 
Christchurch, Lytham St Annes, Poole, Worthing, Southport and Bognor Regis), and that 
mid-sized seaside destinations tended to have lower levels of deprivation than larger 
seaside destinations and a wider range of deprivation levels and the mid-sized seaside 
destinations featured the most deprived seaside destination (e.g. Skegness and 
Ingoldmells) and the least deprived seaside destination (Formby) found in the analysis. 

• August 2013: The Centre for Social Justice publishes the report “Turning the Tide – Social 
justice in five seaside towns” which concluded that whilst the challenges facing many of 
Britain’s seaside towns are substantial, they are not insurmountable; the beauty on 
which these towns’ success was originally founded remains; the skies and sands that 
drew in visitors are still there;  most still have housing stock with potential, inherited 
from Victorian heyday; many are well connected by rail to larger urban areas; but to 
truly develop, these towns must build economies which are dependent neither on 
tourism nor welfare. 

• March 2014: DCLG Ministers launch round three (2014–2017), of the Coastal 
Communities Fund, the final round of the fund, with circa £64m available. 

• July 2014: Publication of “Seaside Towns in the Age of Austerity – Recent Trends in 
Employment in Seaside Tourism in England and Wales”33 which concluded that the 
seaside tourist industry had weathered the post-2008 economic downturn relatively 
well and even sustained the modest growth that was evident before the recession and 
that the seaside tourist industry remained a large employer. 

                                                            
 
32 “A Profile of Deprivation in Larger Seaside Destinations, 2007 and 2010”, Phil Humby, Area Based Analysis, Office for National Statistics. 
33 “Seaside Towns in the Age of Austerity – Recent trends in Employment in Seaside Tourism in England and Wales”, S Fothergill, Christina 
Beatty and Tony Gore, CRESR, Sheffield Hallam University, 2014 
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• DCLG publishes “Coastal Communities Fund - Annual Progress Report 2014”.34 As of 
March 2014, £20.7m had been spent by round one and two projects.  

• September 2014: British Hospitality Association publishes its submission to the DCMS 
select committee enquiry into tourism and recommends the establishment of Tourism 
Enterprise Zones for rural and coastal areas. 

• October 2014: Office for National Statistics publishes report on “Coastal Communities”, 
based on the 2011 Census, based on 274 coastal community areas, which highlights the 
growth of older age people in these communities, the growth of long-term health 
problems in their populations, their lower than national average employment rate, and 
the growth in housing in multiple occupation,  

• 2015: Visit England publishes research report on “Domestic Seaside Tourism”, which 
focuses on domestic overnight visits to the seaside in 2014. This indicates that in 2014 
there were 17.64 million trips to the seaside on domestic overnight trips in England, 19% 
of the total, with spend at £3.9 billion (21% of all spending on domestic overnight trips). 
There were also 144 million tourism day trips involving a trip to the seaside – or 11% of 
the total – with associated spending of £5.3 billion (12% of all spending on day visits). 

• March 2015: DCLG announces names of first twelve towns supported to create Coastal 
Community Teams to ensure that for the first time local people, councils and businesses 
are coordinated in tackling the specific challenges each place faces and developing a 
strategy for future success.  

• July 2015: DCLG Coastal Communities Minister Mark Francois announces support of £1 
million to fund an additional 104 Coastal Community Teams to “help bring jobs, growth 
and prosperity back to beach towns and cities”. 

• July 2015: DCLG announces £3 million for a “Coastal Revival Fund” for England’s Seaside 
Towns. Funds can be spent on the improvement, repair or regeneration of structures or 
sites, for the initial works that will help revive structures in the longer-term, such as 
feasibility studies, conservation management plans, legal advice on development, and 
architectural surveys. Projects must contribute to the improvements of a particular 
heritage or community building, structure or public area. Coastal Community Teams will 
help decide where that investment goes. 

• July 2015: DCLG announces that the Coastal Communities Fund is to be extended to 
2020/2021 with at least a further £90 million to unlock the economic potential of coastal 
communities funding will help seaside towns revitalise areas, create jobs, and boost 
local economic growth. 

                                                            
 
34 “Coastal Communities Fund - Annual Progress Report 2014”, Big Lottery Fund, 
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• 2015: Publication of “Coastal Tourism 2015 – Summary Report of Opportunities and 
Challenges for Growth in Coastal Towns”35, which concludes that (1) coastal tourism is a 
significant and important part of the tourism industry and an often undervalued and 
misunderstood sector, (2) the dominance of SMEs combined with increased pressure on 
local authority spending as a result of the social make up of coastal towns, makes the 
delivery of change more challenging on the coast, (3) there are significant opportunities 
for growth in coastal towns, (4) the most successful destinations are those that have a 
good range of resources and attractions, have had strong leadership, a clear strategy for 
destination management and collaborative partnerships across the public, private and 
tertiary sectors. 

4.1.3 Conclusions from Research that has Driven Public Sector Policy 
In 2012 the magazine “New Start”36 drew a number of conclusions from the available 
published research on seaside towns, which has influenced public sector policy, conclusions 
which are still relevant in 2016. Seaside towns have: 

• Above average proportions of older people and people of working age on benefits. 

• Higher than average proportions of small and cheap private sector rented housing units, 
often of poor quality. 

• High levels of health inequality. 

• Low wage, low skilled seasonal employment.  

• Higher dependency on public sector employment. 

• Less diverse economies then inland settlements. 

• Some degree of isolation which is perceived as a barrier to inward investment, but, in 
contrast, are also seen to have a greater degree of self-containment. 

• Greater environmental risk, for example, costly sea defences against flooding or erosion, 
which can create uncertainty for investors. 

• Significant public realm which is costly to maintain and replace, creating conflicts with 
other spending priorities. 

• A resistance to change among their population and businesses. 

• Suffered from deindustrialisation which has had an impact in port towns or those with 
coastal industries such as ship-building, leaving derelict land, often contaminated, and 
often with relatively poor road access.  

To this list, from our own reading of this research, we can add that seaside towns: 

                                                            
 
35“Coastal Tourism 2015 – Summary Report of Opportunities and Challenges for Growth in Coastal Towns”, the National Coastal Tourism 
Academy, 2015.  
36 “Common Ground for Seaside and Coastal Towns”, New Start, August 1, 2012. 
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• Often have a major image problem, both in reality and in perceptions (especially in 
the media), in terms of their declining visitors, out of date tourism offer, businesses 
closing down, increased unemployment and social problems. 

• In some locations, have a major problem of drug abuse, often in public places, which 
creates security and safety concerns for visitors and businesses, which deters 
investment by the private sector and creates a negative set of perceptions. 

• Are facing significant financial challenges in maintaining and improving their public 
realm due to central government funding cuts which, if not maintained, creates a 
perception of decline. 

• Are continuing to face problems of housing in multiple occupation, often by social 
security claimants, which reduces the stock for letting to tourists and can lead to 
increased damage to the fabric of buildings. Perpetuation of HMO also reduces the 
spending power of resident populations, important for the off-season economy 
period. 

• Face the problems of a lack of investment by some private landlords in maintaining 
housing in multiple occupation. 

• Have a growing level of residents, often elderly, with disabilities, creating pressures 
on local social services. 

• Need to attract and grow businesses in other sectors not just in tourism. 

• Need to get online to a greater extent to market and promote their offer and 
experience. 

• Need to develop clear and compelling brands for their offers and experiences. 

• Need to understand how changes in consumers use of time and money are changing 
their leisure and entertainment behaviours. 

 

4.1.4 Conclusion on Public Sector Policy on Seaside Towns 
This section examines the public policy response on seaside town regeneration to the 
research findings and conclusions quoted above (which we have assumed that policy 
makers have read and taken note of). 

The most active central government department in tackling the challenges facing seaside 
towns has been DCLG, particularly in 2015 since the general election, when it announced a 
raft of coastal initiatives that will benefit places in need of regeneration if the money is 
allocated wisely. 

The lead department with responsibility for tourism, and hence coastal tourism, the 
Department for Culture Media and Sport (DCMS), appears to be significantly less active in 
provision of support for the regeneration of seaside towns. 
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As noted by the Tourism Alliance in 201037, while DCMS is responsible for tourism, the 
majority of legislation that impacts on tourism sector businesses is managed by other 
government departments. As such, regulation promulgated outside DCMS tends not to 
adequately take into account impacts on the tourism industry. The alliance argued that 
particular care needs to be taken by government to ensure that any potentially adverse 
impacts of regulation generated outside DCMS are adequately assessed and mitigated. 
Reducing the level of poor and excessive regulation will enable tourism businesses, most of 
which are SMEs, to concentrate their resources on creating jobs and generating growth.  

In comparison to DCMS, DCLG has (1) supported the establishment of Coastal Community 
Teams to act as a focus for planning, funding, implementing and managing regeneration and 
improvement projects, and, (2) established a number of funds designed to improve the 
environment of seaside towns, attract and support new businesses with growth prospects, 
support training of local residents to obtain new skills in demand in tourism and related 
sectors. 

In November 2015 DCLG informed us that since 2012 the Coastal Communities Fund had 
invested nearly £119 million on 211 local infrastructure and economic projects across the 
UK, many benefiting the tourism sector, contributing to the creation of almost 13,700 jobs 
and providing around 10,280 training places and apprenticeships. 

This fund, together with the creation of the Coastal Community Teams, and the creation of 
the Coastal Revival Fund, is acting as a stimulus for the renewal of the physical fabric of 
seaside towns, the training of people in tourism and related sectors, the generation and 
attraction of new businesses and in stimulating joint action by local communities to tackle, 
in a more organised way, the challenges of seaside town deprivation. 

The Need to Stimulate Substantial Private Sector Investment 

However, while the scale of this funding is to be welcomed, it is not sufficiently large 
enough or focussed enough in our view to make a substantial and lasting impact on the 
regeneration of seaside towns.  

For that to happen what is required is a significant increase in private sector business 
investment by both established, new and incoming firms. And for that to happen they have 
to be given an incentive to work in or with the Coastal Community Teams and consideration 
given to incentives such as tax relief on coastal tourism and infrastructure investment by the 
private sector and given greater priority in the allocation of funds under the Coastal Revival 
Fund. Consideration should also be given to raising the maximum bid permitted from £50k 
to £100K for projects that attract a significant level of private sector funding and extending 
the fund for the life of the current Parliament. 

 

                                                            
 
37 “Britain’s best opportunity for sustainable economic growth and new employment”, Policies for a new Parliament, prepared for the 
2010 election, The England Tourism Alliance. 



 

58 
 

The Case for Pan-Government Coordinated Policy Making and Action on Regeneration 

We also believe that a serious approach to the regeneration of seaside towns requires a 
pan-government approach (mirroring the Governments recent creation of the pan-
government group on Tourism) that would involve the key departments of state best placed 
to tackle the range of causes of seaside town decline with a policy remit to deal with them, 
principally, the departments of Work and Pensions, Communities and Local Government, 
Business and Innovation, Culture Media and Sport. Similar arrangements would be required 
within the devolved administrations in Scotland and Wales.  

4.1.5 The Key Coastal Regeneration Challenges  
The main challenge to be faced is the need to coordinate policy and cooperation on its 
implementation on the key challenges of: 

• Improving social services for elderly retirees. 

• Reducing drug abuse among their residents. 

• Reducing housing in multiple occupation. 

• Housing social security claimants in HMO’s. 

• Training unemployed young people. 

• Improving education provision for young people. 

• Improving the quality of public realm, its lighting and its security. 

• Broadening the economic base. 

• Increasing business start-ups and re-locations. 

• Providing business support to tourism and related leisure and entertainment 
business sectors. 

• Repairing and renewing key tourism infrastructure like piers and theatres and 
railway stations. 

If this were to happen we believe that it would create a more positive climate for private 
sector investment in improving existing tourism assets and services and investment in new 
ones. If it does not happen the level of investment is likely to be less and have less of an 
impact. 

Finally, we believe that there is an urgent need for research to be undertaken into the 
impact and benefit of the current government’s coastal community expenditure and that it 
be published. 
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4.2 Coastal Tourism Development, Management and Promotion Landscape 
The current “landscape” has evolved and developed over a number of years and is now well 
established. Exhibit 8 below sets out our understanding of the layers of organisations that 
make up the current tourism landscape, the organisations responsible for the development 
and implementation of tourism policy, organisations representing key stakeholders in the 
tourism sector, organisations we would like to consider the proposals described in Chapter 9 
of this report. 

During the course of our research we have identified a number of national and local 
government initiatives that are focused on the development of coastal tourism and the 
development of coastal tourism. We summarise those below and present summary 
information on local government coastal development initiatives and information on 
national partnerships between the public and private sectors on tourism development that 
have a bearing on the development of coastal tourism. 

As Exhibit 8 below illustrates there are a number of layers in the “tourism cake”, each of 
which performs a different role and function. We summarise each in turn. 

At the highest level are the four UK central government Departments of State with 
responsibilities that affect coasts and coastal communities – Communities and Local 
Government, Culture Media and Sport, Business and Innovation, Environment Food and 
Rural Affairs. 

Alongside them sits the recently created (by the Prime Minister) Inter-Ministerial group on 
Tourism which has responsibility for coordinating delivery on the PM’s 5 Point Plan for 
Tourism. 

Below this level are the National Visit Bodies – Visit Britain which has prime responsibility 
for promoting GB as a visitor destination - Visit England, Visit Scotland and Visit Wales, all of 
whom are responsible for the development of tourism within their countries and its 
promotion and marketing. Alongside them sit the national Tourism Alliances and, in 
Scotland, a national Destination Management Association (representing private sector 
operators). 

Below this level is a network, in each country, of many regional and local Destination 
Management Organisations and Tourism Partnerships. 
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Figure 8: The UK Tourism Development and Management Landscape 
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4.2.1 Central Government Tourism Coordination Initiatives 
The Government’s Five Point Tourism Plan 
On 17 July 2015, the Prime Minister announced the Government’s 5 Point Plan to boost 
tourism across the UK, committing not only to promote the UK as a GREAT place to visit for 
international visitors, but also to expand and develop the offer to tourists to spread the 
benefits of its growth across the country. 

In summary the five points cover: 

• More effective coordination of the “Tourist Landscape” including the creation of the 
inter-ministerial group noted above, Clarifying the respective roles of Visit Britain 
and Visit England, reviewing and reforming the Tourism Council, joining up Britain’s 
business visits and events sectors, strengthening the digital presence of the UK 
tourism sector. 

• Action to improve skills training in the tourism sector, attracting and retaining talent, 
ensuring apprenticeships work better and supporting the businesses which are 
driving growth in the tourism sector, many of which are SMEs. 

• Removing unnecessary regulation and creating the best conditions for growth in the 
tourism sector and keep the UK regulatory framework under review to ensure that 
common sense prevails and we miss no opportunities to protect and grow the 
tourism sector. 

• Improving transport infrastructure and networks to enable tourists to access as 
many venues and attractions as possible with ease. 

• Ensure that visitors to the UK are received in an effective and efficient way, in a 
warm and welcoming way, making it easier for tourists to obtain visitor visas, and 
developing a better understanding of how the Visa Service can support tourism. 

We note that there was no reference in this plan to the development of coastal tourism and 
would argue that the needs of coastal areas be given a high priority in the application of the 
proposals in the plan. In particular, we would recommend that the new inter-ministerial 
group focus on the challenge of coordinating government policy on coastal areas and 
support for the development of coastal tourism and work closely with the BHA and other 
tourism sector representative groups to ensure that all proposals for improved coordination 
have their support and involvement. 

Central Government Policy and Support 
Central government has a key role to play in the development, management and promotion 
of the tourism offer of Great Britain. It is principally represented by the Departments of 
Culture, Media and Sport, Communities and Local Government, Business and Innovation, 
Environment Food and Rural Affairs, each of which makes a contribution to coastal 
development and coastal tourism in a variety of ways. For example, as noted in the last 
section above, the Department of Communities and Local Government is currently 
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responsible for the Coastal Communities Fund, the Coastal Revival Fund and support for the 
creation of Coastal Community Teams.  

Later in this chapter we set out our understanding of the existing support programmes 
funded by central government that currently benefit the development of coastal tourism. 

The work of these central government departments vis-à-vis tourism is now being 
coordinated by an Inter-Ministerial group under the chairmanship of the Secretary of State 
for Culture Media and Sport, which is directed to coordinate central government policy on 
tourism and take forward the recently published Prime Minister’s 5 Point Plan for Tourism. 

4.2.2 National Private and Public Sector Joint Initiatives 
In GB there are a number of fora – the national Tourism Alliances – where key players in the 
tourism sector come together.  

The Tourism Alliances 
The purpose of the Tourism Alliances is to identify and develop policies and strategies to 
raise standards and promote quality within the industry and work with and lobby 
government on all key issues relevant to the growth and development of tourism and its 
contribution to the economy. 

The Tourism Alliance for England 38 seeks to establish and maintain a favourable operating 
environment for all businesses involved in the delivery of tourism, particularly in England.  

Established in 2001 with the support of CBI and Secretary of State for Culture, Media and 
Sport, the Tourism Alliance comprises over 50 Tourism Industry Organisations that together 
represent some 200,000 businesses of all sizes throughout the UK. 

The Tourism Alliance for England comprises leading trade associations/trade bodies within 
the sector and considers itself to be the voice of tourism industry. The BHA is a leading 
member of this body and its CEO is the current Chair of the Alliance 

Its main purpose is to lobby government both in England and Brussels on the key strategic 
issues facing the industry. It provides a forum for discussion as well as lobbying on issues 
of competitiveness, quality and best practice. The Alliance acts as the voice of tourism and, 
as reflected through its wide membership, speaking for businesses for all sizes across the 
key sectors of the tourism industry. Its varied membership includes such organisations as 
The Tourism Society, the Caravan Club, Farm Stay, British Marine, Outdoor Industries 
Association, ABTA, and the BHA, to name but a few. 

The Scottish Tourism Alliance39, formed in 2012, now with 260 plus members representing 
trade associations, businesses, destination groups and other organisations with an interest 
in tourism, is the sector leadership group for tourism in Scotland. 

                                                            
 
38 www.thetourismalliance.com  
39 www.scottishtourismalliance.co.uk  

http://www.thetourismalliance.com/
http://www.scottishtourismalliance.co.uk/
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The Welsh Tourism Alliance40 was formed when the National Assembly for Wales was 
established and responsibility for tourism was devolved from Westminster to Cardiff. It has 
evolved over the years and is now widely recognised as the voice of the industry in Wales. 

Its role is to inform and forward the views and needs of the tourism community to the 
Welsh Government, the Welsh Business Minister (whose portfolio includes tourism) and to 
Westminster (on non-devolved issues). It does his by meeting face to face with both 
Assembly Members and Welsh MPs on a regular basis, so that they receive industry input 
direct. 

British Destinations41 is a national trade association that represents and delivers activities 
on behalf of 100 plus visitor destinations across Great Britain. Its membership is drawn from 
a broad range of destinations – rural, coastal, town and city – both large and small, and 
includes local authorities, destination management organisations and commercial industry 
suppliers. It provides a coordinated and focused voice for destinations, and champions the 
interests of all its members providing a range of services to support both individual 
members and destinations as a whole. Members benefit from its role in coordinating joint 
activities, lobbying and influencing government, trade bodies, industry organisations and 
major agencies, and providing a one-stop-shop for tourism intelligence, benchmarking, best 
practice and industry information. 

4.2.3 The National “Visit” Bodies 
In Great Britain there are four bodies responsible for various aspects of tourism 
development, planning and marketing and promotion. They are Visit Britain, Visit England, 
Visit Scotland and Visit Wales. 

Visit Britain42 is the strategic body for inbound tourism and the national tourism agency. It 
is a non-departmental public body funded by the Department for Culture, Media & Sport. 
Visit Britain has a key role in raising Great Britain’s profile worldwide, increasing the value of 
tourism exports and developing Britain’s visitor economy. Its mission is to grow the 
value of inbound tourism to Britain, working with a wide range of partners in both the UK 
and overseas. 

Through its tactical marketing activity and its input on the Great Britain campaign it helps to 
Britain’s appeal as a tourism destination, improving its ranking in the eyes of international 
travellers, and increasing visitor spending in all parts of Britain. 

The body acts as a route to market for small tourism businesses through its travel 
trade, digital and retail activities. Through engagement with the tourism sector it works to 
improve regional distribution and ensure that British destinations and travel products are 
available for sale around the world. 

                                                            
 
40 www.wta.org.uk  
41 http://www.britishdestinations.co.uk/  
42 www.visitbritain.org  

http://www.wta.org.uk/
http://www.britishdestinations.co.uk/
http://www.visitbritain.org/
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Visit England43 is the country’s national tourist board, subsumed into Visit Britain in late 
2015.  

Its role is to grow the value of tourism by working in partnership with the sector to deliver 
inspirational marketing campaigns and to provide advocacy for the industry and our visitors. 
Its work is underpinned by comprehensive and robust research and customer insights.  

VE has developed a Seaside Resorts Action Plan whose stated vision is to maximise the 
potential of seaside resorts and to contribute 5% growth, year on year, in the England 
tourism market by 2020. 

VE provides advice to tourism businesses, destination organisations, Local Enterprise 
Partnerships, tourist information centres and the travel trade. For example, for tourism 
businesses VE has created an Online Marketing Toolkit44, a step-by-step guide to help them 
make the most of digital marketing, and gain an insight into what different target markets 
are looking for, exemplified by a number of useful case studies. For destinations VE provides 
advice on destination management planning and organises a destination management 
forum.45  

Visit Scotland46 is the national tourism organisation for Scotland.  

Working in partnership with marine Scotland, BMF Scotland and other local and national 
stakeholders, Visit Scotland encourages local development planning authorities to examine 
the tourist potential of the coasts and seas and to consider the [promotion of marine based 
development strategies along with the allocation of suitable areas for future development in 
local development plans. 

Its main aim is to contribute significantly to the advancement of Scottish tourism by giving it 
a real presence in the global marketplace and benefiting the whole of Scotland. VS provides 
tourism businesses in Scotland with advice guides – for example on sustainable business 
practices, toolkits, links to training and funding opportunities and how to become quality 
assured. In addition, VE provides a range of research reports on tourism in Scotland and 
runs a variety of marketing campaigns to promote the Scottish tourism offer and 
experience. 

Visit Wales47 is the body responsible for promoting the Welsh tourism offer. 

The Tourism [Overseas Promotion (Wales)] Act 1992 gave the devolved Welsh Government 
the power to market Wales overseas without the prior consent of Visit Britain. Visit Wales 
forms part of the Tourism & Marketing Division of the Welsh Department for Economy, 
Science and Transport.  

                                                            
 
43 www.visitengland.com  
44 https://www.visitengland.com/biz/advice-and-support/businesses/promoting-your-business/online-marketing-toolkit  
45 https://www.visitengland.com/biz/advice-and-support/destination-organisations  
46 www.visitscotland.org  
47 www.visitwales.org  

http://www.visitengland.com/
https://www.visitengland.com/biz/advice-and-support/businesses/promoting-your-business/online-marketing-toolkit
https://www.visitengland.com/biz/advice-and-support/destination-organisations
http://www.visitscotland.org/
http://www.visitwales.org/
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Visit Wales is responsible for formulating tourism policy, encouraging investment in, and 
improving the quality of the visitor experience in Wales. Visit Wales is also responsible for 
marketing Wales within the UK and internationally.  There are four main areas of work 
within Visit Wales: Marketing, Partnerships and Policy, Enterprise and Operations. 

Visit Wales developed a coastal tourism strategy48, published in 2012 for the period 2013-
2020 and now included in its new Partnership for Growth49.  

The preparation of a coastal tourism strategy was identified as one of the key national 
actions within the Wales Spatial Plan and identified a way forward for the development of 
coastal tourism by building on the economic potential of the coastline of Wales whilst 
respecting its environmental quality.  

The Partnership for growth strategy identifies a product-led approach to developing and 
marketing tourism in Wales. Visit Wales works with iconic, high quality, reputation-changing 
products and events and focusses on the development of more: 

• Luxury and branded hotels 

• Well-being facilities, such as spas 

• Heritage hotels that utilise historic and distinctive buildings 

• All year round attractions, activities and cultural experiences 

• Innovative, unusual and distinctive products. 

4.2.4 Local Government and Local Enterprise Partnerships 
Local Government 
Throughout Great Britain local governments, county, unitary and district councils are 
involved, to varying degrees, often dictated by funding constraints, in tourism development, 
management and promotion. Many are active participants in the work of local destination 
management and marketing organisations (see below).  

Local Enterprise Partnerships 
In June 2010 the Coalition Government invited businesses and councils to come together to 
form local enterprise partnerships whose geography properly reflects the natural economic 
areas of England.  

The Local Growth White Paper50 published in October 2010, set out the roles that local 
enterprise partnerships can play depending on their local priorities. And a local enterprise 
partnership network has been set up to help local enterprise partnerships share knowledge 
and ideas. Membership of the network is open to representatives of all local enterprise 
partnerships in England.  

                                                            
 
48 http://gov.wales/topics/tourism/developmentl1/strategypolicy/coastal/?lang=en  
49 http://gov.wales/topics/tourism/developmentl1/partnershipforgrowth/?lang=en  
50 https://www.gov.uk/government/publications/local-growth-realising-every-places-potential-hc-7961  

http://gov.wales/topics/tourism/developmentl1/strategypolicy/coastal/?lang=en
http://gov.wales/topics/tourism/developmentl1/partnershipforgrowth/?lang=en
https://www.gov.uk/government/publications/local-growth-realising-every-places-potential-hc-7961
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Visit England has been nominated as the Department of Culture, Media and Sport (DCMS) 
policy lead for the visitor economy for LEPs and meets regularly with BIS and the LEP 
Network to share intelligence and best practice on LEPs and the visitor economy.  

We have identified that 16 out of 37 LEP’s have coastlines and that these 16 have adopted a 
variety of approaches to the development of their coastal communities with some being 
proactive and others less so. For example, the York, North Yorkshire & East Riding LEP is 
prioritising coastal regeneration, the South East LEP is prioritising investment in coastal 
communities, and the New Anglia LEP is investing in and supporting Visit East Anglia, a new 
organisation being developed to provide powerful marketing operations for the Suffolk and 
Norfolk tourism brands. 

4.2.5 Local Destination Management and Marketing Organisations (DMOs) 
Throughout Great Britain there are a number of DMOs whose capabilities and funding varies 
significantly. Some are small organisations operating on she-string budgets and others have 
more secure funding and greater capability. 

Generally, we observe that the work of the DMOs has dropped, in some places significantly, 
since the demise of the Regional Development Agencies and this level of funding has not 
been replaced by comparable funding from the Local Enterprise Partnerships.  

For England, Visit England has established a Destination Management Forum (DMF) as a 
focus for its on-going commitment to improve understanding of destination management 
and planning amongst local stakeholders. It convenes twice a year (typically early spring and 
autumn), providing a unique opportunity for senior executives from the destination 
management community and Visit England to collectively engage on the agenda of national 
and local tourism growth and management issues affecting their organisations. Visit England 
lists 45 DMOs as being members of the Forum and we identify 16 as having a greater or 
lesser degree of responsibility for coastal tourism. 

Through the DMF Visit England organises exchange information on national and local 
tourism issues of strategic importance between destinations and itself, organises discussion 
on different approaches to destination management, partnership working and activities 
where economies of scale can be achieved by working together and with them, and the 
sharing of experience and good practice between destination organisations to encourage 
effective tourism growth through the adoption and implementation of the VE designed 
Strategic Framework Action Plans51 for DMOs. 

 

 

 

                                                            
 
51 https://www.visitengland.com/biz/tourism-england/refreshing-growth-strategy-englands-tourism-industry/strategic-framework-
tourism-england  

https://www.visitengland.com/biz/tourism-england/refreshing-growth-strategy-englands-tourism-industry/strategic-framework-tourism-england
https://www.visitengland.com/biz/tourism-england/refreshing-growth-strategy-englands-tourism-industry/strategic-framework-tourism-england
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Scotland 

Visit Scotland52 acts as a partner in the Local Area Tourism Partnerships that were set up in 
2005 to drive forward local tourism priorities in an integrated way. A network 
of partnerships covers the whole of Scotland and these groups decide the local actions.   

The remit of the Area Tourism Partnerships includes: 

• Drawing up and overseeing the implementation of Area Tourism Partnership Plans 
that would/will set agreed priorities for the development and marketing of tourism. 
Once they have agreed what commitments each partner will make, they produce a 
local Action Plan (called an Area Tourism Action Plan). They also monitor the 
progress of actions detailed in the plan. 

• Input to the national tourism strategy and review of local alignment. 

• Securing resources to ensure effective delivery of the Area Tourism Partnership Plan. 

• Acting, where appropriate, as a lobbying body to further the interests of local 
tourism, hospitality and leisure industries. 

• Acting as a link between public and private sectors. 

• Acting as a vehicle to engage the industry. 

The Partnerships bring together local players from across the private and public sectors, 
such as tourism operators, local tourism groups, Chambers of Commerce, Local Authorities 
and Visit Scotland. There are 15 such partnerships around the country covering Aberdeen 
City and Shire, Angus and Dundee, Argyll and the Isles, Ayrshire and Arran, the Borders, 
Edinburgh and Lothian, Fife, the Forth Valley, Glasgow, the Highlands and moray, 
Lanarkshire, Orkney, the Outer Hebrides and Perthshire. 

North of the border there is also a Scottish Destination Management Association (SDMA) an 
officially recognised and constituted association for Scottish-based tour operators and 
destination management companies. The association represents the voice of tour operators 
and destination management companies to the wider tourism industry, including to the 
Scottish Tourism Alliance and works to develop and promote close working relationships 
with other stakeholders in Scottish Tourism, including accommodation and transport 
providers and visitor attractions, promoting best practice and continuous improvement of 
services and quality among its members. SDMA members are a mixture of tour operators 
and professional travel organisers, who work directly with consumers and with the travel 
trade.  

 

 

                                                            
 
52http://www.visitscotland.org/what_we_do/partnership_initiatives/area_tourism_partnerships.aspx   

http://www.visitscotland.org/what_we_do/partnership_initiatives/area_tourism_partnerships.aspx
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Wales 

Visit Wales supports and coordinates 23 private sector-led Destination Management 
Partnerships (DMP’s), each of which has developed a plan which sets out the priorities for 
tourism development within their destination over the next few years.  

Visit Wales provides advice to these partnerships on the formation and effective conduct of 
their work including developing destination management plans and what’s involved in 
conducting destination audits.  

Recognised DMP’s are eligible for Visit Wales financial assistance in developing new tourism 
infrastructure and product. 

4.2.6 Central Government Coastal Support Initiatives Benefiting Tourism 
In recent years under the Coalition Government, central government has introduced a 
number of incentive programmes specifically aimed at coastal communities. We summarise 
below those we have identified that have a bearing on coastal tourism, a number of which, 
as noted above, also fund a range of seaside town regeneration initiatives. 

The Coastal Communities Fund 
This fund, established in 2012 to stimulate coastal economies, which has already distributed 
almost £119 million, has been extended by the government in 2015 for another five years 
with an additional £90m in funding available until 2020/2021. It means that more seaside 
towns across the UK will be able to bid for a share of the funding. The government said the 
money was helping to create almost 13,700 jobs and provide more than 10,280 training 
places and apprenticeships. It is likely that the bulk of these places will be in private sector 
companies, many being members of the BHA. 

The 2014 report on the fund stated that funded projects were forecast to create and 
safeguard nearly 10,000 jobs and had helped attract around a further £100m of investment. 

The report indicated that to 2014 there had been three funding rounds: 

• In Round one (2012–2013) £26.1m was awarded to 51 projects. 

• In round two (2013–2014) £27.6m was awarded to 52 projects. 

• As of March 2014, £20.7m had been spent by Round one and two projects. 

• And on 7th March 2014, Ministers launched round three (2014–2017), the final 
round of the fund, with circa £64m available, now increased to £90 million. 

According to the NCTA report on coastal tourism 2015, across the UK, £33.3million has been 
invested to date in 64 tourism related projects, more than 60% of the fund. Many are capital 
projects for development of new property and infrastructure, coastal paths and walkways, 
upgrading of heritage or visitor centres and attractions. Although too early to assess the full 
impact of this investment the NCTA believe that it has been positive for coastal tourism. We 
note that the Tourism Alliance has suggested that the fund needs to be continued but 
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reformed to ensure that projects supported are part of a wider regeneration or more 
holistic development strategy for key coastal towns. 

However, in its evidence to the House of Commons Committee of Inquiry into Tourism 
(2015) the Tourism Alliance criticised the way the fund currently works: “At the moment, 
there is a scatter-gun approach to the allocation of the way the fund currently operates with 
funds with a large number of locations getting a small amount of funding. This approach is 
not going to resolve the regeneration problems affecting many large coastal destinations. To 
make the most of this Fund, we would like to see it used as part of a holistic Government 
programme to regenerate key coastal towns. The funding would be allocated as part of a 
package that includes enhanced capabilities for councils to tackle housing and social issues 
so that real progress can be made on regeneration.” We agree with this statement. 

Coastal Revival Fund 
In March 2015 the Government (DCLG) announced a new £3 million fund to help kick-start 
the revival of at-risk coastal heritage that has potential to create opportunities for new 
businesses and jobs. The Coastal Revival Fund (CRF) is designed to support communities 
looking to unlock the economic potential of hard-to-tackle buildings, facilities and 
amusements - such as piers, lidos and proms. Is designed to boost local economies by 
tapping into the opportunities that the heritage economy offers to new businesses and 
existing firms keen to grow on the back of the revival of local coastal sites. The grants 
available under this fund can be used to get restoration projects underway by funding initial 
work that will be a catalyst that attracts additional financing from the private and charitable 
sectors. The intention is that the fund will unlock the community good will that is a key 
driver in getting projects started. 

The focus of the fund is on projects that “demonstrate the creativity, enterprise and passion 
needed to help seaside towns become year round destinations that people want to live and 
work in and has the potential to kick-start the revival of the remaining lidos and piers 
currently not reaching their full potential or facing neglect.” The National Piers Society has 
said that Weston Birnbeck Pier, Bognor Pier, Herne Bay Pier, and Swanage Pier are some of 
the historic structures that could benefit from the fund. 

Coastal Community Teams 
DCLG also announced in 2015 that seaside areas will also receive support from new Coastal 
Community Teams. At least a £1 million will be provided for 110 teams which, it is hoped, 
will support the development of a long-term vision and strategy for their area to tackle the 
specific challenges their coastal town faces. Each Coastal Community Team will be awarded 
£10,000 to establish themselves and will receive advice and support from the Coastal 
Communities Alliance. 

A driver for the establishment of this fund is that although coastal towns and villages often 
have individual projects underway that seek to boost the local economy and create jobs, 
e.g. a publicly funded skills scheme, a high street revival programme, or plans by the council, 
they often work in isolation of one another and have less impact as a result.  
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The intention of this DCLG stimulus is that these new The Coastal Community Teams will 
“…bring all these elements together so that all projects and proposals are part of a shared 
long-term vision that works together to promote local economic growth.” DCLG’s hope is 
that these teams will build on “the hugely successful town team model” for high streets, 
which is successfully revitalising a number of town centres. 

And, coastal communities will be able to bid for a share of the new Heritage Fund to tap into 
the potential local heritage has to benefit the surrounding economy and wider community. 

Further information on the response to this initiative can be obtained from The Coastal 
Communities Alliance at www.coastalcommunities.co.uk 

4.2.7 Local Government Coastal and Tourism Coordination Initiatives 
The LGA Coastal Special Interest Group 
In 2001 the Local Government Association set up a Special Interest Group of local 
Authorities on coasts in England (LGA CSIG). 

The fundament purpose of the CSIG is to protect lives and property from the ever-present 
impact of the sea, helping communities, to manage the consequences of economic change; 
planning for new forms of energy; balancing the pressures for development and the 
management of the special coastal environment. Delivering each of these coastal services 
requires a complex mix of specialist skills, partnerships with business and community 
organisations which pose exciting opportunities and conversely also potential additional 
burdens. Additionally, the CSIG advises local authorities on how to deal with the special risks 
and hazards of coastal locations. This ranges from natural risks of extreme weather, 
landslips and cliff falls, to man-made shipping accidents and pollution and climate change 
which poses particular problems and major risks, and uncertainties on the coast. 

The LGA CSIG plays a number of important roles; it: 

• Has developed a Local Authority Strategy for coastal development, “On the Edge”, 
first published in 2001 and subsequently updated twice, most recently in 2014.53 

• Organises consultations on key issues, central government and EU initiatives and 
policy proposals, e.g. on the designation of Marine Conservation Zones and alerts on 
central government initiatives such as the Environment Agency’s River Basin 
Management Plans. 

• Provides advice to local authorities on accessing EU funding for coastal development 
and protection. 

• Alerts members to tax incentives and reliefs for investment in coastal areas, e.g. tax 
relief for businesses contributing to flood defences. 

                                                            
 
53 https://coastalsig.files.wordpress.com/2012/02/on-the-edge.pdf 

http://www.coastalcommunities.co.uk/
https://coastalsig.files.wordpress.com/2012/02/on-the-edge.pdf
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• Organises events with other key agencies, e.g. a workshop in 2015 with the Crown 
Estate on “Resilient Coastal Communities” to explore the ideas of innovative coastal 
management in the form of ‘Sandscaping’. 

The Coastal Communities Alliance (CCA) 
This organisation was set up in 2007. It has a membership of Local Authorities, coastal 
organisations and individuals with an interest in coastal matters.  

A coastal community is defined as any coastal settlement within an English local authority 
area whose boundaries include English foreshore, including local authorities whose 
boundaries only include estuarine foreshore. Coastal settlements include seaside towns, 
ports and other areas which have a clear connection to the coastal economy. 

The “vision” for the CCA is to offer a joint and united voice for coastal communities. The CCA 
operates as a brokerage organisation with the objective of seeking to “...build alliances and 
common purpose around the coast of Britain, with a particular focus on socio-economic 
challenges.” Partners provide intelligence on the development of specific coastal activities 
and campaigns and some lead on a specific coastal issue where they have expertise or 
where an issue is a particular local concern, such as renewables, flood risk, deprivation and 
health. 

Current priorities for the CCA are: 

1. Barriers to economic growth (physical infrastructure, skills and industry structure). 

2. The threat of coastal inundation. 

3. Managing and exploiting the tourism legacy. 

4. The consequences of deprivation (health, neighbourhood/community cohesion and 
pressure on local services). 

5. Lobbying and influencing central government and national bodies. 

The CCA has a well-established relationship with DCLG and worked closely with the 
Department on the development of the Coastal Communities Fund (discussed above), and 
has recently been requested to coordinate and lead the National Coastal Communities 
Teams Programme. 

On the 17th July 2015 the Coastal Communities Minister, Mark Francois, gave his support to 
over 100 new local teams that will help to revive England’s seaside towns and decide where 
investment should go. 

Our View 
The landscape for tourism development, management and promotion in Great Britain is 
multi-layered and complex. It is not the intent of this report to criticise the efforts of many 
people within the organisations listed above. We merely point out that the geography of 
stakeholders is complicated and does not necessarily favour coordinated coastal tourism 
development initiatives or effective arrangements for pro-active involvement of the private 
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sector. The complexity of this “landscape” may make it difficult for private sector tourism 
and hospitality operators and investors to navigate and benefit from them 
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5 Changes in Consumer Behaviours 
Consumers – and all of us are consumers – love to spend on leisure, entertainment and 
travel when we can afford to do so.  

In order to identify how seaside towns might benefit from changes in the tourism market 
we first of all need to understand that tourists are consumers who travel to places away 
from home to spend their time and money on things that they like doing. This can be in the 
vicinity of their home or farther afield. It can include visiting a health centre in their town, 
visiting an outdoor recreation centre in the hills behind their town, taking part in sea sports 
on the coast, etc. By understanding the changing consumer market for travel, we can begin 
to better understand where innovations in coastal tourism will have the greatest impact. 

The Office of National Statistics reports that consumers prioritise leisure over other 
spending data. While households cut back on overall spending during the post-2008 
economic recession, spending on recreation and culture actually increased. However, 
consumers are changing, and quickly.  

Traditional methods of enticing people to visit a destination for leisure are no longer 
adequate, as consumers are faced with more choice, more access, more information, and 
have more money to spend, than ever before. This represents both a threat as well as an 
opportunity for UK coastal towns. There is increased competition, to be sure, but 
understanding who the new consumers are, and what they might be looking for, can give UK 
coastal tourism operators and providers a jump-start in planning their development and 
modifying their offer, attracting visitors from closer to home as well as from afar. Those 
locations that know their market intimately, use that information to stay ahead of trends, 
and offer experiences that have future viability, will succeed in attracting spending, public 
support and improved exposure. Those that ignore changing consumer patterns do so at 
their peril.  

Question: How might changes in consumer’s leisure, entertainment, travel and exploration 
behaviours change the tourism market and what might be the implications for coastal 
tourism and seaside towns? 

5.1 The Changing Consumer Market for Travel 
Perhaps no sector has been more greatly affected by broader changes in the economy in the 
last decade than tourism. Greater global wealth resulting in a vastly increasing middle class 
in non-traditional outbound markets (e.g. China), combined with cheaper travel and easy 
access to information through digital technologies, has resulted in a seismic shift in both the 
scale and scope of tourism worldwide. Because of this, the existing push/pull factors driving 
tourism and the traditional ways of understanding and segmenting audiences are not as 
applicable as they once were.  

Demographic segmentation, or grouping consumers by age, geography, income or a generic 
‘life-stage’ no longer captures the evolving needs, tastes and expectations of consumers. 
Travellers are increasingly happy to have more independence in planning their holiday by 
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using digital channels, but what they expect when they arrive – ease of logistics, ample 
opportunity to individualise their trip, and a sense of authenticity in the destination – are 
more driven by their values than their demographic profile. People in different categories of 
traditional profile can both share these values or prioritise different ones. This shift in the 
need to profile consumers in new ways cannot be emphasised enough; we know it pays 
dividends.  

Tourism marketing is now a 
niche-driven endeavour, and 
thus provision also needs to 
be organised by target niches. 
We call them ‘tribes’.  

Operators and businesses 
seeking to better understand 
their target customers will 
need to go beyond age and 
stereotypes; they need to look 
at attitudes, behaviours, 
values and personality 
profiles, or psychographics, to 
segment the markets they 
want to attract. By more 
deeply understanding the 
psychographic profiles of 
certain demographic cohorts, 
we can begin to see where the 
future trends in tourism offer 
the most opportunity for 
operators in coastal towns.  

Below is a detailed analysis of 
the evolving consumer market 
for travel, along with the 
implications this might have 
for tourism operators. We will 
begin by describing the new 
market segments in broad 
terms, identifying how the 
values of these segments 

translate into changes in lifestyles. We will then indicate the implications this has for 
tourism, describing new product niches that appear to be on the cutting edge of tourism 
trends globally. Finally, we will explore how exactly this will impact coastal tourism – what 
tourist products might be in decline, which have the greatest potential for growth, and 
which ones UK coastal towns in particular might be able to capitalise on. 

Exhibit 8: Source - Visit England 2013 
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Our View 
We recommend that UK tourism promoters and operators take a psychographic approach to 
thinking about target niche audiences that focuses on:  

1. How people think 
2. What motivates them to act  
3. How they perceive themselves  
4. Their personal/work environments  
5. The self-image they want to project  
6. Aspirations in life  
7. What interests them  
8. Channels of communication which can effectively reach them when developing their 

tourism provision going forward. 

5.2 Understanding Changing Consumer Behaviours 
Below is a description of the common and general life-stages that travel marketers have 
traditionally targeted in their campaigns: Millennials, Families and Baby Boomers. But the 
changing environment means that these broad demographic categories are no longer 
adequate.  

We begin by looking at shifts in consumer behaviour. 

5.2.1 Millennials 
Perhaps no consumer group is more closely studied than Millennials. Marketers in every 
sector want to understand how to reach this burgeoning cohort, and it’s no wonder: in the 
US, the number of Millennials has already surpassed the Baby Boomers (79 million vs 76 
million), and by 2030, it is estimated that there will be 22 million more US Millennials than 
Baby Boomers. In the UK, more than a quarter of the population are Millennials and in ten 
years UK Millennials will account for around 75% of the workforce54. 

Born between 1980 and 2000, as Millennials get older and hit their peak earning years, their 
spending power, and influence as consumers, will only increase. Thus it is imperative to 
understand who they are and what factors drive their consumption decisions. 

Millennials tend to be the most ethnically diverse cohort, having grown up in any 
combination of mixed-race, single parent, blended, same-sex or multi-faith family 
configurations. Thus they tend to be open-minded and progressive, especially in North 
America and Western Europe. They are better educated and well-travelled than previous 
generations, and are cosmopolitan, pluralist and curious about other cultures. They pair this 
with a greater sense of awareness and altruism, caring more about the world, the 
environment, and improving society through the lives of others than those who came 
before. They have grown up in a more gender-equal environment, and women Millennials 
think nothing of being able to do the same things their male counterparts do, in work and in 
leisure. Finally, the majority, if not all, of their lives has been digitally connected – they are 

                                                            
 
54 Mintel Report: ‘Marine Tourism’, September 2015 
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accustomed to finding information independently, they rely less on authority figures to 
inform and guide them, and they expect to be socially connected both online and IRL. They 
live through their devices – using apps to navigate, track and share information with their 
networks in real time, all the time.  

This sense of digital connectivity and access to information, combined with a strong self-
reliance that stems from coming of age in a shaky economic climate with a diminishing 
social safety net, means that Millennials tend to have a strong sense of independence from 
social structures, insisting on shaping their own identities and not relying on traditional life 
patterns that may have worked for their predecessors. They are content hungry, self-aware, 
and determined to ‘make it’ on their own terms. The core values they possess – 
authenticity, authorship and autonomy55 – means that their purchase decisions, especially 
in travel, tend to be defined by educational and self-improvement goals. This has major 
implications for the types of destinations they visit, and what they are looking to do once 
they arrive.  

                                                            
 
55 Visit Florida, ‘Segmenting Millennials’, 2015 
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Exhibit 9: Millennials: Key Consumer Insights and Tourism Drivers 

Millennials as an Important Travel Market 
According to the UNWTO, Millennials currently make up 20% of all international travellers 
worldwide56. Expedia reports that Millennials travel more than other demographic cohorts, 
both for leisure and business, averaging 4.2 holidays per annum (compared to 2.9 and 3.2 
for the 31-45 and 46-65 cohorts respectively).57  Australia, the United States and the United 
Kingdom tend to be the most popular destinations for Millennial travellers. A study by the 

                                                            
 
56 UNWTO Annual Report 2013 
57 Expedia, ‘Future of Travel Report’, 2013 
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European Travel Commission in June 201558 found that nine out of ten Americans aged 18-
34 who were planning to travel internationally in summer 2015, intended to come to 
Europe. This represents a huge opportunity for UK coastal tourism operators and 
destinations. 

Beyond the numbers, the UNWTO reports that Millennials are an important travel market 
for the following reasons:  

• They are a growth market globally who pioneer new destinations and encourage 
others to experience them. 

• They are less likely to be deterred by terrorism, political and civil unrest, disease or 
national disasters and more likely to return and give more value to destination over 
their lifetime.  

• They are also primed to get the most out of a destination, as they gain great cultural 
and educational benefits from their travel, through interaction and immersion with 
locals. 

Although Millennials tend to spend less per day than older tourists, they often stay longer, 
spending more in total. Research has also shown that while they might be motivated by 
value, they tend to support smaller non-franchise and local businesses when they travel, 
and are more inclined to make repeat visits to a destination they enjoy, encouraging their 
friends to join them.59  

They are looking for unique, authentic, off-the-beaten path experiences, and are happy to 
seek them out, and pay a premium for them, if these experiences positively impact their life 
in any way or offer a good sharing opportunity via social media. For these reasons, it’s 
important to consider the economic impact potential of younger tourists, not just from a 
spend per day or retail perspective, but with a broader view to creating long term loyalty 
and opportunities for advocacy through their extensive networks.  

Millennial Market Segmentation 
What this means of course is that there is no one simple way to segment and target the 
Millennial tourist. Their preferences are as diverse as the locations they visit, but the 
common element they share is a desire for a unique, authentic, cultural, autonomous 
experience that shows well in a ‘Selfie’. Knowing this, it’s more important than ever to 
eschew traditional methods of class and income market segmentation in favour of 
innovative, experience-based typologies that are more reflective of this extremely 
heterogeneous cohort. We discuss the major issue of overall tourist market segmentation in 
the next Chapter. 

Initially lacking clarity, the segmentation of Millennials has become increasingly 
sophisticated in recent years. Many market researchers have refined their methods to focus 
more on an attitude typology that focuses on a sense of belonging and divides Millennials 
                                                            
 
58 European Travel Commission, ‘European Tourism 2015: Trends and Prospects’, Q2/2015 
59 Richards, G. (2015) The new global nomads: Youth travel in a globalising world, Tourism Recreation Research. 



 

80 
 

into tribal identities. Tribes are dynamic and constantly evolving; they are chosen based on 
current preferences in leisure activities, as well as cultural, socio-political and economic 
proclivities. Millennials aren’t bound by their inclusion or allegiance to merely one tribe – a 
millennial can just as easily be a spiritual wellness-seeking yogi on the weekend and a 
corporate banker during the working week. Millennials tend to congregate with other 
members of the particular tribe they are currently attuned to in both real life, as well as via 
social media, sharing photos, media, statuses and stories via different channels depending 
on the audience.  

Millennial Travel Motivations 
The unique motivations of young travellers make this niche market extremely important to 
global tourism; and the personal, social and economic value of youth, student and 
educational travel is increasingly being recognised by educational institutions, employers, 
official tourism organisations and governments worldwide. 

A UNWTO (2008) report indicates that 70% of all trips taken by young people are motivated 
by goals such as a desire to explore, work or study abroad, with the majority saying that 
they were travelling in a more responsible manner and thinking more about issues such as 
social justice and poverty.60 Over 80% of those surveyed reported that their trip has 
changed their overall lifestyle in some way, and the WYSE Travel Confederation (2013) 
found that young people are increasingly less likely to settle down to a ‘normal life’ on their 
return, preferring to keep travelling, studying and working on the road.61  

Millennials are not content to merely visit historical landmarks and major tourist attractions; 
they can more comfortably experience these via the Internet. They are seeking experiences, 
unique authentic experiences specific to that region, something that allows them to be 
immersed in local customs, learn a new skill, and give them compelling photos and stories to 
document and share.  

A recent study has listed that the top motivations for Millennial travel include:  

• Interacting with locals (55%) 

• Experiencing everyday life (46%) and  

• Increasing knowledge (46%)62  

Further studies looked at Millennials’ feelings of travel as compared in a psychographic 
index text (a measure of personal characteristics such as personality traits, lifestyle 
preferences, interests, values, beliefs, attitudes, opinions, etc.). On a scale of 1-100, the test 
showed that the US Millennial travellers were mostly motivated by:  

• Culture (73.2) 
• Food (71.2) 

                                                            
 
60 WYSE Travel Confederation, ‘Millennial Travelers: Executive Summary’, 2013. 
61 Ibid. 
62 Toposophy, ‘PUTTING YOUR PLACE ON THE MILLENNIAL MAP (and staying there)’, Presentation, 2015 
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• Desire to see the ‘real’ destination, or authenticity (68.7) 
• Price sensitivity (69.3) 
• Digital connectivity (66.3) 
• Love of nature (59) and  
• Participation in activities (57.9).63 

Tourism operators and DMOs across the globe have been grappling with what it is that 
Millennials want while on holiday, and how their destination offer can be leveraged in 
marketing strategies. Visit Florida, for example, have chosen a ‘Passport of Experiences’ 
approach, highlighting foodie/brew tours, local culture, more sophisticated nightlife options 
(beyond traditional clubbing), and expanding their use of culturally relevant touch points in 
their social and digital marketing. 

Croatia takes a niche products approach, focusing on promoting clusters of destinations for 
Millennials that highlight experiences including living history, story-telling, health and 
wellbeing pursuits, local gastronomy and a host of outdoor activities.  

                                                            
 
63 Mintel Report, ‘Marine Tourism’, September 2015 

Exhibit 10: Millennial Travel Motivations. Source - Visit Florida 
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5.3 Families 

5.3.1 Family Travel Drivers 
Not all Millennials are free-wheeling single adventurists who prefer to travel with groups of 
their friends. Resonance’s 2015 report “Portrait of the US Millennial Traveler”64 is one of the 
first to study the travel habits of Millennials with children. According to their survey, 57% of 
millennial travelers are married and 54% have children, adding up to an estimated 11 million 
millennial family households in the US alone. The main travel driver for these parents is in 
                                                            
 
64 “Portrait of the US Millennial Traveller”, Resonance, Vancouver, 2015 

In a recent study, Destination New South Wales in Australia outlined the experiences and 
activities most enjoyed by their Millennial market: 
 
Nature 
Wilderness hikes • Eco accredited tours and accommodation • Swimming with dolphins • 
Wildlife parks and up close animal experiences • Seeing native animals in the wild • Camping.  
 
Adventure 
Skydiving • Abseiling and canyoning • Scuba diving and snorkelling • Dune buggies • Mountain 
biking • Kayaking.  
 
Coastal Lifestyle 
Surf lessons and tours • Stand up paddling • Camping near beaches • Diving and snorkelling • 
Visiting coastal villages • Sailing.  
 
Outback (Unique to Australia) 
Exploring unique Outback landscapes • Interacting with Aboriginal culture • Working on a 
sheep/cattle station • Horse-riding  
 
Journeys 
More than a third of all youth leisure visitors travelled in a private vehicle during their trip in 
Australia. This figure has increased 15 percent since 2001 showing the popularity of self-drive 
holidays amongst this market. Journeys usually contain stopovers in more than one destination. 
Car, caravan or campervan hire • Hop-on, hop-off coach tour routes • Regional rail connections.  
 
Festivals and Events 
Research demonstrates that almost half of all international event attendees’ travel to a 
destination and stay specifically for the event. Events are lucrative for both the organiser and the 
destination, due to the economic flow on effect to local businesses. Festival attendees frequently 
plan extra days either side of the event to make the most of the destination. They become locals 
for the weekend, engaging in the local nightlife, eating out at popular spots, resting and 
exploring. Almost one in four (or 175,000) international youth leisure visitors to NSW attended a 
festival, fair, cultural or sporting event during their stay in Australia. 
 
Source: Destination New South Wales, Millennial Strategy, 2015 
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seeking a ‘once-in-a-lifetime’ experience for their children, with 39% looking for 
‘opportunities to learn something new’, and 66% of them saying they volunteer on vacation, 
compared to 30% and 52% respectively among those without children.  

Among Millennial travelers with children, the top vacation choice (66%) is, unsurprisingly, a 
family vacation. Parents’ second choice (47%) is a beach vacation – which is exactly on par 
with all Millennial travelers, including non-parents. A recent YouGov survey, commissioned 
by vacation rental company HomeAway, found that Millennial parents tend to include their 
children in the decision-making process of choosing a holiday destination, with Germany 
(95%) and Spain (94%) giving their children the most input (other tallies included the US – 
85%; UK – 76%; and France – 86%). The survey also found that 34% of US Millennial parents 
give their children the freedom to ‘make the final decision’ – illustrating just how important 
having a kid-friendly offer, and perhaps more importantly, kid-friendly marketing, is to 
destinations looking to capitalize on this market.65  

The following statistics provide more information on Millennial Families behaviours: 
 

• Families are significantly more likely to drive to their destination (71%, compared to 
61% of those without children). 

• In terms of accommodation, Millennial travellers with children are significantly more 
interested in renting a house, villa (33%), apartment or condo (24%) than childless 
Millennial travellers.  

• When it comes to participating in activities, parents are most interested in 
attractions and shopping (93% of parents cited each), and are significantly more 
likely to participate in outdoor sports (75%) and athletic competitions (63%), and 
music festivals at a higher rate too (73%, compared to 67% of those without 
children). 

It’s important here to note that while Millennial parents might differ in the type of 
accommodation they seek or pay more attention to safety and ease of travel than their 
childless counterparts, much of the psychographic analysis of Millennials in general still 
applies. If anything, Millennials are more determined than their generational predecessors 
to integrate their children into activities they normally enjoy doing, incorporating digital, 
wellness, physical activity and education into their travel plans just as they would if children 
were not present. As Millennials continue to get older and settle down, we will continue to 
observe a strengthening of existing trends, simply with more applicability to the family 
travel segment.  

 

  

                                                            
 
65 Source: http://skift.com 
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Exhibit 11: Families: Key Tourism Insights and Motivators 

5.3.2 Multi-Generational Families 
Only about 25-30% of family travel consists of mum, dad and children.66 With families living 
farther apart geographically, and dedicated family-time at a premium, particularly among 
busy professionals, there is an increasing trend of blended families, extended families, 
grandparents and grandchildren traveling together and multi-generational ‘milestone trips’ 
that represent an untapped opportunity in the family vacation segment for coastal tourism 
operators. The Resonance report on Millennial families noted that Millennial parents are 
much more likely (34%) to desire a multi-generational vacation, defined as ‘a travel party 

                                                            
 
66 Source: travelagewest.com 
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comprised of at least one traveler over age 60 with at least one traveler under age 18 who 
resides in a different household’.67 

This represents a significant growth market, with multi-generational travel up 30% from 
2014-15. Multi-generational travel parties tend to be larger than average, with 4.95 
travelers (v. 2.13 travelers for the leisure segment overall) and senior-led groups spending 
an average of $1,000 more per year than other travelers. 

 
Multi-generational travelers tend to plan their vacations around significant milestones, like 
anniversaries, family reunion or a wedding. Thus there exists a lot of opportunity to cluster 
packages and programs around family-style dinners, activities that everyone can participate 
in, and group sightseeing into lesser-known attractions. Many resorts in the Caribbean and 
Mexico are beginning to offer specifically designed family-friend resorts and packages to 
their groups68 and operators like Tauck Bridges and Thomson Family Adventures are 
beginning to corner the lucrative high-end family package tour market.  

                                                            
 
67 Source: traveldailynews.com 
68 Source: covingtontravel.com 

Consider these stats on multi-generational travel: 
• 40% of all active leisure travelers have taken at least one multigenerational trip 

over the last year.   
• 25% of all leisure travelers are grandparents and 37% traveled with their 

grandchildren.   
• Grandparents travel almost 25% more than the average leisure traveler, taking 

four or more trips yearly.   
• 22% of grandparents traveled with their grandchildren alone. 

• A recently released 2015 “Travel Dreams” survey by Virtuoso revealed that 25 
percent of 5,800 travelers surveyed plan to take a family vacation, and that 
multigenerational travel is a top 10 trip experience  

Sources: leisuregrouptravel.com; huffingtonpost.com 
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Multi-generational travelers tend to be busy, participating in more activities in almost all 
categories, even visiting more theme parks, than regular leisure travelers. This niche 
audience is looking for experiential, turnkey services that can involve the whole family. This 
represents a particular opportunity for coastal towns, as a mix of activities for both young 
and old, with the sea as a backdrop for relaxation as well as physical activity, would 
particularly appeal to this market.  

 

5.4 Baby Boomers 

5.4.1 The Emergence of Active Older Age 
Last year over a quarter of the UK population (nearly 18.3 million people) were over 55 
years old. It’s estimated that this number will increase to over 20 million by 2018, and 
growing by more than 8% over the next five years.69 Baby Boomers, those born between 
1945-1965, were (until now) the largest cohort in history. With the lowest range of the 
cohort just reaching 50 and the highest at 70, they make up an extremely diverse and 
heterogeneous group that in many ways defies generalization or convention.  

However, there are some commonalities that bind, as well as some key variables that have 
defined this cohort as they enter into this life stage, and it is clear that Boomers are aging in 
very different ways than generations that have come before.   

                                                            
 
69 Mintel Report, Lifestyles of the Over-55s and Seniors, UK, January 2014. 

Multi-generational travel has the potential to be very lucrative  
for the following reasons:  
 

• Today's grandparents are far more active than their parents, and destinations 
must design product that recognizes this.  

• Multigenerational travellers do their homework, searching up to 22 sites before 
confirming plans and booking.  

• Multigenerational travellers will "seize the moment" to travel together before 
children are grown, regardless of the economy.  

• There is great opportunity to attract multigenerational groups with pre-schoolers 
during the traditional, off peak spring and fall seasons.  

• Multi-generational trips are most often paid for by the grandparents, who tend to 
be more affluent than their younger family members.  

• There is opportunity to market to broader targets, including international families 
who often travel in multigenerational groups.  

• Despite great opportunity in promoting travel to multigenerational families, the 
market is not well defined or understood.  

Source: traveldailynews.com 
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Increased life expectancy due to improved health care and education among the middle 
class, along with a move towards a more knowledge-based economy (meaning that work is 
not as physically demanding as it once was), means the number of people working past 65 is 
increasing in most countries, and that retirement is looking very different than it used to.70 
As older people enjoy more stable sources of income combined with better health and a 
more youthful outlook, retirement is no longer thought of as a static universal experience; 
new trends include people opting for gradual, partial or even working retirement, or 
developing a new career or volunteer or creative pursuits in a sort of ‘un-retirement’.71 This 
could take on a variety of patterns, with those 50+ maintaining busy and active lifestyles 
that includes elements of lifelong learning, leaving a legacy, and longevity through healthy 
living. We are witnessing a slow shift from ‘active aging’ to ‘productive aging’, as retirees 
prefer to maintain some elements of work, volunteerism or self-development as they age. 

Boomers tend to be more educated and well-travelled than the ‘senior’ market that came 
before. In fact, it would be erroneous to consider Boomers as seniors at all! They don’t think 
of themselves as an aging population, and many are still time-deprived, as they might still be 
raising children (or caring for grandchildren) or are at the height of their careers. They are 
not a passive cohort – they want access to all available information so that they can make 
informed personal choices about lifestyle decisions, and they might be married, divorced, 
traveling with families or with friends, or even alone. While far from being a homogeneous 
group, there are many reasons why it is still crucial to understand this very crucial travel 
market.  

5.4.2 Boomers as an Important Travel Market 
There has historically been a lack of robust research into what was considered the ‘grey 
market’ in tourism, due to the perceived lack of mobility of the aging market, tight budgets, 
and difficulty in securing travel insurance. However, with travel easier than ever before, 
higher disposable incomes among those exiting stable pensioned careers, and healthy, 
active lifestyles, tourism marketers and the media are beginning to understand that this is a 
market worth pursuing. Boomers are predicted to become the fastest growing and largest 
potential market for hospitality and leisure internationally.72 A recent Mintel Report73 noted 
that nearly 45% of over-55s were planning to travel or take a holiday in the next 12 months 
(that figure was 40% in 2012, indicating rapid growth). These findings reinforce our 
contention that tourism operators really need to develop a detailed understanding of this 
market group. 

According to an AARP survey, Boomers are already the most traveled generation in history – 
they also place travel higher in importance than everything else, including spending time 
with family, health and exercise. This market values travel and generally has set aside 
                                                            
 
70  OECD 2013, c.f. Vickerstaff, Sarah (2015) ‘Retirement. Evolution, revolution or retrenchment'. Routledge Handbook of Cultural 
Gerontology. Twigg, Julia and Martin, Wendy (eds).  
71 Vickerstaff, Sarah (2015) ‘Retirement. Evolution, revolution or retrenchment'. Routledge Handbook of Cultural Gerontology. Twigg, Julia 
and Martin, Wendy (eds). 
72 Hyde, Martin (2015) ‘Travel and Tourism in Later Life’. Routledge Handbook of Cultural Gerontology. Twigg, Julia and Martin, Wendy (eds). 
73 Mintel Report, ‘Marine Tourism’, September 2015 
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money to spend on it – according to the Mintel Report Lifestyles of the Ultra-affluent and 
HNWIs 74, 68% of ultra-affluent and high-net worth individuals were aged 51+. They also 
have time to travel, with only 21% of them having children under the age of 19 living in their 
household. While the UK affluent market is predominantly focused on overseas travel (with 
55% of UK affluents preferring overseas holidays compared to only 7% preferring domestic 
holidays) this still represents a growth opportunity for the UK coastal offer, especially in 
targeting those from outside the UK.  

For instance, 57% of baby boomers in Canada have or expect an inheritance in the next 20 
years. An estimated 1 trillion dollars (CDN) will be inherited, making it the largest inter-
generational transfer of wealth in history. Travel is the first priority upon which those 
inheriting say they will spend their money.75 With relatively easy travel between Canada and 
the UK, no language barrier, the increase in genealogical tourism (see later in this chapter), 
and the offer of a temperate climate, especially in shoulder seasons, this market represents 
a huge opportunity for UK coastal tourism.  

5.4.3 Segmenting Baby Boomers  
January 2011 signaled the beginning of a dramatic shift in consumer trends as the first 
Boomers turned 65. Over the next 20 years, we will see the number of senior double as the 
younger Boomers reach this milestone. However, given the extreme differences in life-
stages of those who are born 20 years apart, the key when thinking about the senior market 
is to focus on it more as a ‘series of potentially overlapping markets driven more by the 
kinds of activities that people do rather than the age of the people wishing to do them.’76 
This is where a tribal typology in defining audiences by the activities they like to do, rather 
than their age, starts to become very useful. 

This market tends to be highly differentiated along financial, social, working and marriage 
lines. Marketers have frequently used categories such as High Net Worth Individuals 
(HNWIs), Wealth Achievers, Third Agers, Retirees, Single Retirees, Retired Couples, Working 
and Still Working to provide some sense of segmentation among this very heterogeneous 
group. 

While 85% of UK affluents are married and tend to have strong tendencies toward family 
activities, singledom is also a growing trend among 55+ group, with 42% of women over-55s 
being widowed, divorced or separated.77 Thus there exists an opportunity for coastal 
tourism operators to target niche groups within this demographic, offering authentic 
regional products and services that offer the opportunity to connect with new friends, or 
that cater to older single travelers (group packages and incentives for example). In order to 
better understand the true opportunity represented by this diverse cohort, new 
segmentation categories are needed.  

                                                            
 
74 Mintel UK, August 2012 
75 Source: www.tlctravel.org 
76 Hyde, Martin (2015). 
77 Mintel Report, ‘Marine Tourism’, September 2015. 
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Exhibit 12: Boomers: Tourism Insights and Travel Motivations 

5.4.4 Boomer Travel Motivation 
The growth of the Boomer market is not merely demographic – what is also changing is the 
socio-economic profile and consumption patterns of Boomers.  We are beginning to witness 
a shift towards ‘gerotranscendence’ – ‘a shift in meta-perspective, from a more materialist 
and pragmatic view of the world to a more cosmic and transcendent one, normally 



 

90 
 

accompanied by an increase in life-satisfaction’.78 This means that aging populations are, in 
greater numbers, turning their attentions away from the daily grind of work, productivity, 
competition and material consumption into more self-development, holistic, altruistic and 
awareness-based pursuits, both at home and away.  

A recent review of motivational factors in senior travel in developed nations (USA, UK, 
Taiwan, Australia, Japan and Switzerland) from 1999-2009 illustrated a clear shift away from 
VFR (visiting friends and relatives) and relaxation-centered tourism to travel that focused 
more on self-development and improvement, like knowledge, ego-enhancing, improving 
mental/physical well-being.79 This research indicated that the traditional viewpoint of aging 
travelers wanting nothing more than to just relax on a beach chair while on holiday is 
outdated and erroneous, as self-fulfillment through visiting cultural attractions, 
experiencing local cultures and cuisines, and active and educational experiences were more 
prominent motivational factors.  

 
Thus, there exists a great deal of opportunity for destinations that offer the novelty of 
unique cultural and cuisine experiences, coupled with physical activities that emphasize self-
discovery and self-development. Boomer travelers tend to ignore the marketing geared 
specifically for the true senior market – classic bus tours, all-inclusive resorts and cruises – 
unless these have been specifically redesigned to adapt to their more active needs.80 
Boomers aren’t interested in merely sampling local cuisine, they want to have a hand in 
learning how to prepare it. They are less interested in sitting by the seaside than they are in 
exploring it by foot or bicycle or from the air while wind surfing off shore. And while a 
recent study showed that beach holidays remain the most popular among older European 

                                                            
 
78  Tornstam 1997 c.f. Vickerstaff, 2015. 
79 Prayag, G (2012) ‘Senior travellers’ motivations and future behavioural intentions.’ Journal of Travel and Tourism Marketing. 29(7) 665-81. 
80 Source: www.babyboomerstraveling.com 

Boomers are increasingly looking for the following: 
• Back country: destination activities such as visiting national parks, visiting small towns, 

hiking or biking in nature and staying next to any waterfront.  
• Educational: consists of activities that are associated with some learning, such as visiting 

places of historical or archaeological interests and sightseeing in big cities.  
• City-Based: represents urban pleasures, such as sitting in coffee shops and dining in 

restaurants  
• Physical: exercise and wellness-related activities  
• Cultural: activities that aim at exploring the local culture, such as attending performing 

arts or local festivals, and getting to know the local people  
• Non-Physical: reading books and watching TV  
• Themed: visiting amusement parks and attending spectator sports  
• Simple Pleasure: loading with taking cruises and gambling  
• Spiritual: spiritual or religious activity  

Source: Nimrod, Galit, and Arie Rotem. “Between Relaxation and Excitement: Activities and Benefits Gained in Retirees’ Tourism.” 
International Journal of Tourism Research 12, no. 1 (January 1, 2010): 65–78 
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travelers,81 the travel and tourism industry across Europe has yet to fully capitalise on the 
opportunities offered by this market.  

Sometimes, even cultural pursuits aren’t enough for this ‘young at heart’ generation. Other 
research has shown that travelers aged between 41 to 60 years old represent the greatest 
participating age category in adventure travel at a rate of 42.2 percent per annum.82 This 
segment are in quest of the latest and exciting adventure experiences, want to test their 
physical abilities and continue to be more active, perceiving adventure tourism as a way to 
test their limits and experience deeper personal satisfaction. While the most important push 
factors for Boomers remain fun and enjoyment, relief from stress, escapism and relaxation, 
it appears that more and more aging travelers are also seeking excitement and challenge as 
well, representing an opportunity for destinations who offer varying degrees of ‘soft’ and 
‘hard’ adventure for a broad range of age groups.  

 

5.5 Consumer Trends Driving Tourism Decisions 
From this research we can clearly see how seismic shifts in consumer trends might have a 
significant impact on all sectors of the tourism industry in the near and long term. In 
general, we are seeing a more demanding and discerning tourism consumer due to 
increased levels of affluence, better education, more international travel experience, a more 
culturally diverse travelling population, and greater exposure to the media and other forms 
of information. These changes are common across all demographic cohorts, and offer 

                                                            
 
81  Travel Blackboard 2011 c.f. Prayag 2012. 
82 Naidoo, P., P. Ramseook-Munhurrun, N. V. Seebaluck, and S. Janvier. “Investigating the Motivation of Baby Boomers for Adventure 
Tourism.” Procedia - Social and Behavioral Sciences, Proceedings of the 3rd International Conference on Strategic Innovative Marketing (IC-
SIM 2014), 175 (February 12, 2015): 244–51. 

 

Boomers in Mauritius: Adventure Travel Preferences 
(Naidooa et. al 2015) 

 
Soft Adventure Activities 

1. Horse-riding 
2. Camping 
3. Cycling 
4. Safari 
5. Quad biking 
6. Hiking 
7. Canoeing 
8. Pedal boat 
9. Bird-watching 
10. Dolphin watching 
11. Catamaran trip 
12. Swimming  
13. Walking 

 

Hard Adventure Activities 
1. Scuba diving 
2. Undersea walk 
3. Snorkeling 
4. Water skiing 
5. Dolphin Diving 
6. Shark diving 
7. Mountaineering 
8. Trekking 
9. Mountain Biking 
10. Kite Surfing 
11. Parasailing 
12. Windsurfing 
13. Paragliding 
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exciting windows of opportunity for private sector operators looking to open a tourism-
related business, or expand their existing offering to accommodate the new trends. 

Below we list what we perceive to be the biggest thematic trends driving the future of 
tourism, based on consumer insights from above. We then list the specific growth sectors 
that cater to these trends, identifying those that might be most suited for coastal 
regeneration strategies in the UK. 

5.5.1 Experience and Education 
As we have seen in our analysis of both Millennial and Boomer populations, travellers are 
increasingly looking for ways to improve themselves whilst on holiday, whether by 
undertaking culinary or language classes, immersion into distinct foreign cultures, or active 
participation in archaeological digs, historic study, or various forms of volunteer work, giving 
them hand-on experience or an opportunity to expand their horizons beyond what’s 
available at home. What’s driving this is the turn towards an experience economy,83 where 
the need to engage, involve and entertain consumers has led to the development of new 
approaches to marketing. Creating memorable experiences means paying attention to 
different elements that consumers might be seeking, including education, aesthetics, 
escapism and entertainment, and factoring these needs into the product offer.   

                                                            
 
83 Pine, B. Joseph, and James H Gilmore. The Experience Economy. Boston: Harvard Business School Press, 2011. 
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Thus, tourism experiences that 
allow travellers to engage 
holistically – either physically, 
mentally, emotionally, spiritually 
or in a combination of any of 
these, experiences which will 
generally capture their 
imaginations, offer great sharing 
opportunities via social media, 
and leave them feeling more 
satisfied with their travel 
experience overall.  

Many coastal locations are 
already starting to experiment 
with this offer, packaging 
itineraries for multi-generational 
tourists who are looking for 
transformational experiences 
with a focus on education. 
Orlando pairs its high attraction 
offer of Disney, Universal Studios 
etc. with a mix of education, fine 
dining, day trips and beaches 
with packages that suit all ages. 
The ‘Wild Atlantic Way’ along 
the western coast of Ireland is 
developing itineraries and 
menus that combine driving, active 
outdoor pursuits, culture 
appreciation, food tours and events. Other locations such as San Diego and Vancouver on 
the West Coast of North America, and Chicago in the centre, have also had some success 
with this as well.  

5.5.2 Engagement and Authenticity 
Tourists are no longer satisfied with common, mass-produced offers, opting instead for 
unique, immersive experiences with a strong local component, and they are willing to spend 
a premium if the experience enriches their life, is of very high quality, or is distinct from 
something they might find anywhere else. Millennials especially want to engage in activities 
that allow them to do something that none of their friends might have done, in a place 
where many have not gone. No longer satisfied to merely consume products, increasingly 
today’s tourists prefer to consume the people, the culture, the distinct natural rhythms of 
place, experiencing the destination through the eyes of locals.  

Exhibit 13: Source - Visit England 
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This trend is evident through the uptake of house-sharing opportunities through sites like 
AirBnB, where travellers prefer renting out an entire home or apartment, shopping at the 
local markets, and experiencing little-known restaurants not found in Lonely Planet, but 
rather through user reviews on Trip Advisor or Yelp. Travellers are looking to meet and 
spend time with locals, learning about their lives and understanding the places in which they 
are spending time. This offers lots of opportunities for coastal tourism operators to offer 
menus that pair travellers with local chefs for a cooking lesson, a local artist for a gallery 
tour, or a music venue with a trained vocal coach or local band or, for the more active, an 
opportunity to run along coastlines, climb cliffs, take to the sea in a kayak or wind surf. 

5.5.3 Awareness and Sustainability 
As climate change, pollution and other environmental matters capture public consciousness, 
consumer trends are increasingly shifting towards greener, and slower, less impactful ways 
of living, and this is also showing up in tourism trends.  

The UNWTO (2012) predicts that by 2020, there will be 1.6 billion eco-inspired trips taken 
annually. Consumers are considering the eco-footprint of their travel, opting when possible 
for operators that make an effort to identify sustainability standards, respect for employees 
and the local environment, and are locally-owned, smaller-scale and authentic. This means 
that increasingly, non-monetary extras matter – like the expertise of a guide, continuing 
historic or local customs, the exclusivity of activities, innovation in learning opportunities, 
and valuing the experience offer over the sale of objects and the collection of souvenirs. 
There is a notable increase in the desire for eco-tourist excursions, like visiting protected 
areas at sea and on coast, marine mammal and sea-bird watching trips, glass-bottom boat 
and snorkeling excursions, and agri-tourism excursions and visits centered on people whose 
lifestyle is intertwined with the marine environment such as to fishing villages and lifeboat 
stations. The driving factors behind this growth are an increasing portfolio of marine 
ecotourism excursions offered by tour operators and suppliers; growing desire among 
tourists to share nature-based experiences with their friends and family and to learn about 
wildlife and conservation; a growing desire to partake in something experiential, allowing 
for a deeper appreciation of the place they’re visiting. Thus it is predicted that coast eco- 
tourism will continue to grow robustly, offering plenty of opportunities for UK coastal towns 
to capitalize on the trend.  

5.5.4 The Impact of Digital Technology 
It’s no secret that the advent of the Internet, combined with the move towards mobile 
technology, has turned the tourism industry on its head. People now experience their 
mental, social, physical and emotional worlds digitally, and they expect to continue to do so 
while traveling. While Boomers may not feel the need to share as much as Millennials, they 
still want constant access for information and to feel connected, by staying abreast of world 
events in the news, researching activities, complementing their knowledge about what they 
are seeing or experiencing, or staying in touch with loved ones back home via Skype or 
email. The expectation of most travellers is that they should be able to access data 
anywhere, anytime and on any device. Local businesses that offer free Wifi, good photo-ops 
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for Selfies, and communicate at a personal level, one-to-one, with their audiences via 
Twitter, Facebook or Instagram will fare better among all tourist groups regardless of age.  

More recently, the extreme growth of the sharing economy through sites like AirBnB, and 
an online review culture through TripAdvisor, Yelp and others also means that travellers 
expect to exchange goods, services, money, time or opinions among themselves, outside of 
traditional establishments. This offers opportunities for businesses comfortable operating in 
this space, and building communities based on sharing and information exchange.  

The Importance of Apps 
 The recent 2015 Mintel Review also highlights that the development of apps are enhancing 
consumers experience in the leisure industry. For example the Velocity app facilitates faster 
and easier payment and table booking and Orderella enables consumers to order and pay 
directly for drinks and food via their smartphone at selected pubs, bars and restaurants in 
the UK and Ireland. And there are now a range of apps that also combine event discovery, 
ticketing and in-venue ecommerce and online booking to help with tourism development. 

 

 
 

This research indicates that leisure operators who offer consumers apps are more likely to 
entice people out of their home. Apps that facilitate easier ordering and payment is a win-

Exhibit 14: Orderella App  Source – Bar Magazine 
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win for leisure operators and consumers as it makes the whole leisure experience more 
efficient and enjoyable. 

5.5.5 Simplicity and Convenience 
Recent media articles and books have warned against the ‘Paradox of Choice’ afflicting 
consumers, mostly in the developed world. The staggering array of options offered in all 
aspects of our daily lives, coupled with the sheer volume of information available through 
media and online, means that some people can increasingly be paralysed by indecision, 
opting to not make any choice at all.  

This is an acute and emerging trend in tourism, as travellers are finding it increasingly 
difficult to wade through the number of options, information, reviews and packages 
available for every destination on the planet.  

Coastal destinations and operators that are able to curate itineraries for travellers whose 
needs and wants they understand, offering a clearly designed menu of options in an easy-
to-find online format, with consistent branding and messaging, encompassing all aspects of 
the offer (food, entertainment, accommodation, adventure, wellness, culture, etc.) will 
make tourists’ lives easier, and likely benefit from more bookings as a result.  

 

5.6 Emerging Tourism Trends 
Below we assess the tourism trends that will have an impact on coastal tourism, specifically 
trends that will change the nature of the offer  

5.6.1 Food & Gastronomy Tourism 
The World Food Travel Association (WFTA)84 defines food tourism as “The pursuit and 
enjoyment of unique and memorable food and drink experiences, both far and near.” and 
argue that in addition to traveling across country or the world to eat or drink, we can also be 
food travellers in our own regions, cities and neighbourhoods. The WFTA is currently 
undertaking a major research programme to assess the scale and nature of food tourism 
around the world (to be published in 2016), which is being sponsored by Visit Scotland 
among other international tourism bodies. 

Food tourism represents a vast opportunity for coastal towns, as food and travel are more 
intertwined than ever before. Tourists are increasingly identifying local food and culinary 
experiences as their primary and secondary motivations for choosing specific destinations, 
with cooking classes, visits to wineries or breweries, and market tours among the most 
popular activities.85 Over 1/3 of global tourism expenditure is on food and beverage 
products, with over 70% of adventure itineraries offering some food-focused experience of 

                                                            
 
84 http://worldfoodtravel.org/what-is-food-tourism/  
85 “Travel Trends for 2015: Hot Topics.” Travel Channel. Accessed October 23, 2015. http://www.travelchannel.com/interests/hot-
topics/articles/travel-trends-for-2015. 
Peltier, Dan, “The Future of Food Tourism Goes Beyond the Restaurant Experience.” Skift. Accessed October 25, 2015. 
http://skift.com/2015/10/23/the-future-of-food-tourism-goes-beyond-the-restaurant-experience/. 

http://worldfoodtravel.org/what-is-food-tourism/
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some kind. For those operators offering ‘high food focus’ itineraries, the average reported 
price per day for such trips was $472 USD.86 

A food trekker or traveller might follow their favourite food truck from neighbourhood to 
neighbourhood or make a “bucket list” of restaurants to visit in their lifetime, or plan an 
entire holiday of hands-on cooking workshops. Food trekkers can also be multi-purposed in 
their travel plans; they may be going to the coast for a wind surfing experience but they will 
also want to eat good quality, authentic, local seafood in a locally owned restaurant. There 
is something for everyone in the food tourism industry. That is why it has a place in all 
coastal tourism offers.  

Food is one of the experiences that creates lasting memories for travelers; it is a constant 
variable that can be very specific to a place, and is something that can be easily shared with 
friends and family or strangers met on the way. Food tourism also helps tells the story of a 
destination’s history, culture and people. Over the last decade, the more effective 
destination marketing organisations (DMOs) have leveraged the rise of mainstream interest 
in food to attract more visitors to their place, often visitors who were coming for another 
primary purpose. 

As consumers become more conscious and concerned about how their food is grown and 
prepared, experiences that offer education about food origin, or a chance to witness food 
production locally, or to attend events to learn how to cook authentic local dishes, is a 
major trend. The intensive industrial food production systems in the US and consumers’ 
increasing disillusionment with factory-farming and mass-produced packaged goods means 
that a huge opportunity exits for chefs, farmers and food-producers near UK coastal towns 
to showcase and celebrate local offerings. Places as different as Oban in Scotland and rock 
in Cornwall have recognized this and now benefit from an authentic, local, branded seafood 
offer as destinations with celebrated places to eat. 

Countries like Ireland, The Philippines and Canada, to name but three, are making significant 
investment in culinary tourism development and are seeing results with visitor spending and 
over-night stays rising as a result of food tourism promotion and product development. The 
Ontario Food Tourism Alliance87 in a recently published report on the growth of food 
tourism, remind us that food serves to connect us with the land, our heritage, and the 
people around us, all three being stimuli for visits. It is a diverse and dynamic channel for 
sharing stories, forming relationships and building communities. By combining local food 
and drink with travel, food tourism offers both locals and tourists alike an authentic taste of 
place while contributing to a sustainable world economy. 

The food offer of coastal tourism destinations can be one or more cafes, pubs, restaurants, 
hotels, food court offers of shopping centres, cafes at attractions, separately located or in 
close proximity to one another, sometimes in deliberately planned clusters or clusters that 

                                                            
 
86 Source: www.adventuretravel.com 
87 “The Rise of Culinary Tourism”, Ontario Food Alliance and Skift, 2015 
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have evolved over time in an informal way. Such clusters are most often found in the centre 
of seaside towns or at focal points such as piers. 

 

 

Exhibit 15: Electric Beach Festival, UK. Source - list.com 

5.6.2 Music and Festival Tourism 
Music tourism already makes up a significant portion of UK tourism, with the potential for 
more growth.  According to the industry representation organization UK Music, 6.5 million 
music tourists attended a UK festival or gig in 2012, generating a direct spend of £1.3 billion 
and a further indirect spend of £914 million, making the sector worth £2.2 billion overall. In 
2012, overseas tourists represented 6% of the UK music tourism market but accounted for 
20% of all music tourism spending. On average, overseas music tourists spent £910 on their 
trips attending UK festivals and £602 attending concerts, while domestic music tourists 
spent £396 attending festivals and £87 on concerts. Although 28% of all UK music tourism 
trips in 2012 were to London, music tourism is seen as an ideal tourism attraction asset for 
drawing tourists to other regions in the UK (Liverpool and the Beatles for example).88 

Goa, India and Ibiza, Spain are coastal destinations that have forced strong relationships 
with music tourism, and attract a loyal and growing following of dedicated fans annually. 
Other areas have created music festivals specifically to attract niche audiences, and their 
surrounding regions have benefited economically as a result. Festivals of all shapes and sizes 
have emerged in the last decade: the Curacao North Sea Jazz Festival leverages private 
sponsorship and attracts over 10,000 attendees annually; the Aruba Soul Beach Music 
Festival (1,500 attendees), Suncebeat Soulful House Music Festival in Croatia (3,000 
attendees) and Sonar Music Festival in Barcelona (120,000 attendees) all contribute greatly 
to their local economies and have become synonymous with the destination in attendees’ 
minds. In the UK, the Cornwall region has had great success with Boardmasters, a skate, 

                                                            
 
88 Mintel Report, ‘Marine Tourism’, September 2015. 
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surfing and BMX bike festival for 30,000 people, which is one of the UK’s biggest music 
festivals. Other UK coastal festival highlights that cater to a more mature audience include 
the Rockaway Beach festival at Bognor Regis Butlin’s resort, and the long-running Southport 
Weekender, at Butlin’s Minehead.  

5.6.3 Health and Wellness Tourism 
The unprecedented stresses of modern life, the rise of chronic diseases, and people having 
ever-diminishing time to relax, means that the tourism industry is undergoing a seismic shift 
towards health and wellness, with millions more every year demanding options that offer 
opportunities to improve their physical, emotional, and spiritual wellbeing. Gone are the 
days when people expected to return from holidays feeling sluggish and heavy after back-
to-back days of over-indulgence and lack of activity.  

Travel in itself can be seen as an unhealthy activity: travel hassles, jet lag and poor sleep, 
disruption of exercise routines, and excesses in eating and drinking can leave a traveller 
more stressed and feeling less well after a trip. A health and fitness holiday, or even adding 
in components of wellness during a regular holiday, offers tourists a way to reset the body, 
learn a new approach, develop good habits to bring home, and return feeling better than 
when they left.  

Travel for wellness is not a new activity; since ancient times, travellers have visited the Dead 
Sea for its therapeutic properties, and natural sulphur baths, hot springs. Seaside resorts 
have always offered a measure of healthier climates, purifications, and services that treat 
the mind and body. However, recently there has been a massive upsurge in what is 
specifically called ‘Wellness Tourism’ – or travel for the purpose of 
promoting health and well-being through physical, psychological, or spiritual activities.89 

The wellness tourism market is driven by primary and secondary motivations. Primary 
wellness tourists travel entirely for wellness purposes while secondary wellness tourists 
engage in wellness-related activities as part of a trip. Secondary wellness tourists constitute 
the significant majority (87 percent) of total wellness tourism trips and expenditures (85 
percent).90 Primary wellness breaks include spa, beauty, health and fitness, and spiritual and 
personal growth. Secondary wellness trips are undertaken by people looking to maintain a 
healthy lifestyle, but where that is not the primary motivation for taking the break. Wellness 
overall is increasingly important with 76% of UK tourists agreeing that “all holidays should 
enhance well-being”.91 

 

 

                                                            
 
89 https://en.wikipedia.org/wiki/Wellness_tourism  
90 "Wellness tourism is a $439 Billion Market". Global Wellness Institute, 2013 
91 ibid. 

https://en.wikipedia.org/wiki/Wellness_tourism
http://www.imtj.com/news/?entryid82=431886
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Recent research by 
the National Coastal 
Tourism Academy 
reports that the 
Health and Wellness 
tourism sector is 
worth more than 
£314 billion 
annually, and is one 
of the fastest 
growing marketing 
segments globally. 
They list the ‘six 
pillars’ of wellness 
that are driving 
growth: cultural, 

physically active, active outdoors, spiritual, learning/development, and spa/beauty. The 
Global Wellness Institute (2012) reports that wellness accounts for about 14% of tourism 
expenditure globally, indirectly generating a further US$1.3 trillion in global economic 
benefits, employing 11.7 million globally and by 2017 is projected to grow at more than 9% 
per year to US$678.5 billion.  

In the UK, 1 in 5 people take at least one dedicated wellness break annually – but only an 
estimated 8% of these trips are currently taken at the coast. The numbers are even higher 
among younger people and those in London (1 in 4), representing a significant growth 
opportunity that UK coastal towns could exploit.92  

More importantly, the wellness market tends to be comprised of higher spenders, willing to 
pay more for premium services. In 2012 an average wellness tourist spent 130% more than 
an average, non-wellness seeking tourist. Even if wellness is not the primary reason for their 
trip, add-ons like spa facilities and treatments, healthy dining options, premium services 
offered at accommodation, and the opportunity to engage in physical activity or a spiritual 
practice (cycling or a yoga class for example) offers a chance for travelers to enhance their 
wellbeing while on holiday, and act as secondary drivers of the decision to visit a 
destination. 

Current research suggests that demand for wellness experiences and tourism products will 
outstrip supply in the next 3-5 years.93 There is a huge potential for small business in coastal 
towns to seize the potential of this lucrative market and begin to offer wellness 
opportunities for visitors – yoga and pilates, alternative health therapies, cycling, classes in 
art or cooking, or spa retreats that not only enhance overall market appeal at a destination, 

                                                            
 
92 National Coastal Tourism Academy, 2015 
93 National Coastal Tourism Academy, 2015 

Exhibit 16: Yoga on the beach in Lisbon. Source - traveltherapytours.com 
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but could also act as primary drivers for visitors seeking a healthy coastal getaway 
experience.  

 

Exhibit 17: Image Credit: Travel and Tourism Research Association 

5.6.4 Adventure/Sport Tourism 
The Adventure Travel Trade Association defines adventure tourism as a trip that includes at 
least two of the following three elements: physical activity, natural environment, and 
cultural immersion. It is a highly lucrative market – operators report an average spend of 
USD $3,000 per adventure traveller, with an average trip length of 8 days.94 Adventure 
travel is generally categorised by hard and soft adventure, and can include sustainable 
tourism, eco-tourism, volunteer tourism and geo-tourism.  

Just a generation ago, the act of traveling itself could be considered sufficient ‘adventure’. 
More recently, we are seeing travellers seeking increasingly adventurous or unique thrilling 
experiences, as the act of merely visiting a destination is less arduous than it once was. 
Demand for adventure is on the rise as global levels of disposable income increase and 
consumer interest in customised and transformative (i.e. meaningful, perspective-changing) 
experiences grows. What’s particularly surprising is that adventure travel does not 
discriminate by age or gender: according to the Adventure Travel Trade Association, the 
average age of an adventure traveller is 48. More than half – 53% – are female; 47% are 
male. 

Recent research has shown that there is a significant positive correlation between the 
motivations of ‘using physical skills’, ‘challenging my abilities’ and ‘searching for excitement’ 
among young travellers95 and the advent of ‘fear’ actually heightens their travel 
experience.96 Interestingly, respondents who scored highly in these combined factors were 

                                                            
 
94 Adventure Travel Trade Association (2014), Industry Snapshot 2014. 
95 Richards, Greg. (2015) 
96 Mura, Paolo. “‘Scary … but I like It!’ Young Tourists’ Perceptions of Fear on Holiday.” Journal of Tourism and Cultural Change 8, no. 1–2 
(June 1, 2010): 30–49.  
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just as likely to be female as male, indicating a shift in gender norms and offering further 
opportunities for operators to target supplemental activities around couples, groups of 
women, or even solo women travellers.  

In terms of activities in the destination, adventurous travellers were more often walking and 
trekking (83% - 73%), engaging in cultural activities (71% - 63%), visiting historic sites (81% - 
75%), watching nature or wildlife, watching sport, taking part in sport or adrenaline 
activities (41% - 23%) and working as volunteers (13% - 6%).97 All of these activities can be 
readily offered on many UK coastlines and in coastal communities and tourists need not 
travel to far-flung or exotic locations to experience a bit of adventure whilst on a UK holiday.  

5.6.5 Independent Travel – Driving & Nomadism 
The ease of overland travel coupled with the plethora of information available to travellers 
online has resulted in significant growth in the ‘Free Independent Traveller’ market. These 
travellers tend to be generally older, of above average income, and travel in small groups or 
as couples. However, there is a growing trend among young people to also travel 
independently, and for longer stretches of time. These travellers generally avoid mass 
tourism destinations and holiday packages in favour of a more individualistic, authentic and 
local approach to travel.  

The primary motivation for travel for this type of ‘Global Nomad’98 is the quest for personal 
growth, which is achieved through autonomy, immersion in a foreign daily existence, 
learning through exposure, and intense relationships with others on the same ‘path’.  
Nomadic travelers tend to stick together, creating clusters in locations that cater to them – 
like the backpacker enclave at Kao San Road in Bangkok, the Full Moon Party in Thailand, 
the Gràcia neighbourhood in Barcelona, Kings Cross in Sydney, festival goers in Ibiza and 
Goa, or the roving communities that have sprouted up of ‘RV Nomads’, including in the UK. 
These ‘plug and play’ places feature ample internet access, inexpensive accommodation, a 
feeling of intense camaraderie among its transient population, and a general vibe of 
‘eventfulness’99 that gives people reason to both arrive, and dwell, in the space for an 
extended period of time.  

The biggest trend among nomadic or backpacking travel is the emergence of ‘Flashpackers’. 
Independent travelers might still carry a rucksack, but they are far more selective, discerning 
and demanding in their tastes and choice of destination, and they have a wider variety of 
needs, not unlike regular tourists. They are also looking for destinations that offer high-
design, quality accommodation, restaurants, bars, entertainment, pop-up culture like night 
markets and food stalls, and clustering areas for travellers to meet each other, plus 
complementary wellness offerings to soothe their tired muscles. Smaller destinations off the 
south coast of France, the Gili Islands off the coast of Lombok, Indonesia, or Morjim in North 

                                                            
 
97 Richards, Greg (2015). 
98 Ibid. 
99 Richards, Greg, and Robert Palmer. Eventful Cities. Routledge, 2012.  
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Goa are areas that have awoken to this trend, and are catering specifically to this type of 
transient traveler.  

Independent driving routes are another major trend that offers a chance for travelers to 
take their trip into their own hands. Aware of the growth in drive tourism elsewhere, like 
the “Great Ocean Road” in Australia, the “Garden Route” in South Africa, the Coastal Routes 
in Norway and the “Byeways” in the USA, Fáilte Ireland commissioned the development of a 
new tourism brand proposition for Ireland’s 2500km stretch Atlantic coast on the west of 
the Island. The ‘Wild Atlantic Way’ initiative has resulted in providing a strong cohesive 
identity to a very diverse mix of towns, rural routes and coastline, and has resulted in a 
significant uptake in particular independent travellers looking for something different to do, 
while also supporting many local economies.  

5.6.6 Culture/Education Tourism 
Up until recently, travellers to coastal destinations were looking for little more than sea, sun 
and sand – the typical ‘bucket and spade’ holiday in UK seaside resort towns. However, 
there is a growing trend among beach holidaymakers to look for tours, excursions and other 
activities that add value to their trip – this is sometimes called the ‘beach holidays-plus’ 
market.  

Coastal towns used to rely on marine-based attractions that depended on the built 
environment or heritage resources like fishing museums (like the one in Grimsby), and 
quaint coastal cultural centres to round out their cultural offering. However, in the last 
decade or so there has been a significant move towards the development of new arts and 
cultural venues that have become major attractions in their own right. This is a 
phenomenon known as the ‘Guggenheim Effect’ for the museum of the same name that has 
transform the city of Bilbao along the coast of Spain. This is also reflected in the drive 
towards ‘City of Culture’ and ‘Creative City’ initiatives that are using local arts and culture-
based initiatives to both drive tourism and provide economic regeneration in post-industrial 
cities. The advent of cultural quarters, gallery promenades, café culture and the incubation 
of creative industries (design, fashion, digital, media) creates a clustering effect around a 
larger institution, adding to the local economy and creating a destination, a meeting place, 
for residents and tourists alike. A good example of this can be found in Folkestone in Kent, 
in Cork city centre in south West Ireland, in the Titanic Quarter in Belfast and a similar effect 
is predicted for the area around the new outpost of the Victoria and Albert Museum in 
Dundee in Scotland.  

Other coastal tourism destinations in other countries are capitalizing on this effect. For 
example the coastal city of Cochin, Kerala offers a twice-yearly arts festival showcasing 
contemporary international and domestic artists (the Kochi-Muziris Biennale).  Its first 2012 
exhibition attracted approximately 400,000 visitors and by 2014 this had risen to 500,000 
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visitors, with city officials and Cochin’s tourism sector acknowledging that the biennale has 
boosted the city’s tourism sector, with expectations of a million visitors in 2016.100  

Cultural experiences aren’t limited by offerings in the arts however. Other trends point to 
‘pop culture tourism’ that is inspired by TV and film, such as ‘Frozen’-inspired trips to see 
fjords and ice castles of Norway, ‘Lord of the Rings’ fantasy trips as a major tourism 
mainstay in New Zealand, or Game of Thrones fans wanting to see ‘Westeros’ in real life on 
location from Northern Ireland (in the Glens of Antrim), Iceland to Malta and Croatia to 
Morocco.  

Another major trend that is particularly relevant to UK coastal towns is ‘genealogical 
tourism’ – tourists, especially families, visiting the places of their ancestry. This reflects the 
aforementioned desire for personal and authentic experiences, as it offers people a chance 
to explore their roots, experience nostalgia for a simpler time, and re-establish their 
identities by, for example, visiting the church where their grandparents were married before 
setting off for a new life in Canada, or the villages older generations were “cleared” from in 
the 18th and 19th centuries. Given the colonial history of Great Britain, this offers a huge 
opportunity to target the huge diaspora worldwide who might make a trip to the UK 
specifically for this purpose. A recent good example was “The gathering” organised by Fáilte 
Ireland in 2014 which attracted tens of thousands of the Irish diaspora to return to their 
ancestral homeland to meet friends and family, trace family connections, attend events, 
explore home villages and their surroundings. 

 

5.7 Conclusion  
While motivations for travel remain as they always have been (relaxation, sightseeing, 
‘getting away’, visiting friends and family, exploration and experiences), we are now seeing 
a blurring of distinctions between work, study and travel amongst tourists, which leads to a 
hybridization of travel motives – mainly among youth, but also across all demographics. 
Trips that combine motives – i.e. relaxation + excitement, or beach + culture, point to a 
trend of sophisticated travelers with an excess of information available at their fingertips, 
offering them the ability to plan exceedingly diverse and niche trips that are tailored 
specifically for their varied tastes and desires.  

Given the change from mass-market tourism to many niches tourism that we have identified 
in this chapter, this suggests to us that coastal communities who want to strengthen or 
expand their tourism offer need to: 

• Understand the import and impact of these changes in consumer behaviour and 
niche market requirements. 
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• Realise that they can no longer attract all of the tourist market or even significant 
numbers of their traditional markets unless they change with the times and move 
from a mass market offer to many and complementary niche offers. 

• Understand who the current market is for their existing tourism offer and whether it 
is in decline, static or growing. 

• Understand new audiences they might be able to attract by improving and adding to 
their current tourism offer, and organizing that offer in such a way that it combines 
many of the elements that their target market segments or tribes will find attractive. 

Our View  
Given the new trends occurring globally, there exists huge opportunity for UK coastal towns 
to capitalise on some of the bigger growth sectors, or even pursue a combination of some or 
all of them. Most if not all of the trends can be met by private sector operators, don’t require 
excessive start-up capital, and leverage existing local amenities. By staying abreast of what 
it is tourists are looking for, coastal towns can develop their regeneration and economic 
development strategies with an eye towards the future, offering services that will not only 
attract visitors, but benefit the local population as well.  
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6 Segmenting the Market  
6.1 Introduction 
In this section of the report we assess the new approaches to segmentation of tourists being 
used by the main tourism promotion bodies in the UK and Ireland in order to explore a new 
typology to describe the market for coastal tourism. We will also identify the new products, 
offers and experiences that local providers, operators, management and marketing 
organisations might pursue in their targeting of these segments.  

Question: How might we better segment the tourism market to reflect these changes and 
use this segmentation to more effectively attract consumers to coastal areas? 

6.2 Why Segment the Market? 

6.2.1 The market is complex and constantly changing 
As our research for this project has clearly demonstrated, not all consumers are alike and 
their tastes and interests as tourists and travellers vary greatly and evolve as they age and 
discover new activities to undertake and new attractions to visit. We have highlighted in 
Chapter 5 the three major consumer groups (Millennials, Families and Boomers) that are 
rapidly changing the market for leisure, recreation and entertainment provision and that 
have implications for the tourism sector and, by extension, for coastal tourism offers and 
experiences. 

The national UK bodies charged with developing and promoting the UK’s tourism offer – 
Visit England, Visit Scotland, Visit Wales and Visit Ireland (which also covers the Republic of 
Ireland) – have developed different approaches to segmenting their domestic markets (the 
ones we are most interested in for the purposes of this report) and are clearly aware that 
changes in these three consumer groups are driving changes in domestic travel preferences 
and behaviours. 

However, all of these bodies and the similar body for developing tourism in Ireland, Fáilte 
Ireland, have recognised that these categories contain many different sub-categories within 
them, which some analysts term sub-segments and others as “different tribes”, and have 
been using a more detailed typology within these target market segments to analyse the 
flow and pattern of visitors to their countries and to target their messaging and marketing 
of their offers and experiences in ways that will trigger positive responses – indications of 
interest in the offers or an intent to visit. 

And, as noted by Visit Scotland in 2014101 “Consumer behaviour is constantly changing and 
any segmentation model must evolve to take into account the important consumer trends 
affecting behaviour. For example, in 2006 when the original Visit Scotland segmentation was 
created, online behaviour was nowhere near as prevalent as it is today, smartphones had 
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only just been invented, there were no tablet computers and social networking was in its 
infancy. More importantly, very few consumers were using travel review websites to help 
them plan and book their holidays and short breaks.” This means that destinations who 
have a detailed segmentation strategy still need to revisit it often to ensure it is keeping up 
with current trends in consumer patterns of travel.  

6.2.2 Segmentation is becoming sophisticated 
Tourists are a heterogeneous group, meaning they are not all the same. They have different 
interests, requirements and different levels of time and money to spend travelling, 
exploring and holidaying. Further, as detailed in Chapter7, tourists increasingly expect their 
travel experiences to reflect their unique personal tastes. This is why using methods to more 
deeply understand diverse tourism desires and patterns is so necessary for destinations 
looking to remain relevant.  

Market segmentation is essentially a tool to understand heterogeneity among tourists by 
grouping them into recognisable market segments of people with similar interests and 
behaviours and their difference with other segments. 

Increasingly tourism market researchers, marketers and product developers are using 
market segmentation to identify opportunities for increasing the competitive advantage of 
places and destinations in the global tourism marketplace102. 

The practice of segmentation in tourism market research and marketing has been around 
for a while, certainly since the early 1950’s, and one of the first and most comprehensive 
reviews of what is now involved in the activity of tourism sector segmentation, was the 
UNWTO Handbook103 first published in 2007. This identified the numerous ways national, 
regional and local tourism promotion and management bodies were segmenting their 
markets: 

• Socio-demographic Segmentation 

• Purpose of Trip Segmentation 

• Visiting Friends and Relatives (VFR) Segmentation 

• Visitors Trip Pattern and Structure Segmentation  

• First Time Versus Repeat Visitors Segmentation 

• Benefits to Visitors Segmentation 

• Activity Segmentation 

• Motivation of Visitors Segmentation 

• Lifestyle of Visitors Segmentation  

• Niche Market Segmentation, e.g. Book Towns 
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• Price Segmentation 

• Media (read by Visitors) Segmentation 

• Business to Business Segmentation 

This handbook was not recommending that all tourism bodies adopt all of the above 
categories of segmentation; rather, recognising the funding constraints upon them, it was 
advocating the adoption of a relevant (limited) mix of complementary segmentations of 
their markets as a tool for helping to optimise the return from their marketing spend 
through increased levels of visitation and increased visitor spend. 

6.2.3 The benefits of effective market segmentation 
The primary benefit of market segmentation for a tourist destination is its ability to address 
the known needs, interests and behaviours of one or more, or a mix of, specific market 
segments whose characteristics indicate an interest in the offer of the destination. A 
successful segmentation strategy gives that destination a competitive edge and a distinctive 
brand (offer) identity. Its development as a destination can then be focussed on improving 
and expanding its product offer in a precise way geared to its target market segments rather 
than trying to provide a wide product mix to a wide audience at a higher cost. As we often 
say to our destination clients: “You cannot provide everything that all market segments 
want all of the time”. It also means that marketing and promotion activities can be much 
more focused by developing precise and tailored messages for the segments being targeted 
and by communicating those message through the communication channels those segments 
are known to read (e.g. travel web sites such as Trip Advisor and magazines like Conde 
Naste Traveller), watch (e.g. TV programmes like “Coast”) and listen to (e.g. Monocle radio 
features). 

The primary benefit of using market segmentation in this way is that tourists are more likely 
to be satisfied with their visitor experience, more likely to recommend the place to friends 
and family and to consider making a repeat visit. 

Our View 
There is a challenge awaiting resolution concerning market segmentation in the UK. This is 
encouraging operators and investors in hospitality services and tourism attractions, local 
Destination Marketing and Management Organisations (DMOs), Tourism Partnerships and 
regional tourism marketing bodies to use the existing and emerging national market 
segmentation models for product development, destination planning and promoting their 
offers and experiences. 

6.2.4 Competition between destinations 
The biggest driver of more sophisticated approaches to tourism market segmentation has 
been the competition between places and destinations to attract the growing market of 
tourists from their own countries (the domestic market) and from other countries around 
the world (the inbound market). In a period of intensive competition for tourist spending, a 
number (but far from all) DMOs, city, region and national tourism promotion and attraction 
bodies have put a lot of time and money into deepening their understanding of the 
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characteristics, behaviours and spending patterns of those tourists who are most interested 
in what they have to offer, or who they want to attract with new product offers, aiming for 
a “maximal match” between that offer and the experiences their target market segments 
are looking for. 

6.2.5 Place and destination brand strategy 
Another driver of a more sophisticated approach to segmentation has been the 
development of place and destination brand strategy. By this we mean the development of 
a strategic approach by DMOs to the product development, destination planning, and 
delivery of a powerful mix of attractions, offers and experiences that truly differentiates the 
destination in the tourism market place. This is a mix that is authentic to the place, 
reflecting what some practitioners call its essential DNA (its history, heritage, natural 
landscapes, culture and settlements) and the marketing of this specific mix to target market 
segments known (through market research) to be particularly interested in the elements of 
that mix in combination.  

6.2.6 The challenge of segmentation 
There are two major challenges concerning tourism market segmentation. 

The first is to encourage local tourism bodies – for regions, counties, individual towns and 
tourism partnership areas, such as DMOs – to use the standard market segmentation model 
developed for their country for improved and new product development, for destination 
offer planning, for targeting their marketing and for analysing their visitor flows and 
expenditure. 

The second is to convince operators and investors in tourist attractions, facilities and 
services, to use their country’s segmentation model for their own market research, product 
development and marketing, so that providers, DMOs and national promotional bodies are 
“singing from the same hymn sheet”. 

 

6.3 The Main UK Segmentation Models 
Below we provide insights on the different segmentation models used by the various 
national GB and Ireland tourism promotion bodies. This will demonstrate that there are a 
number of similarities in the categorisations each uses to describe their target market 
segmentation, even though their headline titles may suggest greater differences. 

Also of interest is that these bodies have conducted research to better understand the 
changing nature of consumers and their behaviours concerning leisure, travel and tourism 
as the basis of their segmentation models. 

What all of them demonstrate is that each of the segments identified provide a far deeper 
understanding of their target markets, enabling much more effective marketing and 
promotion and product development offers to meet their identified needs, interests and 
preferences. 
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6.3.1 Visit Britain 
From an assessment of the information on its current web site104 Visit Britain appears to use 
a four-segment categorisation for analysis of the inbound tourist market for the UK. This is 
quite different from the segmentation models described below for Scotland, Wales and 
Ireland, mainly because it is a segmentation of inbound international visitors rather than 
those from the UK domestic market. It is based on the purpose of the visit rather than the 
characteristics of the visitors and the group that best describes them. 

• Business Visits and Events 

• Luxury 

• Visiting Friends and Relatives 

• Youth and Study 

Below we summarise each of these segments. 

Business Visits and Events 
The business visits and events sector is very diverse, covering trade fairs, conferences and 
congresses, outdoor and entertainment events as well as business tourism. In recent years 
Visit Britain sponsored an additional question in the International Passenger Survey to get a 
breakdown of business visits into more detailed categories, namely, ‘Trade Fair/Exhibition’, 
‘Conference/Large Meeting’, and ‘Other’.  

Luxury 
The current Visit Britain web site states that there are 13.7 million High Net Worth 
Individuals (HNWI) worldwide and that they are of growing interest to international tourism 
destinations as their appetite for luxury travel translates into increased visitor spend and, 
thereby, economic growth. The site identifies the source markets which generate the 
highest spend per visit and the highest spend per night.  

Visiting Friends and Relatives 
Visit Britain identifies that visiting friends and relations (VFR) is a very resilient segment of 
the inbound visitor economy over recent years, with those travelling to the UK to see friends 
and relatives participating in many activities more traditionally associated with holiday 
visitors. 

Youth and Study 
The youth traveller is identified as a key target audience in the Britain Tourism Strategy as 
youth visitors plant the seeds for return trips. A key sub segment of this market are young 
people visiting Britain to undertake an English language course. 

6.3.2 Visit England 
Visit England are currently developing a new product-centric segmentation model that will 
guide investment in the development of new tourism product which the organisation 
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expects to unveil in the near future. This model is based on over 25,000 interviews 
conducted between 2009 and 2015. This has provided a rich seam of information on (1) 
what people do on their breaks, (2) who the traveller is, and (3) what their motivations and 
needs are (e.g. ideal holidays or breaks). By combining these “lenses” Visit England is 
creating a “product-centric” consumer segmentation which it is testing to confirm 
meaningful differences between the individual market segments. 

6.3.3 Visit Wales 
Information on the Visit Wales segmentation model was provided to us by way of a 
PowerPoint presentation by a member of their staff. The model is based on a number of 
population assessments – age, social grade, presence of children under the age of 15, origin, 
considerations most important to the visitor (e.g. quality of accommodation), types of 
holiday taken and attitudes to life and holidays. 

The assessment process produced eight broad segments, with two refined groupings based 
on the presence of children to enable better understanding and targeting of those 
individuals based on their lifecycle stage: 

• Older cultural explorer couples 

• Young, sun and fun 

• Scenic explorer couples 

• Comfort and quality empty nesters 

• Older, less well off 

• Budget family 

• Active family explorers 

• Younger, less well off 

• Pre-family explorers 

Visit Wales believe that there are two clusters of potential segments that represent an 
opportunity for Wales. These were identified both because of their familiarity and 
frequency with domestic holidays, as well as having a higher potential to visit Wales itself: 

A Younger Cluster: 

• Pre-family Explorers 

• Active Family Explorers  

• Budget Family 

An Older Cluster: 

• Older Cultural Explorer Couples 

• Scenic Explorer Couples 

Visit Wales has assessed each of these segments in considerable detail and identified four 
higher priorities: older cultural explorer couples, scenic explorer couples, active family 
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explorer and pre-family explorers. They are summarised below from descriptions provided 
by Visit Wales. 

The Younger Cluster 

Pre-Family Explorers  

This group is clearly a sub segment of our Millennials segment described in Chapter 5. The 
vast majority (72%) are below the age of 35 and all of them live in households without any 
children under the age of 15. They are more likely than average to be living in London or 
Wales. Most of them are ABC1 (69%) and they seem take a lot of holidays. They are more 
likely to have taken a sightseeing, romantic break, spa, or festival holiday in the past 
compared to most of the segments, possibly because of a higher disposable income. They 
enjoy discovering new experiences and places to visit within the United Kingdom and try to 
go somewhere different on holiday every time. They also like to learn about the local way of 
life and culture of the places they visit. They are looking for places that offer lots of things to 
do in all weathers and beautiful scenery and seem to worry less about value for money and 
offers and promotions than most of the segments. This segment has the highest number of 
frequent Wales’ visitors (13%) and one of the key barriers for those who do not visit are the 
perceptions of bad weather as well as a belief that there are parts of Wales that are run 
down and not appealing to visit. They are more likely than the other young segments to 
have taken a holiday in the UK in the past five years. The Lake District is their top choice, but 
Ireland, South Coast, South East and Wales are destinations that have higher than average 
consideration levels.  

Active Family Explorers 
This group, a sub-segment of the larger family segment described above are mostly (94%) 
below the age of 50 and all of them live in households with children under the age of 15. 
Most of them are ABC1 (67%) and take a lot of holidays, especially beach and sightseeing. 
The activities they enjoy and they types of places they visit mirror the Pre-Family Explorers, 
above, except that they are more likely to have taken a family, holiday park or theme park 
holiday. Only around a third of them say that “ideal for families” is in their top five 
considerations.  

Budget Family 
This group, a sub-set of our Families group, are between the ages of 25-39; 72% of them are 
married and 76% have children. They are more likely to be C2D than average and their 
income is towards the lower end of the scale. They are more likely to live in the South West 
or Midlands than the average. Family and beach holidays are the main type of holidays they 
have taken as well as family parks, theme parks and camping/caravanning. Being “ideal for 
families” is what they look for when choosing a destination. They also care about good value 
for money, offers/promotions on accommodation and activities for all weathers. They are 
less likely than average to be interested in art and culture. About half of them have been to 
Wales before and they are slightly less likely to be lapsed visitors than the average. The 
barrier that is more important within this segment (compared to others) is that they do not 
know enough about Wales as a place to visit. Their number of UK holidays in the past 5 
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years is on a par with the average. Their top destination considered is the Lake District, but 
the South West, South Coast and Wales are featuring comparatively higher. 

The Older Cluster 

Scenic Explorer Couples 
This group, a sub-segment of our baby Boomer segment, are older (95% are 40+), married, 
have no young children living with them, and are not highly differentiated on social grade 
and income. They are more likely than the average to be living in Wales and Midlands. 
Sightseeing is their preferred holiday type and more likely than other segments to be 
touring. Beautiful scenery and beautiful unspoilt countryside are the main things they are 
looking for when choosing a holiday, followed by beautiful coastline as well as good deals on 
accommodation. Suitability for families, trendiness, activities as well as short travel time do 
not seem to feature prominently in their decision. They prefer to travel independently when 
taking holidays and breaks, they like to visit places that are still undiscovered by tourists and 
they prefer to take holidays off the beaten track. Visit Wales identify that 62% of this 
segment have visited Wales before, the highest across the segments. They feel that other 
parts of Britain are more appealing and claim that the use of the Welsh language makes 
them feel unwelcome. They are the second highest segment in the number of UK visits in 
past 5 years. The Lake District is their top destination considered, followed by Scotland and 
holidays in the South West, Yorkshire and Northumbria/North East are more likely to be 
considered than across the other segments.  

Older Cultural Explorer Couples 
This group tends to be older (96% are 40+), married, with no young children living with 
them, ABC1 and in the higher income brackets. They are more likely to come from East 
Anglia/East of England and Northwest than the average across segments. The main types of 
holidays they take are sightseeing and city-breaks. They have little interest in theme/ 
holiday parks, caravanning, touring, activities and shopping. For them a good range of 
historical attractions is of high importance (56%), three times higher than the average. 
Interesting towns and cities, good quality accommodation and beautiful scenery are also 
very important to them. They like to learn about the local way of life and culture of the 
places they visit; and they enjoy discovering new experiences and places to visit within the 
United Kingdom, so to them a holiday is more than just a sunny beach. Visit Wales identified 
that 64% within this segment have visited Wales before, with a high percentage of lapsed 
but also of frequent visitors. The main reason for not visiting is that they believe that “There 
are parts of Wales that are run down and not appealing to visit”, a barrier that possibly 
reflects their higher expectations for good quality accommodation. Visit Wales also 
identified that this segment has the highest number of UK visits in the past five years. And 
their top destinations considered are Scotland and the Lake District. 

6.3.4 Visit Scotland  
In 2013/14, Visit Scotland decided to re-build its market segmentation model for the UK 
marketplace from first principles, taking into account all the latest changes in consumer 
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behaviour that research had identified. This new model identifies ten UK segments, of which 
five will provide the best return on investment in Visit Scotland’s opinion.  These are: 

• Adventure Seekers 

• Curious Travellers 

• Engaged Sightseers 

• Food-Loving Culturalists 

• Natural Advocates 

Information on these segments will be used to guide their UK marketing for the foreseeable 
future. We summarise each below. 

Adventure Seekers 
Visit Scotland estimate that this segment consists of 1.2 million UK households and 9% of 
target UK households. Visit Scotland have identified that “Adventure Seekers want an active 
holiday where they can enjoy both outdoor and cultural activities. They will venture off the 
beaten track and will be engaged by trying new things and pushing their limits and 
experiences. Holidays really energise them”. They are typically energetic, sociable, career 
minded individuals with an urban outlook. They have a real sense of ‘get up and go’. Not 
only are they active in their leisure time, they also have an adventurous outlook and some 
will be real thrill seekers. 

Curious Travellers 
Visit Scotland estimate that this group comprises 1.9 million UK households, 14% of target 
UK households. Visit Scotland have identified that “Curious Travellers like to live life to the 
full and enjoy traveling as a hobby. They have an overwhelming desire to explore new 
destinations and discover new things. A holiday will often broaden their minds, educate and 
revitalise them”. Their love of travelling may have come from experiences in their youth. 
Curious Travellers are above average holiday takers, spending more nights away than the 
average person and most of these nights are currently taken in destinations abroad. 

Engaged Sightseers 
Visit Scotland estimate that this group comprises 1.0 million UK households, 8% of target UK 
households. They have identified that “A love of holidays drives Engaged Sightseers to plan 
numerous breaks in a year. They enjoy general sightseeing and touring, taking in historical 
places as well as scenery and nature. They relish engaging with friendly locals and seeking 
out an authentic experience”. They are open to trying new things, within acceptable limits! 
Many will have time available to them and planning and going on holidays throughout the 
year is a key aspect of their lives. They enjoy taking the time to plan their holidays. Engaged 
Sightseers are above average holiday takers, taking the highest number of nights away on 
holiday per year of all the segments. They will take a combination of both trips abroad and 
domestic breaks. 
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Food-Loving Culturalists 
Visit Scotland estimate that this group comprises 1.6 million UK households, 12% of target 
UK households. They have identified that “Food-Loving Culturalists will seek out a relaxing 
holiday experience where they can enjoy great food and drink and engaging cultural 
activities. They enjoy short breaks in the UK and will recommend quality experiences when 
their host has gone the extra mile.” Food-Loving Culturalists are above average holiday 
takers and are the highest spenders on annual holiday nights of all the segments. They enjoy 
spending time and money on holidays abroad to both long haul and European destinations. 
UK breaks are centred on short breaks, and in particular city based breaks, although they 
are also open to rural breaks. 

Natural Advocates 
 Visit Scotland estimate that 1.1million UK households are Natural Advocates, about 8% of 
total UK households. They have identified that “Natural Advocates are passionate about 
Scotland as it offers everything they want from a holiday; breath-taking scenery, a 
connection with nature and the chance to get away from it all. A holiday in Scotland will 
really help them to unwind, recharge and enjoy quiet time.” Natural Advocates are typically 
more introverted individuals who value peace and quiet, confident in themselves and what 
they want out of life. Natural Advocates don’t follow the crowds, and enjoy being cut off 
from the world and getting away from it all. They see holidays as a time for reflection and 
quiet time. Rigid itineraries and plans are avoided, given their preference for restorative and 
relaxing trips in Scotland. Holidays can often be a chance to spend time with close friends 
and family. With their desire to get away from it all, rural and more remote locations can 
appeal. They tend to reject holidays that involve large amounts of hustle, bustle and people. 

Further information on these segments is available on the Visit Scotland web site.105 

6.3.5 Fáilte Ireland & Tourism Ireland 
Fáilte Ireland, the tourism development body for the Republic of Ireland and Tourism 
Ireland (which also covers Northern Ireland), use a sophisticated segmentation model for in-
bound visitors from the UK developed by Arkenford, a tourism focused market research 
company based in Guildford in Surrey.  

It’s important to note that this segmentation model is used to (1) develop and invest in new 
tourism product, (2) to market the offer to the segments in a highly targeted way, (3) for 
focused sales activities, and (4) to measure the impact of that marketing (e.g. scale, nature 
and value of visitation). 

This segmentation model has seven elements: 

• Social Energisers 

• Culturally Curious 
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• Great Escapers 

• Top Tenners 

• Nature Lovers 

• Spoil Us 

• Easy Going Socialisers 

Below we summarise each of these segments.  

Social Energisers 
Social Energisers are young – 15 to 34 – and like to holiday in groups or as couples, which is 
fairly typical of Millennials. A good example would be a group of 28-year-olds on a long 
weekend in Bristol or Edinburgh. They are friends or colleagues, looking for a cool, exciting 
trip somewhere new and vibrant. Social Energisers really like having a laugh and sharing the 
adventure with their friends. They love new experiences and exploring new places – the 
more out-of-the-ordinary, the more exciting the better. They’re looking for interesting 
events, fun activities, gigs; and old pubs with good food, music sessions and conversation 
with the locals and are always ready to try new things. Social Energisers will go for 
something unusual as long as it has the ‘wow’ factor they’re looking for. 

Britain’s Social Energisers holiday in groups, mainly city destinations, like the spontaneity 
and partying atmosphere in cool and vibrant venues, and they prefer not to plan too far 
ahead. 

Culturally Curious 
The Culturally Curious are older – most are over 45 and more than a quarter are over 65, 
firmly in the Baby Boomer Tribe. They travel as couples or on their own. If they had children, 
they have grown up or have left home. Typical Curiously Cultural travellers would be 55 
years old, taking a holiday with their partner. They are out to broaden their minds and 
expand their experience by exploring new landscapes, history and culture. They are curious 
about everything and are delighted to discover the world for themselves once again. They’re 
interested in all that a place has to offer and they want it to be authentic. They won’t 
choose a brand or visit a place just to follow the herd. This is their own exploration and they 
really want to cover everything, to ‘do’ a place. The Curiously Cultural love to discover the 
history, the art, the bookshops, the museums. Independent, ‘active’ sightseers, they are 
looking to encounter new places and experiences that are out of the ordinary. The Curiously 
Cultural take more short-breaks than average, mixing short-breaks in England with overseas 
travel, and are three times more likely than the average holidaymaker to stay longer. 
However, they need to feel that a destination is truly diverse otherwise they are unlikely to 
return for a while once they’ve been, preferring to move on to new discoveries. 

The British Culturally Curious like authenticity, are independent and want to immerse 
themselves in a place. They like connecting with people, nature, exploring cultural sites and 
having fun, and won’t generally choose a place to visit to just follow the crowd. 
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Great Escapers 
Great Escapers tend to be younger, around 30, firmly within the Millennials Tribe. They are 
often couples, some with babies or quite young children. Most are in serious need of time 
out from busy lives and careers. So they are specifically interested in rural holidays, and 
travel very much as a couple or family. Great Escapers are on holiday for a break, to get 
physical with nature, and to reconnect with their partner or family. They want to connect 
with the landscape, to feel the earth beneath their feet, to soak up the beauty of it all. A 
sense of history, of their place in the vastness of nature – they want to feel part of it. They 
can rebalance themselves and take stock of their lives, concentrating on what’s important in 
life. They appreciate peace and quiet between activities, even if those activities are 
themselves low-key: a visit to a castle or landmark, enjoying a relaxed meal at a local 
restaurant. They want to come home refreshed and revitalised, their batteries recharged. 
Great Escapers are more likely to take short breaks than the average traveller. They are 
more likely to stay in England and less likely to go to Europe or further afield on holiday. 

British Great Escapers like connecting with landscape, having quality time together and 
more likely to stay in self-catering accommodation in rural Ireland. They want ‘wow’ 
moments without effort and enjoying downtime off the beaten track. 

Top Tenners 
Top Tenners are all about the family, and are typically under forty-five, with kids, some just 
beyond the Millennial Family group but sharing many of their characteristics. While they’re 
very active and want to have fun, their primary goal on holiday is to enjoy it together. Many 
Top Tenners are in their early 30s with two children. They want easily accessible activities 
and lots to see and do – for themselves and the children. They ask around, and listen to 
other tourists and locals for tips on where to go and what to see. They are happy when 
everyone is also happy and occupied, are attracted to ‘signposted’, easily accessible 
activities, particularly if there’s a guide who can help them get the most from the 
experience. They value tried and trusted holiday brands. Top Tenners take the most holidays 
in the UK (particularly Wales and Scotland). They stay the longest of all segments – from 
four to seven nights, and over eight nights. They tend to take a ‘traditional’ long single 
summer holiday, most likely in the sun. Word-of-mouth is really important for this group; 
they want to be reassured that they’ll have a good time and that there’ll be plenty to see 
and do wherever they go. 

Easygoing Socialisers 
Easygoing Socialisers tend to be older, usually over 45, and over half are over 55. They have 
many characteristics of Baby Boomers. They tend to be in a couple and prefer to take it very 
easy on holiday. For them, it’s all about spending quality time with their other half or their 
children and grandchildren. There’s a feeling of having earned it, and enjoying a relaxing 
change of scene. A typical Easy Going Socialiser would be 60, and pretty inactive on holiday, 
there simply to get away for a relaxing time. They enjoy it when others are having fun, 
coming and going as they themselves kick back and watch the world roll by. What they want 
from a holiday is nothing too strenuous – just to slow way, way down – so they’re totally 
chilled. They just love to soak up a slightly different atmosphere, enjoy some good food and 
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good company, and mingle with the other guests. They’re into conversation and sunsets, 
and dinner with friends, or drinks by the pool. They do some very gentle exploring of their 
surroundings – but aren’t big on adventure, sightseeing or shopping, usually. When they do 
get up and go, it’s usually an outing organised for them – so they don’t have to worry about 
planning it. They like to have a list of options for trips, but won’t always go on them, 
choosing instead to stay put and relax. Apart from a hotel, they are most likely to stay in a 
holiday centre or resort; that’s because they like to have everything within arm’s reach 
without too much effort. They are deal-sensitive, especially if it’s an ‘all-in’ deal. And, of real 
relevance to this study, they are more likely to take the majority of their breaks in England 
and to take longer breaks. 

Spoil Us 
Spoil Us tourists tend to be 35 to 54 years old, a bridge between Millennials and Baby 
Boomers. They often holiday in couples. A typical Spoil Us holidaymaker would be 44 years 
old, holidaying without the kids. High on their agenda is spending quality couple time 
together being spoilt – away from the cares and the chores of everyday life. What they want 
from a holiday is pampering. They’re here because they don’t want to have to lift a finger. 
Their priority is to relax through chilling out and being taken care of. Total rest for the Spoil 
Us traveller involves lots of personal service, having everything done for them, so they don’t 
need to think about the mundane jobs they’d have to do at home. It’s their holiday, where 
they spend ‘adult time’ with their other half. Being pampered is a delightful experience to 
share, and it’s important that they feel spoilt together. Top of the list is enjoying sensory 
pleasures such as quality cuisine and drink in an environment where they couldn’t get more 
relaxed if they tried. This is ‘we’re worth it’ time and they want everything to go smoothly. 
Therefore a well- known brand or trusted recommendation makes their choice easier. Apart 
from a hotel, Spoil Us are most likely to stay in a holiday centre or resort so that everything 
is at hand without too much effort. They are deal-sensitive, especially if it’s an ‘all-in’ deal. 
And of relevance to this study they take the majority of their breaks in England and tend to 
have longer breaks. 

Nature Lovers 
The majority of Nature Lovers are over 55 and firmly members of the Baby Boomer Tribe. A 
typical Beauty Spotter would be about 60, retired, and on holiday with their partner. It’s all 
about taking it easy, getting some peace and quiet, and maybe doing a little gentle 
exploring. What they want from a holiday is quiet rural retreat offering natural beauty for 
miles around, in an environment of peace and tranquillity. They like to explore their 
surroundings gently, at a relaxed pace and in their own time. Nature Lovers are comfortable 
with the familiar, so their holiday is about getting away from the house, to somewhere that 
replenishes their souls. A desire for peace and quiet is grounded in the need to connect with 
nature and with those they care about. They are looking for contentment and together-
alone time. For this Nature Lovers will go off the beaten track to experience the beauty of a 
stunning landscape first hand. They also appreciate a no-hassle, efficient and knowledgeable 
personal service when they travel. And like being recognised and valued in a local shop or 
restaurant. The out-of-the-ordinary has limited appeal for Nature Lovers, unless it’s a 
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surprisingly lovely vista. They also don’t tend to go for lots of all-inclusive opportunities. 
Nature Lovers aren’t highly social, preferring to stay away from large groups, noise or laid-
on entertainment. Nature Lovers are more likely to stay in a range of accommodation 
depending on the kind of holiday they’re on. These include hotels, self-catering, camping 
and B&B’s. They are more likely to take longer breaks, as they have the time to do so. In 
particular they go away for four to seven nights, but also take holidays of eight or more 
nights. Nature Lovers tend to want to stay closer to home. 

Fáilte Ireland estimate that in Great Britain there are: 

• 4.8m Social Energisers 

• 4.7m Culturally Curious 

• 5.5m Great Escapers 

 

6.4 Comparison of UK & Ireland Segmentation Approaches 

 

Exhibit 18: Comparison of Segment Model Categories with Cultural Change Categories 

What we have identified from our assessment of these different approaches to tourism 
visitor market segmentation is that all of the segments can be seen as sub-segments of the 
larger cultural change groups we identified earlier – Millennials, Families and Baby Boomers. 
Our assessment also shows that despite the different words used to categorise each of the 
segments in the different models, they have many similarities. 

We therefore felt that it would be useful to summarise in one table the different segments 
of these four models within our larger consumer group categories. This is shown in Exhibit 
19 above. 

What this comparison principally identifies is that: 

1. Baby Boomers, followed by Millennials, are the most sub-segmented categories. 

2. Families are the least segmented, perhaps indicative of less fundamental changes 
in their visitation habits and preferences 

3. Some sub-segments are common to both Millennials and Baby Boomers – 
Natural Advocates and Easy Going Socialisers. 

     VISITOR SEGMENTATION                    MILLENIALS                       FAMILIES               BABY BOOMERS
                    Visit Wales                 Young Fun Sun       Active Family Explorers Older Cultural Explorer Couples

             Budget Families       Scenic Explorer Couples
                  Visit Scotland            Adventure Seekers       Food Loving Culturalists

            Natural Advocates             Natural Advocates
            Curious Travellers             Curious Travellers
      Food Loving Culturalists            Engaged Sightseers

                  Fáilte Ireland              Social Energisers                   Top Tenners             Culturally Curious
               Great Escapers         Easy Going Socialisers         Easy Going Socialisers

                      Spoil Us
                 Nature Lovers
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4. Visit Wales has only one sub-segment for Millennials while Visit Scotland has the 
most at four. 

5. Visit Wales identifies budget families as a key segment while the others do not. 

6. The Millennial sub-segments share the characteristics of adventure, being highly 
sociable, travelling in company, seeking out the unusual, enjoying food and 
getting away from the pressures of life. 

7. The Baby Boomer sub-segments share the characteristics of travelling in couples, 
exploration, being curious about places, interest in nature, liking food, liking to 
be spoilt and being easy going.  

 

6.5 Other Segmentation Models  
Below we briefly describe some other approaches to segmenting audiences that might be 
helpful to UK coastal tourism.  

6.5.1 Australia 

In Australia, three major segments of Baby Boomers represent growth opportunities for 
tourism. What’s interesting is that these segmentations can be extrapolated with similar 
profiles and results in other countries like US, New Zealand and the UK.  

Socially Aware  
• highly-educated, financially stable, experiential, discovery-oriented  

• knowledge and self-improvement are key motivators  

• discriminating, demanding, value for money  

• slightly risk averse — safety/security are big considerations  

• happy to travel independently and meet new people along the way  

Visible Achievement  
• financially upscale, demanding  

• conspicuous consumption, high visibility, prefers traveling in a group  

• least likely to travel for self-betterment  

• non concerned about risk (mostly because they are not participating in 
risky/adventure activities)  

• soft adventures sought, with luxury experiences complementing  

Something Better  
• least risk-averse, less financially secure than the others  

• typically dual-income, sometimes with small children (multi-generational)  

• upwardly mobile, ambitious, career-driven  

• self-betterment is a high motivator  
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• self-expression, staying informed, spiritual experiences, physical challenges, 
broadening awareness  

• fresh challenge experiences - like working directly with an artist or chef, camping, 
soft and hard hands-on adventures.106  

6.5.2 Marriott Hotels 

For an example of an innovative market segmentation strategy designed with Millennials in 
mind, Marriott Hotels’ launched its global Travel Brilliantly campaign in 2013, leveraging the 
findings from their survey of the lifestyle habits of 18-35 year olds in what they term a 
‘Millennial Tribes Typology’: 

• The Desirable Digerati: early adopters of hi-tech, fit, sociable, fashionable males are 
well-travelled and use their tech-prowess to create start-ups. 58% are interested in 
fashion and 23% love shopping, 57% work out at gym or go running regularly.  

• Fashionista Mumbreneurs: fashionable, self-employed, likely have had a career 
change after having kids to fit it around new lifestyle. Social media engagement, 
blogs. Personal image. Shop in charity shops and EBay. Regularly recycle. Taking up 
to 10 mini breaks per year.  

• Competitive Challengers: love extreme physical competitions - Tough Mudder, Iron 
Man. Travel in groups for adventure, backpacking, taking trips to participate in 
competitions. Share social media to share experiences.  

• Social Media Savvies: lovers of the Selfie, young and carefree and preferring to 
party, at home or away, rather than engage in anything social or academic. Short 
attention spans, attractive and well-groomed.  

• Financial Foodies: high-powered jobs, passion is food, ditching corporate jobs to 
start food-related businesses. 73% dedicate a large amount of spare cash on food, 
53% use social media channels to read about food.107 

 

6.6 Embedding Segmentation in Product Development and Promotion 
Fáilte Ireland is actively embedding its segmentation model in the development, local 
management and marketing of its tourism product offers and experiences. And we also 
expect that the new Visit England segmentation model will provide a basis for future 
product development by private sector operators and investors. 

Failte Ireland has created a global market segmentation toolkit108 for the tourism trade to 
grow international sales and attract more visitors to the country. The tourism agencies on 
the island of are now jointly implementing a new, evidence-based consumer global 
                                                            
 
106 Cleaver, Megan, B. Christine Green, and Thomas E. Muller. "Using consumer behavior research to understand the baby boomer tourist." 
Journal of Hospitality & Tourism Research 24.2 (2000): 274-287. 
107 Mintel, ‘Marine Tourism’, September 2015. 
108 
http://www.failteireland.ie/FailteIreland/media/WebsiteStructure/Documents/2_Develop_Your_Business/3_Marketing_Toolkit/9_Interna
tional_Sales_Toolkit/FI-Growing-International-Sales-interactive_1.pdf  

http://www.failteireland.ie/FailteIreland/media/WebsiteStructure/Documents/2_Develop_Your_Business/3_Marketing_Toolkit/9_International_Sales_Toolkit/FI-Growing-International-Sales-interactive_1.pdf
http://www.failteireland.ie/FailteIreland/media/WebsiteStructure/Documents/2_Develop_Your_Business/3_Marketing_Toolkit/9_International_Sales_Toolkit/FI-Growing-International-Sales-interactive_1.pdf
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segmentation model as described above. For international marketing, three of the segments 
already described are being prioritised, namely: 

• Culturally Curious 

• Social Energisers 

• Great Escapers 

This toolkit, titled “Growing International Sales”, forms part of a series of FI sales capability 
supports for the Irish tourism industry to aid in better targeting and more effective selling 
into the right channels and overall to grow international sales. 

Extensive research was originally conducted in the GB market and once the model proved 
successful (whose categories are described above), the idea of extending it to other markets 
was considered. Additional research in the US, Germany and France validated the model’s 
segments and ascertained that they applied globally. Between them, GB, the US, Germany 
and France deliver 70% of Ireland’s international visitors. Critically, the research found that, 
in a marketing sense, people are best differentiated by the values they hold and their 
individual motivations rather than by demographics or nationality. The toolkit describes 
each of these core market segments in considerable detail covering: 

• Who they are 

• What they do and don’t want from a holiday 

• The things they are most likely to be seen doing 

• Their typical holiday behaviour 

• What they are likely to pay more for 

• What they consider makes a great food and drink experience 

• Their interests and hobbies 

• Barriers to their visiting 

• Their media habits – how they get their information and what they read - digital 
interests and travel touch-points 

The manual asks tourism businesses to consider the following important questions when 
thinking about drawing certain segments to their attraction, offer and experience: 

• How does my business fit the Culturally Curious motivations?  

• What does my business offer that meets the specific wants of this segment?  

• What delivers on their desire to discover and learn about Irish culture?  

• What helps them connect with local culture and learn about local stories?  

• What allows them to immerse themselves in Ireland? 

The guidebook also offers advice on: 

• Experiential tourism and its guiding principles and the components of a memorable 
tourism experience.  
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• What it terms as “The Digital Consumer Journey”. It advises tourism operators that 
creating their story and associated content, be it imagery, video or articles, is the 
first crucial step in the journey. The next is to communicate it to the right segment, 
in the right place at the right time.  

• Utilising the Google 5 Stages of Travel Model (Dreaming, Planning, Booking, 
Experiencing and Sharing) the guide provides advices on the key actions to be taken 
at each stage of the digital journey to communicate their story to the three target 
segments. 

• Direct and Indirect Sales Channels 

Our View 
We believe that the development of a guidebook of this nature is a very effective way of 
enabling individual developers and operators of tourism products to develop them for known 
markets and to market them in line with national marketing programmes. 

 

6.7 Key Findings 

The national UK bodies charged with developing and promoting the UK’s tourism offer – 
Visit England, Visit Scotland, Visit Wales and Tourism Ireland (which also covers the Republic 
of Ireland) – have developed broadly similar approaches to segmenting their domestic 
markets and are clearly aware that changes in the three key consumer groups – Millennials, 
Families and baby Boomers, are driving changes in domestic travel preferences and 
behaviours. 

Consumer behaviour is constantly changing. This means that destinations who have a 
detailed segmentation strategy still need to revisit it often to ensure it is keeping up with 
current trends in consumer patterns of travel. 

The Visit Bodies all have different segmentation models, but there are some similarities 
between them, namely: 

• Baby Boomers, followed by Millennials, are the most sub-segmented categories. 

• Families are the least segmented, perhaps indicative of less fundamental changes in 
their visitation habits and preferences 

• Some sub-segments are common to both Millennials and Baby Boomers – Natural 
Advocates and Easy Going Socialisers. 

• Visit Wales has only one sub-segment for Millennials while Visit Scotland has the 
most at four. 

• Visit Wales identifies budget families as a key segment while the others do not. 

• The Millennial sub-segments share the characteristics of adventure, being highly 
sociable, travelling in company, seeking out the unusual, enjoying food and getting 
away from the pressures of life. 
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• The Baby Boomer sub-segments share the characteristics of travelling in couples, 
exploration, being curious about places, interest in nature, liking food, liking to be 
spoilt and being easy going. 

 

6.8 Conclusion 

There is a challenge awaiting resolution concerning market segmentation in the UK. This is 
encouraging operators and providers of hospitality services and tourism attractions, local 
destination marketing and management organisations (DMOs and Destination Management 
and Marketing Partnerships) to make full and effective use of their country’s tourism market 
segmentation models, for product development, destination planning and marketing their 
offers and experiences. 

 

6.9 Recommendation 

We believe that the development of awareness programmes in each country to brief “The 
Trade” (tourism and hospitality sector operators and investors) on their country’s 
segmentation model and guide them in its use for their own product development and 
investment and improved target marketing, will improve the fit between new coastal 
tourism product and target market segments. 
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7 Coastal Tourism Product Innovations 
What we capture in this chapter are examples of new coastal tourism product that is being 
introduced in the UK and other countries that are attracting new consumers from the three 
major cultural groups we have identified above, new provision that has the potential to 
contribute to the regeneration of those declining communities. 

Question: What might be the future product offer of the coast and seaside towns for the key 
consumer and market segments?  

7.1 The Challenge Ahead – Creating a Better Product Offer 
We believe that the UK domestic markets and their sub-segments (as characterised by the 
various “Visit” segmentation models discussed in Chapter 6 above) are key to the future of 
coastal tourism and its contribution to the regeneration of seaside towns.  

We know from our conversations with Visit England, and that organisation’s regular visitor 
information analyses, that the market for the coastal tourism offer in England (and we 
would extend this to all of the UK coastal areas) is predominantly domestic. This position 
was also verified in our conversation with British Destinations. 

And, while we would like to see more attention being given to the promotion of the UK’s 
coastal offer in target foreign markets, the predominant market for the coast will remain 
domestic for the near future.  

So, it is very important that these markets and how they are changing are well understood 
by coastal tourism destinations and operators and that their offers are geared to their 
changing preferences, especially where there are growing markets for existing offers and for 
new offers. 

However, for coastal locations to attract (more) visitors from these core consumer groups 
they need to improve and expand their PRODUCT OFFER and associated experiences. We 
believe that product development is key for a number of reasons. 

• It is the product and, increasingly, experiences that consumers (as tourists) go to the 
coasts to consume; along with natural features – seascapes and landscapes – it is the 
mix of product offers and experiences that attracts them. 

• New tourism product is most often created through private sector investment, by 
individual companies or groups of companies working together and these investors 
will wish to target market segments with a known interest in both the coast and 
their product offer. 

• Mixes of complementary product offers are what consumers are now looking for 
when deciding where to visit; their trips are no longer single purpose but multi- 
purpose.  

• The quality of every element of the desired product mix is central to consumer’s 
purchasing decisions; they might like the idea of a particular destination for its 
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outdoor activity mix but if the accommodation, F&B and entertainment offers are 
poor they will choose another destination where these products are better. 

Our View  

Seaside towns and smaller coastal communities need to: 

• Understand consumer’s characteristics, changing tastes and interests how they are 
spending their time and money as tourists. 

• Understand who they currently attract with their existing offers and experiences. 

• Identify how they can improve their offer to ensure that key market segments stay 
longer and return. 

• Identify the changes they need to make to their offer and experience if they are to 
attract a share of those market segments who currently do not visit their place who 
are known to be interested in a coastal offer. 

 

7.2 Public Sector Investment in Coastal Areas  
While the majority of the product offers we highlighted in the previous chapter are funded 
through private sector investment and are often the principal drivers for a tourist to visit the 
coast or a seaside town, investment by the public sector in improvements to and new 
seafronts are an important element in attracting investment in new tourism and hospitality 
provision, which in turn attracts more visitors and showcases the offers of places.  

Traditionally and still today they are predominantly funded by the public sector, whose 
continued ability to maintain the seafront public realm is under threat from recent cutbacks 
in central and local government expenditure. While there are a small number of examples of 
places where the private sector has contributed to the costs of such works they are unlikely 
to take over this responsibility from the public sector. This is a cause for concern that 
urgently needs to be addressed. The issue is not just about landscaping, planting, footpaths 
and works of art in the public realm, it also encompasses toilets, lighting and security 
concerns. 

Put simply, if the seafront public realm is allowed to decay it will affect the willingness of the 
private sector to invest in a destination and the willingness of tourists to visit it. 

Fortunately, a number of local authorities have recognised the significance of 
comprehensive seafront improvements. 
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7.2.1 The Argyll and Bute CHORD Initiative 
 

 

Exhibit 19: Helensburgh West Bay Esplanade public realm improvements. Image source - austinsmithlord.com and Argyll 
and Bute Council 

After consultation with local communities and tourism and accommodation providers, Argyll 
and Bute Council in the west of Scotland has agreed to an ambitious and forward-looking 
programme to assist regeneration and economic development in five of its waterfront 
towns - Campbeltown, Helensburgh, Oban, Rothesay and Dunoon. In November 2008, the 
Council unanimously agreed to allocate more than £30 million to the programme, since 
named ‘CHORD’. The multi-million-pound initiative will see major improvements to the 
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town centres and waterfronts of all five towns.109  In Helensburgh, for example, the council 
has invested £7 million in regenerating the town centre, making transformational 
improvements to the town's public places, including wider pavements, better access to local 
shops, new parking bays, new street furniture and linking the front and the town centre. In 
the larger settlement of Dunoon on the island of Bute the Council identified that the 
improvement of the waterfront was the critical element for the successful economic 
regeneration of the town. The agreed improvement programme aims to make the most of 
Dunoon waterfront in terms of economic development and regeneration; to deliver 
waterfront infrastructure that contributes to an attractive, vibrant and contemporary town 
centre; to create a safe, comfortable, accessible public realm that attracts residents and 
visitors to the area; and to promote improved connectivity and public transport gateway; 
and, of significant importance, to act as an enabler for private sector investment in the 
waterfront area and town centre. 

7.2.2 Portrush Northern Ireland 
More recently in 2012 Coleraine Borough Council in Northern Ireland agreed to implement 
improvements to the West Bay Promenade in the seaside town of Portrush110, identifying a 
budget of approximately £1.6 million, to be invested in delivering a high quality scheme 
from the Harbour to West Strand Road. Proposals were drawn up by a firm of landscape 
architects which were the subject of a public consultation during 2012 which provided an 
opportunity for the people of Portrush, traders and visitors to consider the emerging 
proposals and to comment on them. Following this a planning application was submitted 
and approved and works commenced in 2013. This project helped secure the town as the 
location for the British open golf tournament in 2019. 

Our View 
Reductions in local authority budgets for the maintenance and renewal of seafront public 
realm is putting at risk the willingness of the private sector to invest in product improvement 
and the introduction of new product and will consequently affect the willingness of tourists 
to visit seaside destinations. 

7.3 Matching Market Segments to Destination Offers 
In this chapter, we identify (from the results of our research discussed in Chapter 5 above) 
the activities and experiences that Millennials, Families and Baby Boomers like to spend 
their time and money on, and match that with examples from around the world and in the 
UK of established and new offers that could be provided in coastal areas here to meet their 
needs. The take up and provision of these offers and experiences will depend on the natural 
and physical characteristics of each area, its existing provision, its current markets and the 
knowledge and expertise of existing and potentially interested tourism providers and 

                                                            
 
109 https://www.argyll-bute.gov.uk/content/chord-town-centre-regeneration-projects 
110 http://www.colerainebc.gov.uk/ 
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operators. As will be noted some of the activities span two or all of these segments in each 
category. 

Under each heading we list the attractions and experiences favoured by each segment and 
then provide examples of the provision.  

Coastal communities and seaside towns looking to expand their offer to these market 
segments should give active consideration to bringing some of the offers described to their 
locations if local circumstances are advantageous and if there are operators willing to invest 
in their introduction. 

This is not a menu for every seaside town or stretch of coastline. It is shared to exemplify 
the range of coastal tourism product and experience offers that are presently offered in the 
UK and other places and to identify other types of tourism product that might be introduced 
on to our coastlines that the target market segments are interested in. 

Below we explore these activities and experiences under the headings of food and 
gastronomy, music and festivals, health and wellbeing, adventure and sport, driving and 
nomadism and culture and education. 

This is not a comprehensive survey of all of the kinds of attractions currently available in 
seaside towns. Rather it covers the types of destinations, attractions and experiences that 
our three predominant consumer segments are particularly interested in. 

What stands out for us is the number of offers that are comprehensive menus of multi-
event, multi-offer experience opportunities for multi-segment or sub-segment orientated 
audiences.  

7.3.1 Food and Gastronomy  
The food offer of coastal tourism is an important motivator for all segments, but for a 
growing minority, depending on the nature of the offer, it has the potential to become the 
primary reason for going to the coast. Food tourists or culinary tourists are defined by Taste 
Trekkers as people who travel beyond their immediate neighbourhood to find great food. 
Certainly food is important for all travellers, but for particularly gastronomy-inclined 
Millennials and Baby Boomers food has become one of the biggest tourism drivers. 
 

Millennials Families Boomers 

An important primary and 
secondary destination 
driver. 

Can be food “trekkers” 
and travellers interested in 
local authentic food offers, 
food, beer and wine 
festivals and activities 

Family friendly 
restaurants with a 
variety of age-related 
menus. 

BBQ on the beach, food 
events. 

Can be a primary and 
secondary destination driver.  

Want local authentic food 
offers related to local culture. 

Food, beer and wine festivals. 

Beyond eating – brewery and 
wine tourism, food 
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beyond eating – brewery 
and wine tourism, cooking 
skills classes. 

Increasingly going on 
organised foodie holidays 
and food tours. 

Understand that food is an 
introduction to the history 
and culture of places. 

Curated fishing trips to 
learn about the sea and 
to harvest seafood. 

Cooking courses for 
children. 

 

preparation and cooking 
classes. 

Cultural events that combine 
heritage with food and 
entertainment. 

Increasingly going on 
organised foodie holidays and 
food tours. 

Understand that food is an 
introduction to the history and 
culture of places. 

 
 

Below we highlight a number of different types of initiative that accommodation and tour 
operators have developed to attract both food travellers and other types of visitor for 
whom the food offer is as important as their other interests. 

Food Festivals (Millennials, Boomers) 
Food festivals are an effective way of both attracting food tourists and showcasing the local food 
offer to them and other market segments. 

A good guide to the scale and diversity of food festivals being held in the UK in 2015 is published by 
Conde Nast Travel. This featured, for example, the London Coffee Festival in April and May, the 
Great British Food Festival in Cheshire in April, the East Anglian Game and Country Fair in Norfolk in 
April, the Cromer and Sheringham Crab and Lobster Festival in May, the British Asparagus Festival in 
Worcestershire in June, the Pembrokeshire Fish Week Festival in July, Pommery Dorset Seafood 
Festival also in July, the Newlyn Fish Festival in Cornwall in August, the Hastings Seafood and Wine 
Festival in September and the Framlingham Sausage Fest in Suffolk in October. 
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Exhibit 20: Hastings Food and Wine Festival. Image source - countryliving.co.uk 

Hastings Seafood and Wine Festival 
Food festivals don’t necessarily have to be solely about the food. At the Hastings Seafood 
and Wine Festival for example, which features 30 stalls, local wineries and chefs offering 
tastings, festival organisers have expanded the offer to include guided beach walks, a 
schedule of talks about the history of the region, sea-food-cooking techniques, net-making 
demonstrations and live jazz concerts. While food anchors the festival, having a diverse 
audience of interested people attending offers new opportunities to expand on the cultural 
experience and offer visitors a reason to return.  

Bexhill Sea Angling Festival 
At the annual not-for-profit fishing festival, Jaws at the Bexhill Sea Angling Festival, anglers 
and would-be anglers begin the week watching a showing of the classic 1970s film Jaws 
along the seaside wall of the De La Warr Pavilion. The festival continues with a fish and wine 
festival, and cooking lessons from Billingsgate Cookery School in an outdoor open space, 
with free fishing coaching, a children’s funfair, and a series of angling competitions rounding 
out the entire week. 

Foodie Holidays – (Millennials and Boomers)  
They can be a mix of a short two or three days’ break at a single location or a week or more 
at several locations. Foodie holiday offers are quickly evolving in the UK and in continental 
Europe. Below we list some examples that food entrepreneurs and hoteliers have 
developed in recent years. 
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A Taste of County Cork 
 

 

Exhibit 21: Hederman Smokehouse, Cork 

This is a four day/three night culinary tour accompanied by a local culinary guide taking in a 
hands-on cookery demonstration and supper at Ballymaloe Cookery School, visits to the 
Cork Butter Museum and Hederman Smoke House, an exploration of Cork’s English Market, 
one of the most famous covered food markets in Ireland, and dinner at an award-winning 
seafood restaurant.  

A Taste of Gourmet Cumbria 
This is an initiative of Askham Hall Hotel, a 13th century stately home turned into a 
restaurant with rooms where visitors can sample the seasonal delights of Cumbria and eat 
from menus of fresh seasonal produce. Visitors can sample local foods with the producers, 
taste fine wines with an expert sommelier and learn some of the secrets of the kitchen at a 
cooking demonstration. This venue is marketed by Masterchef Travel, operated by Cox and 
Kings.111 

 

 

 

 

 

                                                            
 
111 http://www.mastercheftravel.co.uk/  

http://www.mastercheftravel.co.uk/
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Scottish Self-Drive Seafood Experience 
 

 

Exhibit 22: Seafood Harvest. Image source - Visit Scotland 

Designed specifically for lovers of the freshest seafood and shellfish, this holiday includes 
authentic experiences on a week-long, self-drive tour of the scenic west coast of Scotland. 
Travellers participate in a seafood cookery demonstration, discover how oysters are 
cultivated on a visit to an oyster farm on the edge of a sea loch, where they are shown how 
to “shuck” the oysters, as well as sampling a few fresh from the sea. It also includes a boat 
trip with a creel fisherman as he hauls in langoustines and brown crabs, followed by an 
opportunity to savour the day’s catch with a memorable lunch on the shorefront.  

Ireland Self-Drive Food Tour112 
This is a tour for the recently designated tourism market segment “Experience Seeking Drive 
Travellers”, the target market segment for the world’s longest tourism driving route, the 
Wild Atlantic Way (many of whom recent research has shown to be UK residents). 

It is a good example of catering to a market that is foodie orientated, but also likes to 
explore the landscape, culture and heritage of the places they are driving through.  

Itineraries can be tailored to the specific requirements of the touring party. The standard 
itinerary includes boat tours, visits to a fish smokehouse, a local traditional brewery, seal 
and dolphin watching,  

Coastal and Seashore Food Foraging Programmes (Millennials and Families) 
Learning how to forage for food is another activity that has been developing on coastlines 
around the UK in recent years. A good example are the foraging courses run by Fraser 

                                                            
 
112 http://www.responsibletravel.com/holiday/15619/ireland-self-drive-food-tour  

http://www.responsibletravel.com/holiday/15619/ireland-self-drive-food-tour
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Christian, a trained chef, for the Coastal Survival School.113 Their wild food foraging courses 
are led by experienced and passionate instructors that all have a solid and comprehensive 
background in their individual subjects, from wild food to wild medicine, edible seaweed to 
shellfish, mushrooms and fungi; they will all happily share their rich and varied knowledge, 
in an honest, practical and sustainable manner. 

 

Exhibit 23: Beach shellfish foraging. Image source - Visit Scotland 

Food and Cooking Residential Courses (Millennials and Boomers) 
Like the recent development of foodie short breaks, this offer and experience has grown in 
popularity with foodies who want to expand their cooking skills in great locations where 
there are interesting things to do and see. A source of inspiration for operators of this kind 
of foodie attraction is the Mamma Agata Cooking School on the Amalfi Coast of Italy which 
recently hosted a round of the BBC 1 TV competition MasterChef UK. 

The Daily Telegraph recently identified its top ten cookery schools and among them was one 
in a coastal location – Rick Stein’s Padstow Seafood School for seafood lovers, where 
cooking takes place in a kitchen overlooking the Camel Estuary. 

 

 

                                                            
 
113 http://coastalsurvival.com/foraging-courses  

http://coastalsurvival.com/foraging-courses
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7.3.2 Music & Festivals  
 

Millennials Families Boomers 

Can be a primary and 
secondary destination 
driver.  
 
“Glasto” by the sea.   
 
Niche offers – e.g. Heavy 
Metal, Techno, Hip hop, 
combining music and food 
and drink and outdoor 
activities – surfing, cycling, 
mountain biking. 

 

Participatory festivals for 
children of different age 
groups – music, dance, 
art, classes, 
opportunities to 
perform. 

Require quality camping 
facilities for overnight 
stays. 

Festivals for mature audiences – 
outdoor on or beside beaches 
and waterfronts, indoors at 
holiday camps and leisure 
centres. 

Boomers like listening to the 
bands of their youth or tribute 
versions. 

 
Music tourism has been driving wealth into recovering local economies across the whole of 
the UK in recent years. A report published by industry body UK Music in June 2015114 points 
to the many positive aspects of Music and Festival tourism in the UK, and identifies its 
staggering growth over the last four years. From 2011-2014, music tourism in the UK 
increased by 34%, with total tourism numbers increasing from 7.1 million to 9.5 million 
annually. Most importantly, the number of overseas music tourists – those coming to the UK 
specifically to attend a festival or see a concert – increased by 39%. This is clearly a sector 
that tourism policy makers and tourism operators can’t ignore.  

Here are some of the significant numbers that came out of the report: 

• £3.1 Billion generated by music tourism in the UK in 2014 

• 9.5 million music tourists attending music events in 2014 

• 546,000 overseas music tourists visiting the UK in 2014 

• 38,238 full time jobs sustained by music tourism in 2014 (57% increase since 2012) 

• 39% increase in number of overseas music tourists between 2011-2014 

• £751 average spend by overseas music tourist in the UK 

Another report published by UK Music in 2014115 found that music heritage tourism 
(creation of cultural assets around music history and pop culture) could add £4bn to the UK 

                                                            
 
114 ‘Wish You Were Here: 2015 Music Tourism’s Contribution to the UK Economy.’ UK Music, June 2015. 
115 ‘Imagine: Music Heritage 2014’. UK Music, 2014 
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economy annually if it were developed across the UK to the same degree as it has been in 
Liverpool. 

The UK has a long history of providing diverse musical experiences and festivals that appeal 
to all types of audiences. A few festivals that stand out in particular for their location on or 
near the coast include: 

Glass Butter Beach Festival, Cardigan Bay, Wales (August) 
 

 

Exhibit 24: Glassbutter Beach, Cardigan. Image source - glassbutterbeach.com 

Surfing, wakeboarding, skating and BMX, as well as beach volleyball, stand-up paddle-
boarding, music, food and fashion are all provided by the team behind Wakestock. The 
event takes place on two beaches on the Lleyn Peninsula in North Wales, with views of 
Snowdonia across the bay. After watching the professionals, participants can also try out 
some of the sports on offer using equipment provided, and sign up for lessons from some of 
the best athletes in the country.   

Festival of Bathing Beauties, Mablethorpe, Lincolnshire 
This end-of-summer arts festival enlivens the three-mile stretch of beach between the 
resorts of Mablethorpe and Sutton on Sea. Artists, actors and dancers offer entertainment 
while attendees can also embark on two walking trails – one past a row of colourful and 
unique beach huts, and the other for architecture buffs, which includes the Cloud Bar at 
Anderby Creek, a viewing platform with “Cloud Menus” describing the different types of 
clouds you may see, and “Cloud Seats” to see them from and swivelling mirrors. 
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Isle of Wight Festival 
In 1970, this event was one of the largest human gatherings in the world, with an estimated 
600,000 people in attendance. The festival was shut down by an Act of Parliament in 1971 
preventing more than 5,000 from gathering in one place without a license. The festival was 
re-established in 2002, and has since attracted an average of 50,000 attendees to the island 
each year. Tourism is the largest industry on the Isle of Wight, and the location offers an 
incomparable experience with any other mainland UK festival: the geographical isolation 
provides an opportunity to make an event of the trip, and the festival attracts a loyal 
following, as well as newcomers looking to experience the unique micro-climate of the 
island, every year. 

Green Man Festival, Wales, Brecon Beacons 
 

 

Exhibit 25: The Green Man. Image source - cntraveller.com 

Green Man is the largest music festival in Wales. While not a coastal festival per se, it is a 
fantastic example of a wealth creating festival, by strategically developing tourism, 
showcasing culture and creating business development opportunities in Wales.116 Projects 
such as the ‘Settlement Pass’ attracts over 2,000 visitors per day for a four-day period, 
allowing visitors to extend their festival ticket into a 7-day Welsh holiday. The festival ticket 
price is subsidised by Green Man to support and promote Welsh leisure and tourist 
businesses through the festival, which is also attractive to attendees.  

Festival marketing literature reflects positive messages about Wales and its visitor 
attractions, resulting in nearly 5 per cent of its 20,000 visitors coming from outside the UK, 
while half attend an additional event or place of interest in Wales as part of their visit.  

                                                            
 
116 ‘Wish You Were Here: 2015 Music Tourism’s Contribution to the UK Economy.’ UK Music, June 2015. 
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Green Man has also set up a charity to support training, arts, culture, community, 
environment and health schemes locally. Due to its success as a wealth creator and 
international marketing opportunities generated by its brand Green Man has become an 
essential part of the southern Welsh economy. 

Folkestone Festivals 
 

 

Exhibit 26: Folkestone Harbour Festival. Image source - folkestonetouristinformation.co.uk 

Every year Folkestone runs a number of festivals celebrating the town’s history, heritage, 
location and community. These are designed as events to attract visitors and to showcase 
the town’s wider offer to them when there. They include: 

• A multicultural festival, a three-day event, which, in 2016 will feature Brazilian 
Music, Nepalese dancing and singing, Japanese dance and music and African 
drumming performances. 

• The Harbour Festival comprises free live music and entertainment all weekend, a raft 
race, fun fair rides, food and drink stalls, a display by a parachute stunt team and a 
classic and sports car event. 

• The annual Sandgate Sea and Food Festival provides residents and visitors alike with 
August Bank holiday entertainment. The event kicks off on the Saturday evening 
with a spectacular firework display sponsored by the Roger De Haan Charitable Trust 
together with the formal lighting of a beacon with BBQ’s and food outlets providing 
refreshments, including Nepalese, Spanish and Mexican cuisine.  
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Other UK coastal areas offer plenty of exciting festivals to choose from, all adding to the 
health and flavour of their local economy in unique ways.  

Notable mentions include Cornwall’s great success with Boardmasters, a skate, surfing and 
BMX bike festival for 30,000 people (mostly Millennials), which is one of the UK’s biggest 
music festivals, and the Rockaway Beach festival at Bognor Regis Butlin’s resort that caters 
to a more mature audience (this one’s for the Boomers).  

Events in Other Places 
We have identified a number of interesting festival innovations that could draw inspiration 
from other locations, and might be a good fit for introduction into the UK. 

Beaches Brew Festival, Marina Di Varrena, Hana-bi, ITALY 
This festival is a pairing of a celebration of craft beer with live music. It a delicious mash of 
hip hop, rock and electro right by the Adriatic Sea – the perfect place to be for a laid-back 
afternoon. Entry to the festival venue at Hana-bi is free, and it gets even better for beer 
connoisseurs – Beaches Brew isn’t just the name of the festival, but of the event’s dedicated 
craft beer as well. 

The Garden Festival - CROATIA117 
Held in the first fortnight of July this music and food festival located on a sandy beach at a 
private bay just 10 minutes from the historic seafront town of Tisno offers an opportunity to 
dance in the crystal clear waters of the Adriatic while listening to a mixture of music – hip 
hop, house, funk, etc. broadcast from a DJ platform built out over the stage, which is built 
right on the ocean, supplemented by a boat party on the infamous Argonaughty party boat 
which sails into the bay’s very own dock to pick up revellers and take them out to the 
stunning Kornati islands and back as the sun sets.  

More information about the best beach festivals in Europe can be found at the Festicket 
web site.118 One of the featured music events is “Blackpool Rocks.”119 This is another edition 
of Ibiza's legendary dance music festival. Pioneers and household names lead a house, 
techno and urban music line-up at Blackpool's Winter Gardens just before Christmas, 
packing in a large line up of acts. 

 

 

 

                                                            
 
117http://www.elleuk.com/travel/holiday-inspiration/www.thegardenfestival.eu   
118 http://www.festicket.com/magazine/top-20-beach-festivals/  
119 http://www.festicket.com/festival/blackpool-rocks-2015/  

http://www.elleuk.com/travel/holiday-inspiration/www.thegardenfestival.eu
http://www.festicket.com/magazine/top-20-beach-festivals/
http://www.festicket.com/festival/blackpool-rocks-2015/
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7.3.3 Health and Wellness  
 

Millennials Families Boomers 

Like to exercise together 
out of doors – mountain 
running, coasteering. 

Like spas, yoga, health and 
wellbeing classes, 
meditation, Pilates, self-
improvement courses. 

Want after sports care for 
tired bodies. 

Nice to have offer for 
parents to get away from 
their children; young mums 
spa offers. 

Desire to come back fitter 
from breaks. Like to be 
pampered in spas as well as 
to exercise. 

Walking trails and beaches 
are popular 

Can be a primary and a 
secondary destination driver. 
High-end spa retreats, beauty 
and exercise offers. 

 
 

The UK is not generally known for having a robust wellness tourism sector. The top five 
countries that attract the most tourists (United States, Germany, Japan, France, Austria) 
account for over half of the market (63% of expenditures). However, among the world’s top 
twenty countries for inbound/international and domestic wellness tourism (in terms of 
combined market size), over half are in Europe. This represents a competitive opportunity 

Exhibit 27: Image source - coastaltourismacademy.co.uk 
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for UK operators along the coast to position themselves within a vibrant and growing 
market, and to attract both inbound and domestic tourists from these markets.120 

Researched released by the Global Wellness Tourism Congress (GWTC) found that Britons 
are taking more than 17 million spa and wellness trips a year, spending more than US$12m 
to do so.121 The UK is the fourth largest wellness tourism market in Europe and seventh 
globally, with the entire European region said to be driving growth in the sector. 

Spa tourism is a core component of wellness tourism (41% of the market), but non spa-
related wellness tourism (whether healthy hotels and cruises; baths/springs; fitness, yoga or 
lifestyle retreats; travel to nature parks/preserves; organic/natural restaurant expenditures; 
and other healthy lodging and retail) represent 59% of the market.122 

Many British companies are beginning to see the opportunity, and are starting to offer 
locations, tours, and packages to those seeing a wellness holiday, both at home and abroad.  

This is a good market opportunity for tourism and health operators who should explore 
coastal locations for this type of offer. 

Revitalise Fitness Retreat, Cornwall 

 

Exhibit 28: Image source - revitalisefitnessretreat.co.uk 

Set within the Cornish countryside, Revitalise offers a ‘boot camp on the beach’ type of 
holiday, including woodland assault courses and coastal runs and bike rides. Participants 
start off a typical weekend with learning about fitness and nutrition, and then get right into 
various forms of exercise that takes advantage of the unique coastal location. After 
enduring 4-5 hours of exercise a day, a complimentary neck and shoulder massage is a 
welcome service, and other treatments are on offer as well.  

Obsidian Health Retreat, Alicante, Spain 
Owned and operated by a British couple, Obsidian opened as Europe’s first nutritarian hotel 
with 26 rooms and suites, offering advanced diet and fitness techniques from around the 
world to visitors seeking to shed weight and improve chronic illness. A nutritarian hotel 

                                                            
 
120 ibid. 
121 Global Wellness Summit, Global Wellness Tourism Congress, 2014. 
122 www.imtj.com/news/wellness-tourism-439-billion-market 
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offers a nutrition-rich plant-based vegan and juicing diet, with a focus on fulfilling all food 
group requirements to ensure the body gets all the vital nutrients, enzymes and vitamins it 
requires. Other treatments at the hotel include colon hydrotherapy, meditation, 
hypnotherapy, Swedish massage, colon massage, crystal massage, bio-resonance, Reiki, 
metamorphic or Indian head massage; food intolerance testing, facials, manicures and 
pedicures and life coaching. All of the places available for the whole year were sold out 
within weeks of opening in 2011. 

While not specifically located on the coast, there are many, many smaller businesses across 
the UK that are cropping up and offering this kind of sought after service. A coastal location, 
taking advantage of the natural healing properties of the sea, would only improve the 
unique value proposition of some of the following examples:  

• The Body Retreat offers dedicated five-day sugar detox retreats for women in the 
Somerset countryside. The retreat includes accommodation, meals, exercises, two-
body treatments and cooking, hypnotherapy and Neuro-Linguistic Programming 
(NLP) workshops. 

• The Orange Tree in Yorkshire offers mindfulness and silent meditation weekend 
retreats, including all food and accommodation. 

• The inventive company Reclaim Your Self offers Digital Detox weekends in a stately 
home in Bedfordshire, or a 16th century house in Suffolk. The weekends combine 
healthy eating, mindfulness and seminars about how to manage balance with an 
online life. 

• Split Farthing Hall in Yorkshire offers transformative coaching and raw food retreats, 
and they are expanding into the South of England in 2016.  

• Yeotown offers five-day Yeotox retreats every week at a larger converted farm in 
north Devon, and Newbold House in Scotland offers private wellbeing retreats in a 
grand Victorian mansion, each tailored to an individual's needs, with options 
including yoga, meditation, bread-making, gardening and foraging. 

Finally, one of the latest trends in wellness in wellness is Cryotherapy, which uses the power 
of extreme cold to soothe aching muscles, improve cellular survival, decrease inflammation, 
optimise health, and decrease pain. Increasingly used by sports teams and elite athletes 
(many athletes record a remarkable 10 per cent improvement in performance after a dip in 
the deep freeze) whole-body Cryotherapy is not widely available in the UK, but is increasing 
in popularity in medical/rehab facilities, resorts, beauty spas and clinics, sports clubs and 
fitness facilities across the US and Europe.  By keeping abreast of the rapid changes in this 
sector, UK operators could easily enter the market and position themselves ahead of the 
curve, offering innovative wellness services to a growing and increasingly demand clientele.  
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7.3.4 Adventure and Sport  
 

Millennials Families Boomers 

Can be a primary 
destination driver. 

High action content 
activities and extreme 
sports events. 

Curated and independent 
activities – coasteering, 
Kayaking, sea cliff 
climbing, mountain 
biking, racing, diving, 
surfing, wind surfing, 
mountain biking 

Challenge Events – 
Triathalons, tests of 
endurance, Tough 
Muddering, extreme 
sports. 

Can be a primary 
destination driver. 

Curated packages – wild life 
explorations, adventure 
boat tours, scavenger 
hunts, with educational 
components. 

Instruction courses on sea 
activities, climbing, etc.  

Taking part in group 
sporting events – mountain 
biking. 

Often a secondary destination 
driver. 

Mix of soft adventure activities 
– bird watching, coastal paths. 

Mix of curated and instructed 
adventure activities including 
coasteering, sea kayaking, 
wind surfing. 

Independent activities 
including fishing, beach 
running, trekking. 

Also like attending sporting 
events – cycling racing, car 
festivals. 

 
According to the U.S. based Adventure Travel Trade Association, adventure travel may be 
any tourist activity that includes two of the following three components: a physical activity, 
a cultural exchange or interaction and engagement with nature.123 Millennials and Active 
Boomers are attracted by adventure offers and experiences, as are Families with late 
teenage and older children. 

Adventure tourists may be motivated to achieve mental states characterized 
as rush or flow, resulting from stepping outside of their comfort zone. This may be from 
experiencing culture shock or through the performance of acts that require significant effort 
and involve some degree of risk (real or perceived) and/or physical danger. This may include 
activities such as mountaineering, trekking, bungee jumping, mountain 
biking, canoeing, rafting, kayaking, zip-lining, paragliding, sandboarding, caving and rock 
climbing. 

Adventure tourism is an important and growing element of the domestic tourism market in 
the UK, particularly in Scotland and Wales but also in many English destinations such as the 
Lake District, Peak District, Yorkshire, the South West and South Coast. At least 10% of UK 

                                                            
 
123 www.adventuretravel.biz  Adventure Travel Trade Association, February 2013.  
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holidays currently involves some form of participation in adventure activities, and adventure 
holidays now account for approximately 4% of all domestic holidays taken in the UK.124  

Watersports holidays are far more seasonally concentrated than holidays in general, with a 
sharp summer peak. Climbing and adrenaline sports are much less seasonally peaked, 
though with an above average proportion of winter visits. Hill walking, non-motorised 
watersports (in particular canoeing, surfing, windsurfing and dinghy sailing), climbing and 
mountain biking are currently the most popular types of adventure activity in the UK. Other 
types of adventure activity (caving, motorised watersports, motorised land sports, diving, 
air-sports, and other land-based activities) appear more as niche products.125 

UK adventure tourism offer has experienced steady growth over the past ten years, 
particularly given facilities and infrastructures development, improved access arrangements, 
more aggressive marketing and information provision. This tourism product offers 
significant potential and – notably in certain UK areas, particularly on the coast – a capacity 
to counteract seasonality and attract winter tourism.  

In the UK a number of coastlines offer coastal adventure opportunities. For example, the 
Pembrokeshire national Coastal Park offers a range of coastal adventure activities and 
experiences. 

 

                                                            
 
124 ‘Trends in Tourism: Tourism industry sub-sectors. Country Report: United Kingdom,’ European Commission, March 2014 
125 ibid. 
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Sea Kayaking – (Millennials and Families) 

 

Exhibit 29: Sea Kayaking around St Kilda. Image source - seakayakingoban.com 

Sea Kayaking has been developing rapidly as a coastal and inland water activity over the last 
fifteen years, both for day activity and for touring activity. It is found particularly on coasts 
with cliffs and spectacular rock formations and in locations where mammal sea life like 
whales and dolphins can be seen. Popular locations on mainland Europe are the Adriatic 
coasts of the former Yugoslavia and the Aegean Sea around Greece. In the UK and Ireland it 
is becoming popular on the west coast of Scotland, the northern Pembrokeshire coast in 
Wales, in Cornwall, and on the Atlantic coasts of County Clare and County Galway in Ireland. 
In North America, sea kayaking is popular on the coasts of Alaska, Oregon, British Columbia, 
Newfoundland and Prince Edward Island. It’s also offered at a number of locations on the 
coasts of Queensland in Australia. 
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Coasteering – (Millennials, Families and active Boomers)  

 

Exhibit 30: Coasteering near Porthclais, Pembrokeshire. Image source - Visit Wales 

This is a growing offer and experience around the UK and in Ireland. The rocky cliff coasts of 
western Britain provide the world's principal location for organised guided coasteering, 
where it is available from over 100 activity centres. Usually half day or one day trips are 
offered at a variety of levels catering for beginners, intermediates and advanced. Some trips 
are especially slanted towards study of the coastal ecology. It is a physical activity that 
encompasses movement along the intertidal zone of a rocky coastline on foot or by 
swimming, without the aid of boats, surf boards or other craft. It is difficult to define the 
precise boundaries between, for example, rockpooling and ocean swimming. Coasteering 
may include adventure swimming in calm water, rough or white water; and/or tidal 
currents, climbing, scrambling, canyoning, sea level traversing, jumping and diving.  

A defining factor of coasteering is the opportunity provided by marine geology for moving in 
the “impact zone” where water, waves, rocks, gullies and caves come together to provide a 
very high energy environment. In the 1990s, it emerged as a commercially guided 
recreational activity initially along the cliff coastline of Pembrokeshire in Wales. By 1997 
write-ups started appearing in the travel/recreational pages of the newspapers showing 
that several commercial companies were offering such activity. The activity then spread to 
all regions of the UK where there are suitable rocky coasts, including Cornwall, Anglesey and 
the Highlands and Isles of Scotland. Dorset was one of the last counties with a suitable 
coastline to offer coasteering, with commercial providers starting to offer the activity as late 
as 2009. However, Dorset is now arguably the busiest coasteering destination in the UK with 
upwards of 10,000 paying clients every year. It’s also offered on the Antrim coast in 
Northern Ireland, County Kerry in southern Ireland, on the Island of Anglesey in north Wales 
and on the Isle of Skye 

https://en.wikipedia.org/wiki/Intertidal_zone
https://en.wikipedia.org/wiki/Pembrokeshire
https://en.wikipedia.org/wiki/Wales
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Climbing Sea-cliffs (Millennials, adventurous Families and active Boomers)  

 

Exhibit 31: Image source - climber.co.uk 

Why climb the cliffs? Because they’re there, say the experts, for an adrenaline-packed 
adventure of nerves and nature. You can climb coastal cliffs in many places throughout the 
UK. There are cliff climbing centres and opportunities in Cornwall and North Devon (e.g. 
Cornakey Cliff), Dorset, Pembrokeshire, the Orkney and Shetland Islands, and some of the 
outer Hebridean islands such as Mingulay and Barra. The cliffs of the Pembrokeshire Coast 
offer some spectacular climbing. Amongst the stacks, blowholes and arches you can see 
dolphins, seals and many seabirds. North Pembrokeshire has sea cliff climbing on sandstone, 
gabbro and volcanic cliffs from 10m to 90m high, and in the south of the county you can 
enjoy steep cliff climbing on spectacular limestone sea cliffs.  
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Coastal Mountain Biking and Cycling Trails (Millennials, Families and active Boomers) 

 

Exhibit 32: Image source - 'Mountain Bike Rider' 

People who cycle along the cliffs do so because they like the views and the accessibility to 
places where the land meets the sea, where no roads run. A good example of a coastal area 
that has developed its appeal for market segments that enjoy mountain biking is the Gower 
peninsula in South Wales. Famous for its wonderful white sandy beaches and a clear blue 
sea, the Gower has a great network of trails — many of which offer superb views over the 
coast. And there are several sections of the Wales Coast Path126 that are designated sections 
of the National Cycle Network - which offers a great opportunity to explore the Path and 
opportunities to visit attractions and engage in seaside activities at places like Prestatyn, 
Rhyl, Colwyn Bay, Llandudno, Caernarfon, Llanelli and Swansea. Visit Kent has developed the 
32 mile Viking Coastal Trail around the Isle of Thanet127. One of the most attractive circular 
leisure cycle routes in Kent, this trail takes in the coast of Margate, Broadstairs and 
Ramsgate before heading inland through the surrounding villages and offers family friendly 
cycling on level, traffic free promenades and broad sea walls, and along country lanes. 

Coastal Bushcraft and Survival Courses128 – (Millennials and Active Baby Boomers) 
A recent addition to the coastal activity menu are the courses run by the Coastal Survival 
School in 2008. This is the only UK Coastal Survival School providing survival & bushcraft 

                                                            
 
126 http://www.walescoastpath.gov.uk/what-can-i-do/cycling/?lang=en  
127 See more at: http://www.visitkent.co.uk/attractions/viking-coastal-trail/8676#sthash.bDdIcQJh.dpuf  
128 http://coastalsurvival.com/  

http://www.walescoastpath.gov.uk/what-can-i-do/cycling/?lang=en
http://www.visitkent.co.uk/attractions/viking-coastal-trail/8676#sthash.bDdIcQJh.dpuf
http://coastalsurvival.com/
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courses and was recently voted one of the best 52 weekend courses in the world by Lonely 
Planet Magazine.  

Coastal Sea Fishing Courses (Families and Boomers) 
The Coastal Survival School also runs courses in sea fishing. As they say, fishing for food is all 
about knowing when, where and how to fish and more importantly when not to go fishing. 
Participants learn the effects weather, tides and seasons have over how they fish, what they 
can fish for and what bait is used to catch a range of fish from the seashore, estuary and at 
sea. 

Sea fishing trips are also provided by a range of other companies around the UK coasts. One 
example in north Wales is the offer of “Sea Fishing Trips”129 which specialises in wreck 
fishing, deep sea fishing, and reef fishing from Anglesey to Liverpool Bay on specialised 
boats to catch fish including pollack, cod, conger, bass and mackerel, with stunning views of 
Snowdonia National Park and the north coast of Wales. 

Coastal Sea SCUBA Diving and Snorkelling (Millennials, Families and active Boomers) 

 

Exhibit 33: Image source - walesonline.co.uk 

The UK has some fabulous diving opportunities around its coastline, not least on the 
hundreds of wrecks which are located there. A directory of the dive sites is available from 
The Divesitedirectory130, a free online resource. 

                                                            
 
129 http://www.sea-fishing-trips.co.uk/  
130 http://www.divesitedirectory.co.uk/uk.html  

http://www.sea-fishing-trips.co.uk/
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For many the primary attraction of this activity is the beautiful marine life and the at times 
stunning visibility under water when the conditions are right. The UK’s marine area covers 
over 850,000 km, which is three times more than the land area. Our inland seas regularly 
host 13 species of marine mammal and even leatherback turtles. When divers first visit UK 
seas they are often amazed at the diversity and abundance of life and there are an 
estimated 8,500 marine species of plant and animal, e.g. two species of seahorse can be 
found in seagrass and seaweed beds in shallow offshore waters – the spiny seahorse is 
found as far north as Shetland.  

There are lots of dive operators around the UK coasts and lots of dives for people of 
different skills and experience. An example of a good provider is the Cornish Diving 
School.131 This is the largest five-star dive school and instructor development centre in 
Cornwall, offering a comprehensive range of SCUBA diving courses from beginner through 
to professional level. Based in Falmouth it has been in operation since 1980. 

Tough Muddering (Particularly Millennials) 
Tough Mudder is a team-oriented 10-12 mile (18-20 km) obstacle course designed to test 
physical strength and mental grit. Tough Mudder puts camaraderie over finisher rankings 
and is not a timed race but a team challenge that allows participants to experience 
exhilarating, yet safe, world-class obstacles they won't find anywhere else. It can be held in 
urban, rural and coastal locations132. Most Mudders choose to recruit a team to make event 
day more fun and help them through the obstacles. 

 

Exhibit 34: Image source - Tough Mudder 

                                                            
 
131 http://cornishdivingschool.co.uk/  
132 More info at: https://toughmudder.co.uk/  

http://cornishdivingschool.co.uk/
https://toughmudder.co.uk/
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Beach Hacks (Millennials, Families and Boomers) 

 

Exhibit 35: Image source: Horse and Hound 

Horse riding along deserted beaches has increased in popularity around the UK and on the 
Atlantic coasts of Ireland, Spain, Portugal, France and the low-countries and the Baltics. 

Stand-up Paddle Boarding – (Millennials and Families with older children) 

 

Exhibit 36: Image source - extremesurfing.com 

A hybrid of two popular sports, surfing and outrigger canoeing, paddle-boarding has been 
rising in popularity all over the world. The biggest tutoring facilities in the world are in Turks 
and Caicos, but destinations everywhere are picking up on the trend. One operator in the 
Philippines combines paddle-boarding with yoga, while participants pull poses while 
balancing on the boards in open water. For the more adventure inclined, other paddle-
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boarding operators have begun offering tours over white-water rapids. The British Stand Up 
Paddle Association launched in 2007 and offers information and events, and the Stand Up 
Paddle UK Magazine provides gear reviews and travel advice for boarders both within the 
UK and further afield.  

Surf and Music Festivals (Millennials, teenagers, and active Boomers who like to party) 

 

Exhibit 37: Image source - Wakestock Festival 

Wakestock Festival North Wales133. 
Abersoch beach is the location for the Wakestock music festival, on the Llŷn 
Peninsula by Wakestock Gŵyl y Môr. Now known as ‘Wakestock Gŵyl y Môr' (Festival of the 
Sea), this North Wales based gathering of music lovers and wake board enthusiasts 
continues to go from strength to strength – and a world away from its beginnings as a 
wakeboarding contest and car-park party of a few hundred people. This festival is for the 
young, the fresh and the spirited, though families also enjoy the daytime programme at the 
festival featuring a market, workshops, a fairground, art and entertainment for all ages. 

As the Wakestock enters its 15th year in 2016, the festival now plays host to some of the 
UK’s top bands and DJ’s, while the wakeboarding competition has evolved to become 
Europe’s largest. The location also offers first-class opportunities for wakeboarding, wake 
surfing and paddle boarding via local operators. The festival is split over three sites, so 
festivalgoers will get to see the beautiful beach at Abersoch, the festival site itself and 
nearby Pwllheli marina. This festival captures the spirit and fun of the 1960’s Californian 
summer beach music festivals crossed with the laid-back vibe of the British surf scene. The 

                                                            
 
133 http://www.visitwales.com/things-to-do/whats-on/festivals/music-festivals-uk/wakestock-gwyl-y-mor  

http://www.visitwales.com/event-search/event-search-results/event-search-details?id=971396&industry=Events&location=abersoch&radius=10&filterIds=&city=&price=&latitude=52.82304&longitude=-4.506616
http://www.visitwales.com/explore/north-wales/snowdonia-mountains-coast/explore-llyn-peninsula
http://www.visitwales.com/explore/north-wales/snowdonia-mountains-coast/explore-llyn-peninsula
http://www.wakestock.co.uk/
http://www.visitwales.com/event-search/event-search-results/event-search-details?id=971396&industry=Events&location=abersoch&radius=10&filterIds=&city=&price=&latitude=52.82304&longitude=-4.506616
http://www.visitwales.com/event-search/event-search-results/event-search-details?id=971396&industry=Events&location=abersoch&radius=10&filterIds=&city=&price=&latitude=52.82304&longitude=-4.506616
http://www.visitwales.com/things-to-do/whats-on/festivals/music-festivals-uk/wakestock-gwyl-y-mor
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festival site has a huge wakeboarding pool where people who have mastered the art put on 
a great show. 

 

Exhibit 38: Image source - gigwise.com 

Boardmasters Festival 
This combined surf and music festival, held in north Cornwall at Watergate Bay and on 
Fistral beach at Newquay, is a four-day event combining a music festival, a celebration of 
surfing, parting, providing a camping site, surfing, surfing competitions, skate and BMX 
facilities, beach bars and food outlets. 

Watergate Bay really sweats its asset value as a location. It is the venue for many other 
events including the English National Surf Championships, the Thundercat National 
Powerboat Racing Championship, Polo on the Beach, a Summer Surfboat Racing 
Programme, the British Stand-up Paddle Championships, an annual Beach Handball 
Tournament, complemented by Beach Hut Spring and Autumn food events, Spring and 
Winter Fayres – Cornwall’s premier food events. 
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7.3.5 Driving and Nomadism 
 

Millennials Families Boomers 

Independent travellers with 
family or friends. 

Like exploring different 
types of places with menus 
of complementary 
activities. 

Want the comfort of quality 
services and amenities. 

Into authentic local culture, 
local foods, want to know 
about local history and 
heritage. 

Like exploring the landscape 
and fitness-based activities 
– mountain biking, sea 
kayaking, wind surfing. 

Like driving to a number of 
destinations per visit – 
providing variety for 
children. 

Like turnkey experiences 
and guaranteed quality 
accommodation. 

Like to get out of the car, 
onto bikes and explore 
coastlines and inland rural 
areas. 

Like participative sports on 
beaches. 

Many similar drivers to 
Millennials. 

Like exploring different types 
of places with menus of 
complementary activities. 

Want the comfort of quality 
services and amenities. 

Into authentic local culture, 
local foods, want to know 
about local history and 
heritage. 

Like exploring the landscape 
and feeling fit. 

Like curated activities and 
courses. 

Like to learn while having fun 
and exploring. 

 

Long Distance Tourist Driving Routes 
In 2012 Fáilte Ireland commissioned the development of a new tourism brand proposition 
for Ireland’s long Atlantic coast on the west of the Island. The Board wanted to create a 
similar kind of tourism driving route as the “Great Ocean Road” in Australia, the “Garden 
Route” in South Africa, the Coastal Routes in Norway and the “Byeways” in the USA along 
the country’s west coast. The objectives of the project were to increase visitation to the 
coast, to find a way to link the extensive and diverse offer and experience of the coast 
(making the whole greater than the sum of its parts), to be able to brand and promote a 
critical mass of touring tourism opportunities in a coordinated way, and to establish who 
might constitute a market for this offer and better understand their trip motivations, 
interests and desired experiences. 

The brand proposition that emerged from this work, which was launched in the spring of 
2013 is called the “Wild Atlantic Way”.  

It runs from Buncranna in County Donegal in North West Ireland near Londonderry 2,500 
km south along the Atlantic coast to Cork in south west Ireland. It is the world’s longest 
tourist driving route.  
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Exhibit 39: Clockwise - Great Ocean Road, Australia; Garden 
Route, South Africa; American Byway, USA; Atlantic Road, 
Norway. All images from Google. 

 

The brand proposition covers the offer and experience of the coast “where the land meets 
the sea”, a combination of existing offers end experiences and new ones which are being 
created to cater for the identified needs, wants and desires of its target market – 
“experience seeking drive travellers”. Research carried out for the proposition identified this 
as a new kind of traveller – someone who does not wish to stay in one place, who wishes to 
experience a variety of offers, who wishes to drive (or cycle) between places at their own 
pace and who wants to have the freedom of varying their itineraries on a daily basis as the 
mood suits them. 

The research identified 4 distinctive sub groups or “tribes” in this group: 

• Adventure drivers – people who want to drive along spectacular cliff side and 
mountainous roads. 

• Landscape seekers – people who wanted to drive through and look at coastal 
landscapes and seascape, looking at the flora and fauna. 

• Outdoor adventure seekers – people who wanted to take part in activities on the sea 
and on the land at the coast. 

Culture seekers – people who wanted to explore the culture and heritage of the people of 
the coast and their settlements. 

Once these market segments were understood the brand development team were able to 
map and group existing and proposed attractions into menus of activities that each segment 
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were most likely to be interested in and target their marketing at them in a rifle-shot way 
with specific messages designed to trigger their interest. 

 

 

 

 

 

Exhibit 40: Clockwise - Valentia Island Lighthouse, County 
Kerry; the Cliffs of Moher; the Dingle Peninsula; the Skelligs. 
All images from Google. 

 

 

Although the target markets of the Wild Atlantic Way and the UK’s coastline are very 
different (the predominant market in Ireland is international and that in the UK is domestic) 
we feel that the approach adopted for the creation of the brand proposition – the offer and 
experience of the Wild Atlantic Way – has relevance to the development of coastal tourism 
in the UK in that it demonstrates how existing offers and experiences along stretches of 
coastline can be combined and packaged with new ones for a new consumer market and for 
changing consumer markets, thereby increasing overall visitation and spend through more 
coordinated management of provision and highly focused marketing of the package on offer 
through targeted messaging to the desired market segments. This kind of approach also has 
the benefit of offering guidance on the development and marketing of new attractions for 
tourism operators and investors. 
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7.3.6 Culture and Education Tourism  
 

Millennials Families Boomers 

Increasingly interested in 
self development 
opportunities. 

Like immersive 
educational experiences. 

Want to do more good 
with their tourist 
expenditure. 

Interested in history and 
culture beyond 
museums. 

Want authentic cultural 
experiences. 

Seeking affordable classes 
for their children and 
learning together 
opportunities. 

Like culturally focussed, 
curated, themed cultural 
learning experiences. 

Want an adventure focus to 
family learning, primarily out 
of doors. 

Seeking increased self-
awareness opportunities; 
catching up on missed 
opportunities earlier in life to 
understand more about the 
world, nature, and heritage. 

Prefer authentic provision 
rather than branded activity. 

Like to be told stories about 
places. Want knowledgeable 
guides. 

Like to watch entertainment 
that features the destination. 

 

Cultural tourism can be defined as the act of travelling to a place to see that 
location's culture, including the lifestyle of the people in that area, the history of those 
people, their art, architecture, religions, and other factors that shaped their way of life.134 

Cultural Tourism in the UK is built around three key pillars: Cultural Heritage (e.g. 
Shakespeare), Built or Historical Heritage (e.g. Tower of London) and Contemporary Culture 
(e.g. modern art, theatre). This industry sector is estimated to attract on average £4.5bn 
spending by inbound travellers annually and Britain’s rich history and heritage continue to 
be strong drivers in attracting visitors.135  

Britain is seen as a world-class destination in terms of its built heritage, ranked 4th out of 50 
nations in the Nation Brands Index (2009), and, according to a survey carried out in 2003, 
visiting museums is regarded as the 4th best activity in Britain (out of 32) and ranks 3rd on 
potential visitors’ to-do-lists, especially for older travellers.136 

Coastal towns used to rely on marine-based attractions that depended on the built 
environment or heritage resources like fishing museums (like the one in Grimsby), and 
quaint coastal cultural centres to round out their cultural offering. However, in the last 
decade or so there has been a significant move towards the development of new arts and 
cultural venues that have become major attractions in their own right.  

                                                            
 
134 https://en.wikipedia.org/wiki/Cultural_tourism 
135 135 ‘Trends in Tourism: Tourism industry sub-sectors. Country Report: United Kingdom,’ European Commission, March 2014 
136 Ibid. 

https://en.wikipedia.org/wiki/Culture
https://en.wikipedia.org/wiki/Lifestyle_(sociology)
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Major investments in cultural and heritage attractions can have a significant impact on 
coastal communities and seaside towns. Some of the benefits can include: 

• Acting as a magnet, attracting consumers to coasts. 

• Preservation and maintenance of the natural environment. 

• Generation of local jobs, both in the building, as well as in maintaining and running 
the facility. 

• Acting as a source of civic pride for local residents. 

The NCTA 2015 Report noted that, on a larger scale, the perceptions and fortunes of coastal 
towns can be transformed as a result of a flagship project. If properly integrated in a wider 
development strategy, the impact on the destination and wider tourism economy can be 
significant and provide a long-term benefit to the area. The advent of cultural quarters, 
gallery promenades, café culture and the incubation of creative industries (design, fashion, 
digital, media) creates a clustering effect around a larger institution, adding to the local 
economy and creating a destination, a meeting place, for residents and tourists alike. 

Good examples of this can be found in Margate and Folkestone in Kent, in Cork city centre in 
south West Ireland, in the Titanic Quarter in Belfast and a similar effect is predicted for the 
area around the new outpost of the Victoria and Albert Museum in Dundee in Scotland, all 
port cities or towns. Of particular note are the National Maritime Museum in Falmouth, the 
Tate in St Ives, the Turner Contemporary in Margate and the recently reopened Dreamland 
attraction, the Eden Project near St Austell, and the impact of celebrity chef investment – 
for example Rick Stein in Padstow and Jamie Oliver in Watergate Bay, which participates in 
the “Fifteen Cornwall Winter Food Fayre”. 

 

 

Exhibit 41: Titanic Quarter Belfast. Image source - telegraph.co.uk 
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Exhibit 42: Turner Contemporary Gallery, Margate, Kent. Image source - e-architect.co.uk 

Farther afield the establishment of the Museum of Old and Modern Art (MONA) in Hobart in 
Tasmania, which also includes a boutique hotel and is the location for an arts festival, has 
created a range of economic development benefits for the city. Located within 
the Moorilla winery on the Berriedale peninsula in Hobart it is the largest privately funded 
museum in Australia. The museum presents antiquities, modern and contemporary art from 
the private collection of David Walsh who has described the museum as a “subversive adult 
Disneyland.”137 

MONA was officially opened on 21 January 2011. Along with its frequently updated indoor 
collection, MONA also hosts the annual MOFO and Dark Mofo festivals which showcase 
large-scale public art in a fairground setting of food and drink, live music and entertainment. 

 

Exhibit 43: MONA, Hobart, Tasmania. Image source - Australian Design Review 

                                                            
 
137 https://en.wikipedia.org/wiki/Museum_of_Old_and_New_Art#cite_note-KY-3 

https://en.wikipedia.org/wiki/Moorilla_Estate
https://en.wikipedia.org/wiki/Berriedale,_Tasmania
https://en.wikipedia.org/wiki/Hobart
https://en.wikipedia.org/wiki/David_Walsh_(art_collector)
https://en.wikipedia.org/wiki/MONA_FOMA
https://en.wikipedia.org/wiki/Public_art
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EcoTourism and Nature Tourism (Millennials and Boomers) 
Our research has identified that both Millennials and Boomers travel to visit places with 
unspoiled pristine natural environments, to explore and experience their environments, to 
learn about the culture, ecology and zoology of these places. 

Ecotourism is now regarded as both educational and responsible travel to natural areas that 
conserves the environment, sustains the well-being of the local people, and involves 
interpretation and education. Education is meant to be inclusive of both staff and guests.  

Wikipedia describes ecotourism as focussed on experiencing living parts of the natural 
environments.138 Ecotourism focuses on socially responsible travel, personal growth, and 
environmental sustainability and typically involves travel to destinations where flora, fauna, 
and cultural heritage are the primary attractions. Ecotourism is intended to offer tourists 
insight into the impact of human beings on the environment, and to foster a greater 
appreciation of our natural habitats. 

In the UK there is growing interest among Millennials and Boomers in visiting places that 
offer insights into the development of natural landscapes and seascapes – such as the 
Jurassic Coast in Dorset and places that are actively conserving and protecting natural 
landscapes and seascapes – such as the 32 heritage coastlines identified by the work of 
Natural England which is working to conserve and protect heritage coastlines.139 

These market segments often combine their interest in ecotourism with active outdoor 
activities that do not damage the landscape and its ecology and while they will “rough-it” on 
mountains and hillsides, also expect to be able to stay in quality accommodation with good 
food for some part of their trip. 

Development of Eco-Lodges 
In response to this demand we have seen the development of “green” accommodation 
termed “eco-lodges”. While the term eco lodges may be more commonly associated with 
exotic getaways on far-flung islands, the concept has taken root in the UK with the 
development of environmentally friendly lodges, ranging from carefully and sustainably 
converted barns in Norfolk to state of the art spas in Cornwall, both on the coast and inland. 

Wildlife Tours 
And in recent years, in response to an upsurge in interest in understanding the natural 
environment we have seen a growth in wildlife tours. 

A good example is the offer of Caithness Wildlife Tours.140 They offer personalised wildlife 
tours and guided walks and tours of historical Sites in Caithness for small groups of up to six 
people. Participants can spend a couple of hours or a whole day with them. Tours include; 

                                                            
 
138 https://en.wikipedia.org/wiki/Ecotourism 
139 https://www.gov.uk/government/publications/heritage-coasts-protecting-undeveloped-coast/heritage-coasts-definition-purpose-and-
natural-englands-role  
140 http://www.caithnesswildlifetours.co.uk/  

https://en.wikipedia.org/wiki/Flora
https://en.wikipedia.org/wiki/Fauna
https://en.wikipedia.org/wiki/Cultural_heritage
http://www.greentraveller.co.uk/accommodation/scarlet-cornwall-uk
https://www.gov.uk/government/publications/heritage-coasts-protecting-undeveloped-coast/heritage-coasts-definition-purpose-and-natural-englands-role
https://www.gov.uk/government/publications/heritage-coasts-protecting-undeveloped-coast/heritage-coasts-definition-purpose-and-natural-englands-role
http://www.caithnesswildlifetours.co.uk/
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Puffin tours, tailor-made tours, Ancient Caithness tours, guided coastal and hill walks and 
more. 

 

Exhibit 44: Puffins on the coast of Caithness. Image source - Caithness Wildlife Tours 

Coastal and Marine Ecology Courses 
In parallel we have seen the development of short and residential courses for people 
wishing to better understand the development of landscapes, seascapes, their flora and 
fauna and how communities and culture at edge of the land where it meets the sea has 
developed, a good example being the “Immersion into Marine Biology” course held at 
Millport on the Island of Cumbrae in the Firth of Clyde in Scotland.141  

This course offers participants access to a wide range of marine habitats. The course 
introduces keen beginners and general biologists to subjects including rocky shore and 
sandy shore communities, marine plankton and the identification of benthic invertebrates 
from a scientific trawl. Each day participants can explore a different element of marine 
biology. It also involves laboratory-based elements, intertidal sampling around the island 
and a trip on a marine research vessel.  

Farther afield Millennials and Boomers are taking holidays as volunteers at wildlife 
conservation centres. A typical example is the Coastal Conservation and Education project at 
Plettenberg Bay on the Western Cape coast of South Africa142 run by Conservation Africa. 
The aims of the project are to develop a conservation model, which can be utilised by the 
local coastal communities to ensure sustained utilisation of marine and coastal resources 
through improved management, research and education. Volunteers assist in boat and land 
based survey projects where the data collected used to help ensure the long term survival of 
                                                            
 
141 http://www.field-studies-council.org/individuals-and-families/courses/2016/mi/an-immersion-into-marine-biology-59614.aspx  
142 https://www.conservationafrica.net/projects/dolphin-and-whale-research-centre  

http://www.field-studies-council.org/individuals-and-families/courses/2016/mi/an-immersion-into-marine-biology-59614.aspx
https://www.conservationafrica.net/projects/dolphin-and-whale-research-centre
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marine mammals inhabiting the Western Indian Ocean and to promote sustainable eco- 
tourism. 

 

 Exhibit 45: The Marine Field Studies Centre, Millport, Cumbrae, Scotland 

 

7.4 Comparison of Product Offers Appealing to Key Consumer Groups 
Based on the range and type of recently introduced and new coastal tourism products, the 
Exhibit below identifies the type of product that our consumer research suggests that 
Millennials, Families and Baby Boomers would be interested in. To us it indicates that: 

• There is a healthy market among all three consumer groups for food tourism, 
music-led tourism, active outdoor adventure and sports tourism, driving and 
nomadism and for culture, education-led and even eco activities. 

• There is a cross-group market for health and wellness but its presence on the 
coast is considerably less than the other types of activity categories. 

• Music offers are, not surprisingly, most compelling for Millennials and for 
Families with older children. 

• Also not surprising is that the active outdoors offer is larger for Millennials and 
smallest for Baby Boomers. The offer for Families mirrors that for Millennials and 
is growing, most likely feeding the Millennial market as children become older 
and travel independently of their families with their friends or partners. 

• The driving and nomadism offer attracts all three consumer groups with 
Millennials most interested in getting out on to seascapes and landscapes for 
active independent exploration and Baby Boomers most interested in curated 
and organised experiences. 

• Locations that have a good variety of these innovations, catering to consumers’ 
need for luxury as well as adventure, for example, will thrive in the new tourism 
economy. 
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Comparison of recent and new coastal tourism product with consumer market segments

 
Exhibit 46: Comparison of recent and new coastal tourism product with consumer market segments 

                                        RECENT & NEW TOURISM PRODUCT DEVELOPMENT EXAMPLES
                   MILLENIALS                        FAMILIES               BABY BOOMERS

                          Food
Food Festivals Childrens Cooking for Fun Food Festivals
Foodie Holidays Seashore Food Foraging Foodie Holidays
Food & Cooking Courses Food & Cooking Courses
Seashore Food Foraging
                                                                                                    Music
Music and Camping Music & Camping Music and Glamping
Music and Glamping Music and Food
Music and Food Partipation for Children Music and Art
Music and Dance Music and Dance
Music and Active Outdoors Music and Active Outdoors
Music and Art Multicultural Festivals Multi Cultural Festivals

            Health and Wellness
Wellness Spas         Beauty Spas for Mums     Wellness & Health Retreats

Active Outdoors, Adventure,Sport
Cycle Paths & Trails Cycle Paths & Trails Guided Paths for Walking
Coastal Paths for walking Coastal Trail Mountain Biking Sea Fishing
Hill Running Sea Kyaking Beach Hacks
Coastal Trail Mountain Biking Surfing Coastal Ecology Courses
Sea Kyaking Coasteering Sea Catch Cooking
Surfing Coastal Bushcraft Coastal Cycling Trails
Wind Surfing Scuba Diving and Snorkelling
Coasteering Beach Hacks
Sea Cliff Climbing
Coastal Bushcraft
Scuba Diving & Snorkelling
Tough Muddering
Beach Hacks
Sea Fishing
Sea Catch Cooking

         Driving and Nomadism
Driving coastal and cliff roads Exploring Coastal Landscapes Driving coastal and cliff roads
Exploring coastal landscapes Understanding Landscapes Exploring Coastal Landscapes
Camping in the Wild Events on Beaches Curated Tours
Learning Outdoor Skills Exploring Coastal Heritage Understanding Landscapes
Events on Beaches Sampling Authentic Coastal Cuisine
Sampling Athentic Coastal Cusine Exploring Coastal Heritage
Exploring Coastal Heritage

                              Culture and Education Tourism
Immersive Educational Experiences Children's Art Courses Residential Arts Courses
Immersive Cultural Experiences Childrens Coast Explorations Residential Music Courses
Visits to Cultural Icons Visits to Live Museums Curated Heritage Courses & Tours
Eco-Tourism Seashore Foraging for Art Curated Cultural Events
Marine Ecology Courses Understand the Coast Courses
Curated Heritage Courses & Tours Marine Ecology Courses

Visits to Cultural Icons
Eco-Tourism
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7.5 Matching Coastal Tourism Product to Visit Body Market Segments 
In Exhibit 48 below we have matched up examples of the types of new tourism product 
identified above to the market segments being used by Visit Wales, Visit Scotland and Fáilte 
Ireland. To us this indicates that: 

• Despite the differences in the names of the segments there are many similarities in 
their characteristics, interests and behaviours in terms of the type of product offers 
they favour. 

• It should be possible to construct a pan-GB segmentation model combining those in 
existence. We suggest that the Visit Scotland approach be used as a template for 
such a segmentation strategy. 

• There is likely to be interest from many of the segments in the new tourism products 
we have identified, meaning that there is good opportunity to develop clusters of 
these activities around the UK coastline. 
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Matching Coastal Tourism Product to Visitor Body Market Segments 

 

Exhibit 47: Matching Coastal Tourism Product to Visitor Body Market Segments 

                                                               MATCHING COASTAL TOURISM PRODUCT TO VISIT BODY MARKET SEGMENTS
  RECENT AND NEW COASTAL PRODUCT      VISIT WALES SEGMENTS    VISIT SCOTLAND SEGMENTS   FAILTE IRELAND SEGMENTS
                                                                                                                                              Food
Food Festivals Older Cultural Explorer couples Food Loving Culturalists Social Energisers
Foodie Holidays Older Cultural Explorer Couples Food Loving Culturalists Spoil Us
Food and Cooking Courses Older Cultural Explorer Couples Food Loving Culturalists Spoil Us
Seashore Food Foraging Active Family Explorers Natural Advocates Great Escapers
                                                                                                                                             Music
Music and Camping Active Family Explorers Easy Going Socialiser  Top Tenners
Music and Glamping Spoil us
Music and Food Food Loving Culturalists Spoil Us
Music and Dance Social Energisers
Music and Active Outdoors Active Family Explorers Curious Travellers Great Escapers
Music and Art Culturally Curious
Multicultural Festivals Older Cultural Explorer Couples Culturally Curious
Children's Music Festivals & Events Active and Budget Families Easy Going Socialisers
                                                                                                                              Health and Wellness
Wellness Spas Spoil Us
Wellness and Health Retreats Natural Advocates Spoil Us
Beauty Spas for Mums Active Family Explorers Spoil Us
                                                                                                                  Active Outdoors, Adventure, Sport
Cycle Paths and trails Active Family Explorers Adventure Seekers Top Tenners & Great Escapers
Coastal Trail Mountain Biking Active Family Explorers Adventure Seekers
Coastal Paths for Walking Active Family Explorers Nature Lovers
Guided Coastal Trails Scenic Explorer Couples Curious Travellers Nature Lovers
Hill Running Adventure Seekers Great Escapers/Social Energisers
Coasteering Active Family Explorers Adventure Seekers
Tough Muddering Adventure Seekers Great Escapers/Social Energisers
Sea Cliff Climbing Adventure Seekers Great Escapers/Social Energisers
Sea Fishing Active Family Explorers
Sea Catch Cooking
Seashore Food Foraging Active Family Explorers Natural Advocates Nature Lovers
Sea kyaking Active Family Explorers Adventure Seekers
Scuba Diving and Snorkelling Adventure seekers
Surfing Adventure Seekers Great Escapers/Social Energisers
Wind Surfing Adventure Seekers Great Escapers/Social Energisers
Beach Hacks
Coastal Bushcraft Active Family Explorers Engaged Sightseers Great Escapers/Social Energisers
Coastal Ecology Courses Scenic Explorer Couples Curious Travellers Nature Lovers
                                                                                                                             Driving and Nomadism
Driving Coastal Cliffs and Roads Active Family Explorers Adventure Seekers Great Escapers
Exploring Coastal Landscapes Active Family Explorers Curious Travellers
Exploring Coastal Heritage Engaged Sightseers Culturally Curious
Curated Heritage & Landscape Older Cultural Explorer Couples Natural Advocates
Understanding Landscapes Curious Travellers Nature Lovers
Learning Outdoor Skills Natural Advocates
Camping in the Wild Active Family Explorers Curious Travellers Great Escapers
Events on Beaches Active Family Explorers
Sampling Authentic Coastal Food Natural & Food Advocates Culturally Curious
                                                                                                                 Culture and Education Tourism
Understanding the Coast Courses Curious Travellers Culturally Curious
Immersive Educational Experiences Engaged Travellers
Immersive Cultural Experiences Older Cultural Explorer Couples Curious Travellers Culturally Curious
Art Courses
Marine Ecology Courses Natural Advocates Nature lovers
EcoTourism Programmes Natural Advocates
Curated Cultural Events Older Cultural Explorer Couples Curious Travellers Culturally Curious
Visits to Cultural Icons Older Cultural Explorer Couples Culturally Curious
Visits to "Live" Museums Active Family Explorers Curious Travellers Top tenners
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7.6 Initial Conclusions on Innovations in Tourism Product Provision 
The research we carried out to answer the question “What might be the future offer of the 
coast and seaside towns for the key consumer market segments?” has led us to the 
following conclusions: 

• The right product is key to the success of coastal tourism and its contribution to the 
regeneration of seaside towns. By product we mean the offer of attractions, facilities 
and services of the destination and the experiences to be had there. By right product 
we mean an offer that has a recognisable market of people for whom it is designed 
based on market research into their leisure and spending habits and behaviours. 

• The existing coastal product offer and experience of the UK coast is substantial in 
terms of its range of attractions, facilities, services, events. Many of these successful 
attractions could be replicated in other coastal towns across the nation. 

• This existing mix illustrates the significant diversity of activities that people can do at 
the coast in various combinations. 

• Elements of the existing product offer appeal to Millennials, Families and Boomers in 
different combinations. 

• Coastal destinations have much to learn from each other in identifying new product 
to add to their local mix where market research on target market segments indicates 
a demand. 

• To attract more of the principal market segments of Millennials, Families and Baby 
Boomers, destinations and their tourism operators and investors need to target their 
product offer and mix at their “desires” – the mix of activities they want to do at the 
coast or adjacent to it. 

• Coastal tourism operators and investors need to create menus of activities and 
services that reflect the mix of these desires for their particular target markets; we 
are no longer in a mass market environment where one product or mix meets all 
segments desires. 

• There exist opportunities for tourism operators to create new partnerships among 
each other to offer mixed activity programmes to target market segments, both 
improved product and new product. 

• Product menu management and marketing is now central to the success of coastal 
destinations. 

• Destinations need to recognise the seasonality of different types of menu mixes and 
plan their promotion accordingly. 

• DMOs need to work closely with private sector operator partnerships to identify 
opportunities for the introduction of new product for target market segments and 
identify and attract new operators with particular specialism that can complement 
those of existing operators. The success of all operators is now more dependent on 
joint initiatives with each other. 
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8 Innovations in Partnerships and Promotion 
8.1 Improving and Developing the Offer  
This chapter takes a case study approach to exploring how innovative ways of structuring 
partnerships and promotion opportunities to leverage the product offer can develop in 
coastal communities. It is our view that the private sector is uniquely placed to invest in and 
develop the products described in the previous chapter; however, in order to take that 
potential risk, there must be an environment that is conducive to support these endeavours.  

This chapter tries to shed light on various coastal regions who are utilising what we feel to 
be innovative strategies, whether in public investment, public-private partnerships, 
segmentation-driven product offer aligned with collaborative promotions, and promotional 
strategies that take advantage of new opportunities available through digital.  

Question: How might the emerging and potential tourism offer of coastal areas and seaside 
towns be better developed and managed? 
Below we share three case studies of innovative approaches to local tourism organisation, 
management and promotion. They are: 

• Newfoundland and Labrador in Canada 

• Florida in the United states 

• The Sunshine coast of British Columbia in Canada 

 

8.2 Case Study 1: Newfoundland and Labrador - Public-Private Partnership 
Newfoundland and Labrador represent a robust case study in public-private partnerships. 
Determined to make tourism a major pillar in its economic regeneration strategy, the 
provincial government initiated a series of partnership innovations that have had a 
profound effect on not only coastal tourism, but the entire economy as a whole. The case of 
Fogo Island offers an innovative look at leveraging private sector investment into social 
enterprise strategies that benefit the economy as a whole, and celebrate the local skills, 
resources and offerings unique to a particular region. 

8.2.1 Background 
Newfoundland and Labrador is Canada’s most easterly province. Jutting out into the Atlantic 
Ocean, it comprises a combined area of 405,212 square kilometres (156,500 sq. ml), with 
over 29,000 km (18,000 miles) of rugged coastline dotted with fishing villages and infused 
with windswept terrain, whales, icebergs, and diverse wildlife. Approximately 92 percent of 
the province's 526,000 population lives on the island of Newfoundland (including its 
associated smaller islands), of which more than half live on the Avalon Peninsula, where its 
capital, St. John’s, is located. It is mostly a rural province and a coastal province, with over 
54 per cent of the population living in communities of 5,000 or less.  
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It’s a big, cliff-laden province that features two of the world’s UNESCO Heritage listed sites, 
Gros Morne National Park, with its fjord-like lakes, and the 1000-year old Viking settlement 
at L’Anse aux Meadows. There’s also the famous Viking Trail, a winding road that hugs the 
sea all the way up north to Labrador. Throughout the province, windswept fishing villages, 
with their walking trails and tiny wooden houses clinging to the jagged shoreline, stand 
resolutely against the extreme seasonal elements and relentless coastal climate.  

The province’s economy has relied mostly on natural resources and fishing throughout most 
of its history. Following the collapse of the cod fishery in the 1990s and a moratorium placed 
by the Canadian government to halt fishing in the face of a massively depleted supply, the 
economy of Newfoundland and Labrador descended into a deep depression for many years. 
Unemployment skyrocketed and the population decreased by 75,000 (or 13 per cent) 
between the early 1980s and 2007 as many young people left the province in search of work 
and a sustainable way of life, off the island.143   

However, due to a major energy and resources boom that occurred through offshore oil 
processing and an international demand for crude oil and metals, the provincial economy 
has had a major turnaround in the last decade. Employment has risen, the population has 
stabilized and even begun to grow moderately. The province has gained record surpluses, 
which has rid it of its status as a "have not" province.144 

While the fishing industry remains an important part of the provincial economy, seafood 
processing, paper manufacture, oil refining and food production, including brewing, are all 
large providers. However, tourism has played an increasingly important role in recent years, 
and has experienced unprecedented growth. The tourism sector in Newfoundland and 
Labrador has been a crucial factor in enabling economic progress, particularly in rural areas, 
and creating much needed jobs. From 2003-2007, non-resident visitation increased by 15%, 
and the past three years (2012-2014) were busy for all stakeholders as the province 
welcomed over 1.5 million non-resident visitors during that period and residents made over 
10 million trips at home. After reaching the $1 billion mark in 2011, total tourism spending 
in the province has remained in that range, reaching $980 million in 2012 and $1.07 billion 
in 2013. As well, 2012 and 2013 represent the two most successful cruise seasons for the 
province, setting a new record in 2012 with 39,100 cruise visitors. 

With 18,165 jobs in 2012, the industry has created over 2,000 additional jobs since 2009, 
with more full-time jobs created than part-time jobs and both female and male employees 
benefiting from more jobs. In 2012, growth in tourism jobs in this province (5%) exceeded 
job growth in the total provincial economy (3%) and in tourism jobs in Canada (2%). 
Furthermore, average hourly compensation per job in tourism industries in Newfoundland 
and Labrador increased significantly since 2009 (20%), growing faster than compensation in 
the provincial economy (13%) and surpassing the Canadian average.145 

                                                            
 
143 Challenges Facing Rural Communities: A Newfoundland and Labrador Perspective.” Canadian Parliamentary Review, 2005. 
144 https://en.wikipedia.org/wiki/Newfoundland_and_Labrador 
145 Department of Business, Tourism, Culture and Rural Development. Strategic Plan 2014-2017. 
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Tourism spending reached $1 billion for the first time in 2011 as the province welcomed 
more than 1.5 million non-resident visitors, and from 2012-2014, non-resident tourism 
spending increased 36%, reaching $491 million in 2014, the highest level of non- resident 
spending ever in the province. A variety of factors drove the province’s new popularity; chief 
among them being the increased exposure resulting from a robust marketing campaign. The 
tourism brand anchored by the popular ‘Find Yourself’ campaign has become one of the 
most recognizable advertising campaigns in the country, earning more than 227 national 
and international awards. As a result, Newfoundland and Labrador has been named one of 
the top ‘new’ and ‘undiscovered’ travel destinations on several key travel lists such as 
Fodor’s, and was recently named a ‘Top 30’ travel destination by Lonely Planet.146 

8.2.2 Innovative Government Intervention to Grow Tourism 
The provincial government has made it clear that it is committed to growing and supporting 
Newfoundland’s tourism industry. In September 2014, the Government of Newfoundland 
and Labrador announced the creation of the Department of Business, Tourism, Culture and 
Rural Development (BTCRD) from the merger of the former Department of Innovation, 
Business and Rural Development (IBRD) and the Tourism and Culture branch of the former 
Department of Tourism, Culture and Recreation (TCR). The merger resulted in the 
development of a new vision, mission, values, and strategic direction that will guide the 
province for the next decade. A major priority for this new government structure has been 
to find ways to better support the private sector.  

One significant effort includes the Tourism Assurance Plan (TAP), which came into effect in 
January of 2015 and resulted in communications and training programs for tourism 
operators, undertaken in coordination and cooperation with Hospitality Newfoundland and 

                                                            
 
146 Department of Business, Tourism, Culture and Rural Development. Annual Report, 2014-15 

Exhibit 48: 'Find Yourself' Tourism Ad for Newfoundland. Source - newspaperscanada.ca 
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Labrador (HNL) and the DMOs, to ensure maximised participation by the tourism industry 
operators.  

As part of this, Hospitality Newfoundland and Labrador (HNL) implemented a year-long 
Accelerated Market Readiness Plan that assisted 30 tourism operators from across the 
province to advance the development of their marketing and products consistent with 
regional and provincial branding. This project was meant to foster increased regional 
cooperation and networking among the businesses involved, and facilitate new 
relationships and opportunities for cross promotion, packaging, referrals and joint 
initiatives.  

TAP has been embraced by the industry, marking a 70% approval rate in its initial year. As a 
customer-focused initiative led by the Tourism Board and supported by all industry 
stakeholders, TAP is establishing common minimum operational standards that will facilitate 
market readiness and promote quality assurance, which are critical to achieving high levels 
of customer satisfaction and stimulating continued travel demand.147 

The five strategic priorities for the newly formed BTCRD are as follows148: 

• Regional and Business Development;  

• Trade and Investment;  

• Tourism and Culture – (receives $16.5m of $141m annual budget);  

• Innovation and Strategic Industries; and  

• Ocean Technology and Arctic Opportunities. 

The mandate of the Department is to lead:  

a) the creation and maintenance of a competitive economic environment that encourages 
and supports private sector business growth and innovation, leading to long-term 
sustainable employment opportunities for the people of the province;  

b) the diversification of the economy on a provincial and regional basis, with particular 
attention to rural areas;  

c) marketing the province as a tourism destination and work with industry stakeholders to 
identify opportunities to develop the tourism industry;  

d) promoting, protecting and preserving the province's arts, culture and heritage, including 
leveraging its intrinsic value for economic growth, especially in rural areas;  partnering 
with communities, organizations and other governments to organize events and 
activities marking important wartime milestones, honouring the sacrifice of 
Newfoundland and Labrador’s veterans;  

e) the promotion and encouragement of increased trade and export of goods and services 
by provincial industries and businesses in the national and international marketplace;  
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174 
 

f) the creation of a climate conducive to innovation in business through the facilitation of 
research and development, technology transfer and technology commercialization 
within provincial industries and individual business enterprises;  

g) the provision of business information, counselling and financial support programs, and 
services to small and medium-sized enterprises; including private businesses, co-
operatives, credit unions and community development corporations to stimulate 
economic and employment development within the province;  

h) the negotiation and administration of comprehensive federal/provincial economic 
development agreements and other forms of collaboration;    

i) a strategic approach to growth of the ocean technology cluster in Newfoundland and 
Labrador; and,  

j) identifying and pursuing opportunities in the Arctic by capitalizing on the province’s 
location, expertise and capabilities in operating in northern and harsh environments, 
further positioning Newfoundland and Labrador as a leader in Arctic-related activities. 

The province also works collectively with others in the region: the Atlantic Canada Tourism 
Partnership (ACTP) is a nine-member, pan-Atlantic partnership comprising of the Atlantic 
Canada Opportunities Agency, the four Atlantic Canada Tourism Industry Associations, and 
the four provincial departments responsible for tourism. 

8.2.3 Innovations in Public-Private Partnership 
Public and private investments are enabling further cooperation and coordination of 
product development initiatives among stakeholders to ensure visitor expectations are 
being met with higher quality and more innovative experiences. The provincial government 
has outlined in its document Strengthening Partnerships in Tourism, that the BTCRD 
prioritise innovative public-private partnerships through the creation of the Newfoundland 
and Labrador Tourism Board. This partnership brings together the Provincial and Federal 
Governments, Hospitality Newfoundland and Labrador (HNL), and the local DMOs to 
implement a ten-year strategy entitled Uncommon Potential: A Vision for Newfoundland 
and Labrador Tourism (Vision 2020).  It challenges tourism operators to come together as 
entrepreneurs and industry partners with the Provincial Government to grow the sector to 
new heights and to double the annual tourism revenue in Newfoundland and Labrador by 
2020. 

The structure of the Tourism Board calls for fourteen representatives; Chair, four industry 
leaders, five Destination Management Organizations leaders and four government leaders. 
Members will serve for two-three years and are selected/appointed in conjunction with 
Hospitality Newfoundland and Labrador (HNL), the Province’s five Destination Management 
Organizations and Government. The Board is further supported by an industry secretariat 
(Tourism Board Manager) to carry out policy, administrative, and communication functions. 

Established in 2009, the Board’s immediate key priorities were to:  

• Align government and industry efforts by building strong linkages throughout the 
provincial and federal governments;  
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• Define the roles, responsibilities, and financial support structures for all tourism 
organizations;  

• Develop closer links with local communities and regions; and  

• Strengthen the leadership capacity within the industry.  

With the goal to improve and develop tourism assets, since 2009 Tourism Board partners 
have heavily participated in the Destination Development Process (DDP), the 
implementation of the Tourism Alliance Plan (TAP) and market readiness initiatives. DMOs 
engaged with industry and partners and worked to develop authentic, market-ready tourism 
products and experiences and continued to build on the marketing of the provincial brand. 
The DMOs embraced the expansion of their roles into product development as well as 
quality assurance/market readiness and have proven to be powerful resources in driving the 
implementation of crucial tourism sector initiatives such as the DDP process and the TAP.  

The partnership required throughout the DDP process and TAP implementation has fostered 
a level of unprecedented collaboration and partnership among industry stakeholders, 
recognising the impact of these initiatives on the development and growth of the industry. 
In support of these partnerships, BTCRD continued to ensure that timely and quality market 
research was available to all tourism stakeholders, and with HNL, have increased efforts in 
online learning and collaboration to ensure the industry has access to workshops, webinars 
and information sessions.    

BTCRD supported HNL-led efforts to continue to raise the professional image of the tourism 
sector, and to foster positive attitudes towards training and professional skills development. 
The development of HNL’s three-year Skills, Knowledge and Workforce Provincial Action 
Plan, launched in 2015, is critical in addressing industry training needs, workforce skills and 
knowledge gaps to ensure the long-term sustainability of the tourism sector.  

8.2.4 Innovations in Outdoor Product Development  
Run by the BTCRD, the Outdoor Product Development Programme delivers planning, 
development, coordination and control services related to commercial tourism 
opportunities associated with outdoor activities such as sport fishing, big game hunting, sea 
kayaking, ATVing and Off-road Recreational Vehicle (ORV) adventures, snowmobiling, skiing, 
snowshoeing and hiking.  

The programme is responsible for planning and development of the outdoor product 
potential of the province. Specifically, it aims to improve the quality, quantity, utilization 
and return on investment/resource use from the outdoor product which may be developed 
for commercial purposes, provide an environment in which the commercial enterprises 
involved can prosper, ensure operators in this segment of the industry are knowledgeable in 
the levels of service, management practices, promotion techniques that will make their 
product competitive on a national and international basis, and develop and maintain a high 
profile for the department in having a lead role in the development of this segment of the 
tourism industry. 

Its mandate includes: 
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• Best Practice Missions - missions to other destinations designed to expose operators 
to successful development and marketing models. Primarily offered by Tourism 
Atlantic. 

• Gros Morne Institute for Sustainable Tourism (GMIST) - programs focusing on 
experiential travel, marketing and sustainability. 

• Bonavista Institute of Cultural Tourism - programs focusing on professional 
development, assisting tourism operators and cultural providers in delivering world 
class visitor experiences. 

8.2.5 Innovation in Marketing Partnership 
Newfoundland and Labrador’s recent provincial marketing campaign, “Find Yourself” has 
garnered much attention. With five new tourism ads and 12 innovative social media 
campaigns during the 2012-2014 period, the province earned a total of 227 awards since 
2006. As a result, Newfoundland and Labrador Tourism has registered consistent growth of 
about 2-5% per year for several years; it has been rated a top performer in social media 
engagement among Canadian destination marketing organizations and has won 15 awards 
for its online and social media initiatives. This has led to all-time high levels of brand 
awareness and increased interest in visiting the province. This was achieved despite the 
significant reduction in the provincial tourism marketing budget in 2013/2014, which was 
fully reinstated through collective advocacy and communications efforts in 2014/2015. 

The alignment of marketing efforts of the DMOs and the tourism industry in support of the 
‘Find Yourself’ campaign has resulted in greater industry coordination – tourism 
stakeholders now speak with one voice and convey consistent messaging at consumer/trade 
shows. These coordinated partnerships have motivated higher levels of creativity in 
developing provincial and regional content for both digital and traditional media channels. 
They have also increased interest in the province as a travel destination and the delivery of 
more relevant information to potential travellers as they move through the ‘path to 
purchase’.149  
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8.2.6 Case within a Case: Breathing New Life into Fogo Island 
Off the Northeast coast of 
Newfoundland lies Fogo Island, a 92 sq. 
mile stretch of rugged land that crashes 
into the north Atlantic in dramatic 
fashion. There is not a single traffic light, 
and the land is populated with 500 
caribou who reside alongside 2,700 
hardy souls who take immense pride in 
their long history of eking out a living on 
the remote island. The English and Irish 
descendants of the first inhabitants 
retained traces of their Elizabethan 
English and Old Irish dialects which can 
still be heard on the island today.150 

Fogo Island’s economy was decimated when the cod industry collapsed in the late 
1980s/early 90s, and the remaining inhabitants were hard-pressed to find reason to stay, 
despite a fierce stubborn will to do so. Enter the Shorefast Foundation - named after the 
rope that tethers a crab or lobster trap to a post – the organisation, led by a native Islander, 
Vita Cobb, who returned after making her fortunes in fibre optics elsewhere. Cobb has 
invested millions of her own personal money into revitalising the economy on Fogo Island – 
not through charitable handouts, but through community and economic development that 
creates jobs and puts Fogo Island on the map as a ‘must-see’ tourist destination for the 
most progressive and forward-thinking visitors.  

                                                            
 
150 https://en.wikipedia.org/wiki/Fogo_Island,_Newfoundland_and_Labrador 

Exhibit 49: Fogo Island Inn, Fogo Island. Photo credit:  
Alex Fradkin. 

Exhibit 50: Fogo Island. Source - internationaltravelermag.com 
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The Shorefast Foundation approach to community revitalization has been to focus on three 
distinct elements: 

• Fogo Island Arts, a not-for-profit organization that facilitates artistic practice that is 
contemporary, local in context and global in scope through the building of six unique 
art studios in disused saltbox houses dotted throughout the island, offering a space 
to work for international artists in residence. 

• The development of a geo-tourism industry, with the construction of the Fogo Island 
Inn, a cornerstone of the revitalisation project and a unique, high-design project that 
has captured the media’s attention and features in such publications as the New 
York Times, the Daily Telegraph and Forbes, who have universally lauded the project. 
Everything in the Inn was built on the island, it employs locals, and all profits from 
the Inn are reinvested back into the community. 

• The development of a micro-lending program, the Shorefast Business Assistance 
Fund, where entrepreneurs can establish and grow their own small businesses on 
Fogo Island, and benefit from training, business plan guidance and funding.151 

The innovations appear to be working. There are now new restaurants and an ice cream 
parlour on the Island, an ambitious art gallery, a cinema and a number of other new 
initiatives designed to support local industry and ecology. There even appears to be a 
feeling of celebration in the air – the Great Fogo Island Punt Race draws thousands to the 
coast every year to celebrate 300 years of boat-building heritage and history, and the Fogo 
Island Partridgeberry Harvest Festival celebrates local food and crafts and further empowers 
Islanders to see viable economic opportunities available by using locally grown produce or 
celebrating historic quilt-making and boat-building skills passed down from their ancestors.  

While Fogo Island remains small, its economy is expanding to fit its scale. Perhaps there is 
no greater measure of its entrance into the world’s stage as a thriving and unique 
destination as the fact that it was recently chosen by Google to feature in its latest ‘Android 
Site Seekers’ advertisement, featuring adventurous Millennials braving its foggy cliffs, while 
being chased by an unsuspecting caribou. The ad is now being played all over the world.  

Our View 
The Newfoundland and Labrador case illustrates a number of lessons that would be 
beneficial for the UK, such as:  

• A clear government mandate to support the private sector through innovative 
partnership models, having private sector representation in policy development and 
strategy. 

• Replacing several tourism bodies with one main organisation that acts as a bridge 
between public and private sectors, and is involved with both product development 
as well as destination promotion. 
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• Proper resourcing at the provincial level of investment in tourism development 
infrastructure. 

• The recognition at the highest levels of government that the tourism sector is central 
to economic development. 

• Serious involvement of private sector tourism entrepreneurs and operators in 
planning the development of the sector and in the promotion of its offer. 

• Business development skills programmes for tourism operators to improve the quality 
of their offers and the viability of their businesses. 

 

8.3 Case Study 2: British Columbia’s Sunshine Coast 
This study illuminates what can happen when volunteers in smaller coastal communities 
band together and work collaboratively in developing their tourism offer. By leveraging 
capital public investments, building a simple and cohesive narrative, and taking a chance on 
small private investment products and offers, even the smallest most remote coastal towns 
can change their economic fate.  

8.3.1 Background on British Columbia 
Canada’s most westerly province, British Columbia (BC), offers 965 km of rugged coastline 
from Victoria on the Strait of Juan de Fuca to Stewart BC on the Alaska border. However, 
because of its many deep inlets and complicated island shorelines—and 40,000 islands of 
varying sizes, including Vancouver Island and Haida Gwaii —the total length of the British 
Columbia Coast is over 25,725 kilometres (15,985 mi), making up about 10% of the Canadian 
coastline.152 

Tourism activity in the province had generally been down in the first decade of the new 
millennium, a trend that has largely been reversed since the Vancouver 2010 Olympics 
shone a spotlight on the beautiful landscapes and myriad activities available both during 
summer and winter months. For the last five years, BC’s tourism industry as continued to 
grow, and with $13.9 billion in revenue in 2013 – a 3.6% increase over 2012 and a 44.3% 
increase from 2003, the tourism industry is outpacing forestry, agriculture and fishing as a 
leading industry in the province.153 But with more than 19,000 tourism-related businesses 
(most of the SMEs), six tourism regions and a geographical area of almost one million square 
kilometres, navigating BC’s tourism industry can be a challenge. 

An economic snapshot of the tourism industry in British Columbia: 

• Constitutes 274,000 jobs. 

• Generates $13.5 billion in revenues annually. 
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• Top employers within tourism are Food & Beverage, Recreation & Entertainment, 
and Accommodation. 

• Made up of small- to medium-sized businesses: 93 per cent of firms have fewer than 
50 employees, and 35 per cent have between one and four. 

• 56% have fewer than 10 employees. 

• 26% of tourism businesses are located in regions with a higher proportion of rural 
communities (Thompson Okanagan, Cariboo Chilcotin Coast, Northern British 
Columbia and the Kootenay Rockies regions). 

• 43% of all tourism businesses are outside the Greater Vancouver area. 

8.3.2 The Sunshine Coast 
Tucked into the southwest corner of mainland British Columbia, the Sunshine Coast is a 180 
km (110 mile) stretch of rainforest, rocky, forested beaches and quaint, tiny coastal 
communities winding from the Straits of Georgia northward beneath the Coast Mountains 
from Howe Sound to Desolation Sound. Named for its up to 2,400 hours of annual sunshine, 
the Sunshine Coast is called British Columbia’s ‘best kept secret’, but it may not stay that 
way for long.  

The region’s dozen or so ocean side villages exude all the laid-back charm of an island, far 
removed from major cities. Forestry and pulp/paper has been one of the region’s historic 
economic mainstays, but tourism and the cultural arts have gained ground as the small 
communities look for ways to expand their economies and move beyond the reliance of one 
industry. The villages have attracted a unique mix of artists, small food and beverage 
businesses, outdoor adventure companies, cozy B&Bs, oceanfront resorts and high-end 
luxury spas. The region has no nationally branded hotels or restaurants, and the economy is 
being driven predominantly by small business owners who have chosen to relocate to the 
area, opting to get away from the bustle of busy urban life, and to contribute to creating 
prosperous, liveable communities.  

By all accounts, these communities are beginning to thrive, but it wasn’t always this way. In 
2002, the Southern Sunshine Coast had the lowest average accommodation occupancy in 
British Columbia, especially in the off-season, and the region overall suffered from very low 
awareness among travelers to the province, as well as potential domestic tourists, who 

actually form the bulk of their 
market. A regional DMO was 
created using a small amount of 
resources allocated through 
Destination BC’s Community 
Tourism Foundations Program, who 
offered workshops and education 
to local businesses and community 
members about how they could 
collaborate and join together in 
their marketing efforts. In 

Exhibit 51: Powell River, BC's Sunshine Coast. Source - wikipedia.org 
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conjunction, the Island Coastal Economic Trust (ICET) was created by the provincial 
government, allocating nearly $50 million for economic development initiatives on central 
and northern Vancouver Island and the Sunshine Coast.  

One of the major infrastructure innovations that came out of that funding was the 
development of the Sunshine Coast Trail. Canada’s longest hut-to-hut hiking trail, it features 
13 overnight huts, a welcome kiosk, a passport program, and 180km of linked hikes that can 
accommodate both day trips as well as multi-day excursions of up to 14 days. The trail has 
become an important part of the Sunshine Coast economy, attracting visitors from around 
the world, as well as being a community asset that helps to recruit and retain people living 
and working in the region, as well as small businesses to expand their offer to include it. For 
example, Footprint Nature Explorations has made the trail and huts a key part of their 
kayaking and hiking guide company offer, and leverages the trail in its marketing outreach 
and curated packages for visitors to the region. The Sunshine Coast Trail expansion project 
also included the development of the Powell Lake Outdoor Learning Centre, which 
facilitates programs in eco-adventure, sustainability and ecology, in partnership with local 
schools. 

8.3.3 Evolution of a Small Regional DMO 
For the period 2006-2010, room revenues in Sunshine Coast Regional District increased an 
average of 10% each year reaching $8.5 million. This boost came as a result of the creation 
of the Sunshine Coast Tourism Board, a non-profit member-based and mostly volunteer-run 
marketing organization formed in 2007. Sunshine Coast Tourism represents more than 350 
members who own, manage and operate properties or businesses including: 
accommodations, tour and activity operators, restaurants, and retail shops, and relies on 
the very meagre funding support of local governments.154 It has managed to leverage its 
roughly CDN $100,000 annual budget into a fairly diverse and robust digital marketing 
presence that relies mostly on low-cost social media and public relations, and uses 
information and images supplied to them via local businesses. Unique visitors to their 
website (http://sunshinecoastcanada.com/) were up 30% in 2014 compared to the previous 
year, and they experienced significant success with their #52weeksoftrails social media 
campaign, highlighting 52 different trails (hiking, biking, skiing, snowshoeing, and even 
paddling) throughout the region. 

The DMO focuses on three unique selling propositions for the region, and works closely with 
private sector partners to establish marketing and media relations efforts that tie in with 
those three: a string of rural, ocean-side communities that offer a respite from city life; 
outdoor adventure that highlights partnerships between land and water activities and 
natural attractions; and arts, culture and heritage offerings that tell the story of the First 
Nations people of the area, as well as the new growing crop of artisans who have moved 
there in recent years. All of their promotional activity revolves around this common 
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narrative, and local operators are trained extensively in finding ways to align their own 
marketing efforts with the overall brand strategy for the region. 

8.3.4 Powell River: Small Coastal Community with Big Cultural Cache 
One coastal town that has likely benefited the most from the emergence of the Sunshine 
Coast is Powell River. A small community of 12,500 people accessible only by water, the 
town came into existence in 1910 as a pulp and paper mill. At one time the Powell River 
Company Mill was the largest of its kind in the world supplying paper to one out of every 25 
newspapers in the world. Significant downsizing and cuts in production at the Mill led to 
hundreds of redundancies, forcing the town council to diversify its local economy. It chose 
to focus mostly on ecotourism the arts, in addition to more traditional resources like mining, 
fishing, and general forestry. 

The Historic Townsite was designated a National Historic Site of Canada in 1995, and a 
decade later, City Council, along with the Powell River Arts and Cultural committee, initiated 
policies that offered financial incentives, infrastructure, property development and place-
making programs to support the arts and culture sectors.155 Some examples include leasing 
municipally owned buildings for art and culture uses, tax breaks and incentives for vacant 
properties, and the creation of several local festivals and events that celebrated the arts 
regionally. In recognition of this commitment, Powell River was named a “Cultural Capital of 
Canada” in 2004.  

Powell River now acts as successful host to some of the major art and culture events in the 
region such as the Sunshine Coast Art Crawl, a community event in mid-October every year 
which displays both traditional and contemporary art with 122 participating galleries and 
artists’ studios and over 300 artists with 47 venues.156 The Blackberry Festival, one of the 
biggest events in the area, is a week long tradition that hosts live music, events, lights and 
fireworks display and several dining and eating contests, and the Aurora festival, the Powell 
River Artists’ Studio Tour, the Powell River Film Festival, classical concerts by the Symphony 
Orchestra Academy of the Pacific, and ballet, chamber choir and opera performances at the 
400-seat Max Cameron Theatre round out the cultural calendar.157  

The buzz created by these initiatives has had a greater impact in building community pride, 
and has resulted in a minor influx of former city-dwellers to move to the area, seeking a 
slower-paced, higher quality of life. One of these is Karen Skadsheim, co-owner of Townsite 
Brewing, who identified a lack of craft beer options in the area and opened up shop in the 
historic town centre in 2012. The brewery’s success has been astonishing – they sold out of 
their product within the first week of opening, and have been producing 150 hectolitres of 
beer a month, winning multiple awards, and drawing tourists to Powell River ever since. 
With regards to their success, she is quoted as saying: “We thought we were driving an 
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economy car, tooling down the craft beer road, but we soon realized we were clinging to 
the back of a craft beer drag racer.”158 The popularity of the beer has led to the creation 
of several craft ale festivals, and more importantly, as acted as an inspiration to the 
Powell River business community, showing that a small business can succeed and flourish 
in the area.  

The key of course is tapping into a trend that suits the needs of what consumers might be 
looking for.  The craft beer trend appeals to people looking for local, authentic and 
sustainable experiences they might not get elsewhere. The experience of the beer acts as a 
catalyst; it puts a town like Powell River on people’s radar, where they then make the 
decision to come, visit, and spend money on other complementary activities.  

Our View 
The Sunshine Coast case illustrates many lessons that would be beneficial for the UK, such 
as:  

• Strategic public sector investment that builds on the natural landscape (coastal 
hiking and camping trails, drive routes, historic town centres) can create a 
destination mentality in economically-suffering regions, leading to DMOs and private 
sector operators to leverage the investment with promotional and product support. 

• Even a small, volunteer-based DMO with scant resource can use social and digital 
media to create ‘buzz’ for a region. 

• Collaborations among private sector operators and DMOs can be strategic or 
tactical; the Sunshine Coast DMO mostly uses images and messages provided to 
them by their private members in their marketing efforts. 

• Private sector offer that meets the needs of new consumers (like the current 
food/authenticity trend toward craft beer) can galvanise an entire community, and 
act as a catalyst for media coverage, tourism and increased private sector 
investment, along with civic pride and engagement.  

• A commitment to arts and culture, especially within smaller communities, not only 
energizes the local population, but entices influential early adopters like artists and 
small business owners to relocate to a place, and creates a buzz for tourists to 
attend. 

 

8.4 Case Study 3: Florida – Innovation in Destination Management 
This case on Florida offers insight into how creative funding and DMO association 
management assists in creating an environment of collaboration, education and promotion 
for members large and small. The case also highlights a few key product and digital 
promotion innovations that might inspire UK managers and operators. 
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8.4.1 Background 
With its 1,350 statute miles of general shoreline, Florida’s is the second longest coastline in 
the United States (Alaska is the longest). Florida’s shoreline borders two primary bodies of 
water – the Atlantic Ocean and the Gulf of Mexico. Although a significant proportion of the 
state is inland, the entire state is designated as coastal zone for purposes of inclusion in its 
coastal management program.159 

Florida is known for its natural coastal assets. It is one of the few places in the United States 
with coral reefs, it has several Estuarine Research Reserves, wetlands, and a plethora of 
sandy beaches and a year-round warm climate that draw millions of visitors annually for 
coastal recreation and relaxation.   

Florida has one of the highest rates of population and economic growth of coastal states in 
the United States. Between 1990 and 2004, Florida’s population grew from 12.9 million to 
17.4 million, a growth rate of more than 34%. During the same period, Florida’s shoreline 
county population grew from 10.2 million to 13.3 million, a rate of nearly 31% growth, yet 
not as rapid as the total state population growth rate.160  

The state’s economy depends heavily on its coastline, both for resource/manufacturing, as 
well as tourism. In 2006, Florida’s Coastal Economy generated nearly US$562 billion, with 
the recreational marine-related industries state-wide generating $18.4B in annual economic 
impact.161 

Florida and tourism are synonymous; it captures 16.2% of the total US leisure trade market, 
the highest of any state in the country. Over the past five years, Florida tourism volume has 
steadily increased, hitting an all-time high of more than 98 million visitors in 2014, 
increasing annually by an average of 4%. The sector has also seen more than five years of 
continuous job growth. 162 

On August 19, 2015, Governor Rick Scott announced that Florida set another record in 
tourism, by welcoming the highest number of visitors of any six months in the state’s 
history, with 54.1 million visitors.163 The average number of direct travel-related jobs in Q2 
2015 was also a record high, with 1,213,500 people employed in the sector, up from 5% in 
2015. 

8.4.2 Destination Management & Marketing 
Visit Florida, the state’s official source for travel planning, is the sales and marketing 
organization that promotes tourism to Florida through sales, advertising, promotions, public 
relations and visitor services programs both domestically and internationally. Visit Florida is 
not a government agency, but rather a not-for-profit corporation created as a public/private 
partnership by the Florida Legislature in 1996. According to the Office of Economic and 
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Demographic Research, for every $1 the state invests in Visit Florida, $3.20 in tax revenue is 
generated. 

Each county or region (as opposed to city) has its own Destination Marketing Organization 
(DMO) that works with Visit Florida to implement local campaigns, acting as the community, 
county or local authority leader in tourism marketing and development. Further, they 
provide local visitor/meeting planning services, and act as a catalyst and/or builder in 
ensuring the development of appropriate attractions, facilities/services, and infrastructure 
needed to provide destination experiences. 

In Florida, the DMO is: 

• An umbrella organization that solicits and services all types of travellers; 

• Acts as an information clearinghouse, convention management consultant and 
promotional body for the community; 

• Also a coordinating entity that brings together the interests of local government, 
trade and civic associations, and individual travel suppliers to build outside visitor 
traffic to an area; 

• Foremost a tourism economic development agent that assists in increasing an area’s 
income and employment and enhancing the quality of life for its residents.164 

8.4.3 Innovations in DMO Management 
Florida DMOs are nearly singularly funded through a Destination Marketing Fee levied as a 
hotel tax. There are 56 funded DMOs across the state; they range in size from being tiny, 
volunteer-run organisations with a budget of US $30,000 to massive, complex businesses (in 
Orlando, for example) with 150 employees and budgets in the multi-millions. Each DMO 
pays a membership fee to FADMO, a membership organisation that serves as the single 
unifying voice for DMOs across the state. Fees are based on a sliding scale, and range from 
$375 annually for the smallest DMOs, to $9,000 for the largest. This ensures that all 
members get equal access to the services – and in fact the smaller organisations benefit 
even more than the largest.165 

FADMO’s stated mission is to provide cooperative action to enhance and encourage the 
growth of Florida’s convention and visitors industry through promoting tourism industry 
education, enhancing professionalism, facilitating the cooperative exchange of information 
between Florida DMOs, developing an awareness of legislative issues and unifying the 
state’s DMO industry through public relations. They are able to achieve this with a fairly low 
budget of $115,000.  

There are three basic pillars in the work they perform: 

1. Education: FADMO produces two annual meetings for members. The first, The 
Destination Marketing Summit, is open to all DMO employees and focuses on arming 
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them with tactical marketing strategies that they can use in their regions. The 
second, the Annual Meeting for Executives, offers support to senior DMO managers 
in areas of organisational development, leadership and management of their DMOs. 

2. Communication: FADMO sends out a sleekly designed, hard copy newsletter to all of 
its members, as well as tourism stakeholders in the public and private sectors, 
monthly. The CEO of FADMO attests that it is a very popular vehicle that has 
significantly improved the perception of DMOs across the state, and created a sense 
of support and collegiality among them. It offers DMOs a chance to share stories, 
inspire each other, collaborate, and keep track of activities across the state they 
might benefit from. It also acts as a ‘newsletter of record’ to convince lawmakers 
and government officials of the important work undertaken by DMOs in economic 
regeneration, especially of smaller towns.  

3. Government Affairs: The CEO of FADMO admitted that defending the use of the 
tourism development tax (hotel tax) as earmarked exclusively for tourism product 
development and promotion was an ongoing priority for the association. FADMO is 
constantly educating the government and lobbying them on behalf of DMOs, a job 
that Visit Florida cannot do as a publicly funded organisation. 

FADMO is a member of Destination Marketing Association International. As the global trade 
association for official destination marketing organizations (DMOs), Destination Marketing 
Association International (DMAI) protects and advances the success of destination 
marketing worldwide DMAI provides members with information, resources, research, 
networking opportunities, professional development, and certification programs. As far as 
the CEO of FADMO was concerned, he did not think that a similar association management 
organisation like FADMO existed in the UK. 

Our View 
There exists a huge opportunity to bring together the UKs DMOs, especially coastal DMOs, to 
work together to develop new tourism product and promote it in a more targeted way. 
Opportunities for education and networking amongst coastal DMOs would greatly enhance 
their ability to stay fresh and innovative, and share best practice. 

8.4.4 Public/Private Partnerships 
Visit Florida develops volumes of industry-driven content that promotes the value of a 
partnership with the private sector. It has undertaken the following: 

• Additional funding is secured from the private sector to expand Visit Florida’s 
marketing dollars. Last fiscal year, Visit Florida raised more than $120.1 million in 
private sector matching funds by actively recruiting the state’s tourism industry to 
invest as Partners through cooperative advertising campaigns, promotional 
programs and many other pay-to-play ventures. Through this public/ private 
partnership, Visit Florida serves more than 12,000 tourism industry businesses, 
including major strategic alliance partnerships with Disney Destinations, The Hertz 
Corporation, LEGOLAND Florida Resort, SeaWorld Parks & Entertainment, Simon 
Shopping Destinations and Universal Orlando Resort.  
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• Visit Florida also works closely with travel agents, tour operators, meeting and event 
planners, and is responsible for operating Florida’s five Official Welcome Centres.166 

• Visit Florida has developed new online hospitality training modules and partnered 
with DMOs to promote and roll out to industry. 

• Adjustments to Partner Benefits Platform have been made to provide more exclusive 
opportunities for Visit Florida Marketing Partners. 

8.4.5 Innovations in Product Development 
Florida is particularly interested in ensuring their tourist offer remains current, enticing 
repeat visitors, and ensuring they maintain their dominant position. In several tourism 
sectors, they remain ahead of the curve. 

Food 
Franklin County, in Florida’s Northwestern ‘Panhandle’ region, celebrated another 7% increase in 
tourism in 2014/15, rebounding strongly after many difficult years following hurricanes in 2004/5, 
and the Deepwater Horizon oil spill that affected the region in 2010. The region has built on its core 
brand identification as having a historic relationship with maritime industries, and has directed its 
efforts to promoting sustainable and low impact tourism. The last year has seen the introduction of 
50 brand-related food events hosted by 25 non-profit organisations, and in 2016 the DMO will be 
unveiling an extensive public service initiative centred on the history and preservation of the area’s 
seafood industry. The project will encourage visitors’ active involvement in efforts to understand 
and protect the resource and industry, and a Visitor Centre constructed in the heart of the county’s 
oyster harvesting region will further highlight the importance of maritime culture to the county’s 
history and future.167 

Adventure 
The Washington County Geo-Trail was launched in 2014, featuring more than 35 sites around the 
city and county, and attracting hundreds of cachers from all over the USA. The Santa Rosa DMO 
partnered with the local council authority to produce Florida’s first ‘Tough Mudder’ competition in 
March 2015. Over 5,000 participants braved the extreme elements in the notorious obstacle 
course/race, bringing with them an estimated other 13,000 fans and family members. The event 
provided an economic impact to the region of 
US $6.1 million, with a tax impact of $250,000 
for local coffers. The event was so successful 
that the DMO has set aside a further 
$110,000 for promotion of the event in 2016, 
with full support (never before received) from 
local authorities.168 
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8.4.6 Innovations in Promotion 
Digital/Social 
Florida recently unveiled its Florida Beach Finder that allows travellers to virtually walk 
hundreds of miles of coastline – from legendary locations to lesser-known sanctuaries.  This 
product is the culmination of a four-month partnership with Google that captured 360-
degree images of Florida’s beaches. Two-person trekker teams sharing a backpack equipped 
with a Google Street View camera walked Florida’s 825 miles of beaches, a journey of nearly 
2 million steps. Found on VISITFLORIDA.com/beachfinder, the resource allows users to tune 
in their preferences in four ranges of beach personalities and immediately view choices that 
best match their interests. 

Another online feature Visit Florida recently rolled out via YouTube is Floridagrams, a social 
media tool that lets visitors produce and share their own vacation highlights reel.  With 
Floridagrams, visitors can upload their favourite Florida vacation photos to selected 
celebrity scripts and make their own “blockbuster” hit. 

Both of these online resources were 
advertised extensively through six 
online ‘takeovers’ (where Visit Florida’s 
campaign is the lead advertisement on a 
popular website for a 24 hour period) 
on the New York Times, YouTube and 
Yahoo Mail log-in page, with these sites 
garnering more than 1 billion unique 
visitors per month. 

 

Our View 
Florida offers a few key lessons that might be beneficial for GB, such as: 

• In each country the creation of an umbrella association representing DMOs (and 
especially coastal DMOs) would give a larger share of voice to struggling 
organisations and assist in collaboration, education and lobbying efforts on behalf of 
the entire sector. 

• A ‘Visit’ body can work closely with the private sector to leverage advertising funds 
and take advantage of unique partnership opportunities. 

• Thinking outside the box using digital tools offers innovative ways to showcase a 
destination and get the public involved in the experience.  
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9 An Action Plan for Government  
9.1 The Case for action by government to develop new coastal powerhouses 
We believe that there is a special, urgent and nationally important case to be made for 
improved and increased investment in coastal areas and coastal communities. We believe 
there is a case for action to create new coastal powerhouses to drive the economies and the 
well-being of coastal communities. 

They are an important asset and require nurturing and care if they are to avoid further 
decline and if we are to make the most of them and their remaining assets. 

Most are not basket cases on their last legs and many have the potential to grow again as 
settlements based on diversified economies and a new mixture of sectors, essentially 
modern tourism plus modern industries and services that can operate at coastal locations.  

Tourism has the potential to grow in many coastal locations where it can help to rebalance 
the decline in other sectors. However, action is also required to combat the decline in these 
sectors by introducing new productive sectors as well. 

The challenges lie in identifying the appropriate mix of economic activities and sectors, 
supporting, developing and attracting businesses in those sectors and making it easier for 
them to operate in coastal locations.  

What we do not want to see are any more sticking plaster solutions that treat the outward 
symptoms rather than the root causes of coastal decline. 

 

9.1.1 Giving Priority to Coastal Development 
Why give special priority to coastal development and coastal tourism?  

There are a number of reasons why. In summary they are: 

• Many coastal communities have been hard hit by recent changes in the tourism 
market place, in particular the domestic market of the UK. For many tourism was 
their predominant sector of economic activity. With its decline their remaining 
sectors may not be sufficient to sustain their communities, particularly when 
they too are in decline. 

• The places with the greatest dependence on seaside tourism are nearly all very 
small places, in particular the ‘holiday parks’ where there is little other 
employment of any kind. 

• In larger seaside towns, although tourism is critically important to the local 
economy, it often does not by itself account for a significant share of 
employment; thus declines in other local sectors can be just as significant as 
those in the tourism sector, and together they can create a substantial challenge. 
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• In larger resorts, where seaside tourism accounts for 10 per cent or more of all 
jobs the dependence of the local economy on tourism is quite high, and where 
the proportion reaches or exceeds 20 per cent the dependence is very high 
indeed. It is in these places that alternative sources of employment and 
economic activity need to be created to complement remaining employment in 
tourism and hospitality. 

• At present the economies of many coastal communities are dominated by small 
firms (across all sectors except the public sector) which are more vulnerable in 
economic recessions and periods of downturn. Their loss in large numbers can 
have widespread and lasting effects. In consequence they are more at risk and 
more in need of business development support from central and local 
government. 

• Additionally, the lack of larger firms, especially corporate companies, in coastal 
communities means that the range of jobs and occupations open to their 
residents is limited; limitations that have a knock on effect on aspirations, skills 
acquisition and pay levels. In consequence potential investors in new businesses 
may be put off a seaside location because of the lack of higher order skills and 
qualifications in the local workforce. 

• Many coastal communities have been struggling to change and broaden their 
economic base - often because they lack modern businesses and find it difficult 
to attract them, often with a higher level of low-wage, low-income, low-skill, 
seasonal, and part-time employment than inland areas. 

• And, by the nature of their location people living in coastal communities are 
often more isolated in terms of economic choice than those living in more 
connected inland settlements. They have fewer choices in terms of immediate 
employment prospects; they have smaller numbers of employers to approach for 
work; they have longer distances to travel to find work and relocation can 
denude their communities of necessary work skills and lead to the break-up of 
families. 

• The past reliance on important sectors which are now in significant decline with 
little hope of major revival, such as deep sea fishing and ship building, means 
that coastal communities have been hit harder than other areas.  

• Seaside towns which have lost primary industries of this kind now struggle to find 
alternatives and face significant socioeconomic challenges. 

• As a result, many have become more reliant on tourism and hospitality jobs 
which are also sectors being significantly affected by changing patterns of 
consumer behaviour in how they spend their leisure time and available cash. 

• However, not all of these changes in consumer’s leisure preferences and 
behaviours are negative or unexpected and a number are to be welcomed but 
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they will need to be responded to in new and more creative ways, for example, 
in the creation of multi-activity, multi-destination tourism menus – the creation 
of a modern seaside holiday break. 

• Our research identifies that seaside tourism is unquestionably a major industry in 
its own right, with employment in seaside tourism being broadly comparable to 
employment in telecommunications, for example, and greater than in the motor 
industry, aerospace, pharmaceuticals or steel, and therefore as worthy of 
government support as those sectors.  

By giving priority to addressing these issues in a coordinated and reinforcing way we believe 
it will be possible to: 

• Build on the heritage of, and revive the offer of, the “Great British Holiday” in a 
modern manifestation that will appeal to millennials, families with children and 
baby boomers. 

• Attract new operators of outdoor and sea-based attractions to modernise the 
tourist and visitor offer. 

• On the back of this attract new growth businesses in other sectors to coastal 
locations to widen and strengthen their economic base, as has happened in 
places like Brighton and Bournemouth. 

• Provide a better prospect of skilled employment (apprenticeships) in modern 
businesses to young people growing up in coastal communities. 

• Retain more people in coastal communities. 

We believe that there is much more that the governments of the countries that make up the 
UK can do take more effective action to regenerate our coastal communities through 
greater coordination and implementation of mainstream policy with a greater commitment 
to prioritising its application in coastal areas and seaside towns for longer periods of time to 
ensure that lasting change for the better is achieved.  

 

9.2 Piorities for Government Action 

9.2.1 Our Over-Arching Proposals 
We have three key overarching proposals that we want the UK’s government and devolved 
administrations to address. 

Create “National” Coastal Action Groups 
First and foremost, we want to see joined-up government action in each of the countries of 
the UK to address the challenges of coastal communities listed above in a much more 
comprehensive and coordinated way than is the case at present. 



 

193 
 

Coastal development is, by and large, “siloed” in a number of government departments in 
each country with few visible mechanisms and processes for the coordination of their 
activities. 

In the same way that the Prime Minister has taken action to bring a number of the 
Government departments in England together to assess how they might work in a more 
coordinated way to develop the tourism sector, we would like to see all of the central 
government departments that impact on or have a responsibility for coastal communities 
and their development brought together to jointly assess and address the big challenges 
they face.  

In short we wish to see the governments of the UK create Coastal Action Groups dedicated 
to more effective action to address their existing challenges and developing their capability 
to be modern economies. 

Develop Coastal Investment Strategies 
Second, given the scale and importance of the coasts in each of the UK’s constituent 
countries we would like to see each UK Government Coastal Action Group in the UK 
developing a coordinated Coastal Investment Strategy to drive their regeneration of coastal 
communities.  

We propose that these central government Coastal Action Groups prepare an annual rolling 
Coastal Investment Strategy that brings together all of their policy development, 
implementation and funding that affects coastal areas and that they consult a range of 
bodies in each country on its development, for example the respective country’s Tourism 
Alliances, Local Authorities Associations and key industry sectors (like ourselves).  

This would involve the central government departments responsible for education, 
planning, economic development, health, social security, inward investment, transport, 
education, marine issues like coastal environment, and tourism. 

These strategies should cover, for example: 

• Existing coastal tourism development initiatives by the tourism Visit Bodies such 
as their tourism business development programmes and existing special 
initiatives for the development of coastal tourism. 

• Existing initiatives such as the DCLG’s Coastal Revival Fund, Coastal Communities 
Fund, and Coastal Communities Teams, etc., with a greater emphasis being 
placed on supporting projects of sufficient critical mass to make a lasting 
difference and impact, rather than, as at present, many initiatives of a small scale 
and limited impact. 

• Provision of support under these initiatives for the introduction of new forms of 
tourism activities and attractions that appeal to the major domestic market 
consumer groups – Millennials, Families with Children and Baby Boomers – who 
make up the majority of the domestic market for UK coastal tourism. 
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• Provision of incentives and support for the establishment of other growth sector 
businesses in coastal areas as regeneration will not occur to the extent required 
through tourism alone. 

• Investment in new infrastructure, specifically in fibre optic cable networks, to 
attract and support inward investment. 

• Improved education and training provision for young people (e.g. sector specific 
apprenticeships) and adults to enable them to be job ready for a variety of 
sectors, including but not limited to tourism. 

• Tackling and resolving the challenge of Houses in Multiple Occupation which 
creates negative impacts in coastal towns and damages their reputation as 
destinations to visit. 

• Addressing the physical and mental health needs of the elderly and people with 
disabilities previously attracted to coastal communities by cheaper housing and 
lower living costs as well as environmental benefits. 

• Investing in improvements to the public realm and their proper maintenance and 
security. 

• Identification and promotion of opportunities for investment, supporting local 
authorities to prepare investment opportunity prospectuses. 

We envisage that new criteria and guidelines would need to be drawn up and agreed 
between central and local governments for the allocation of prioritised funds and 
programmes for coastal areas. We envisage that to access such funds local authorities and 
other agencies would need to show how they would spend them in a more coordinated way 
to create a greater critical impact.  

In this context we would also like to see the government funded Local Enterprise 
Partnerships in England that have coasts in their areas given stronger direction to focus on 
coastal development and regeneration and to coordinate their funding with their local 
authorities and give greater priority to supporting the development of the tourism and 
hospitality sectors. 

We would also like to see greater priority being given by central government departments 
to attract and promote opportunities for further investment in coastal economies. For 
example, we would like to see UK Trade and Industry (UKTI) and its Regeneration 
Investment Organisation (RIO) giving greater priority to and taking a more pro-active role in 
identifying and promoting opportunities for investment in them, supporting serious 
prospects that require or wish a coastal location. 

Our View 
We believe that this approach would have a number of benefits. It would: 

• Make clear the nature and scale of the governments’ overall commitment of 
mainstream funds as well as short term challenge funding to coastal 
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regeneration and the commitments of individual government departments; in 
other words, the extent to which it was giving priority to coastal development. 

• Enable local authorities to negotiate their funding requirements with central 
government in a much more coordinated and effective way. 

• Indicate to the private sector the scale of public funding being applied to 
reduction of deprivation and the regeneration of coastal communities. 

• Identify many more opportunities for private sector investment. 

The BHA has previously recommended169 in a 2015 report, that there should be a “joined-up” 
consolidated tourism budget for England – combining existing sources of public funding for 
tourism in England – for example, the VisitEngland budget (now a core element of the 
VisitBritain budget), the Department of Transport’s Route Development Funds, DEFRA’s 
Rural Tourism Fund, the LEADER programme and the Coastal Community Funding initiatives 
of DCLG. 

Creation of a Progressive Tax Environment 
Third, we would like to see the creation of a Progressive Tax Environment that enables 
existing small and new businesses trading in coastal locations to invest their profits in the 
development of their businesses and those communities. 

A significant majority of businesses in coastal communities are small; especially so in the 
tourism and hospitality sectors. The combined burden of paying VAT and National Insurance 
can significantly limit their ability to take on and train staff when they are establishing 
themselves and when they are considering expansion. We are not arguing for exemption 
from these taxes; rather for the introduction of a sliding scale of taxation over a period of 
time to enable smaller hospitality operators to secure an economic foothold in their 
localities sufficient to enable them to employ more local people. 

We also have a number of more specific proposals for consideration by the individual 
country governments to improve the management and effectiveness of coastal 
development and promotion in the UK. 

These are discussed below. 

9.3 Our Specific Proposals 
Below, under a number of headings, we list our initial proposals for action by a range of 
government departments under our Coastal Investment Strategy proposal.  

We have identified a number of existing central government incentives that we would like 
to see being given a greater coastal focus if the step change in the economic fortunes of 
coastal areas we desire is to be achieved. 
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9.3.1 Incentivising a More Competitive Coastal Business Base 
Given the decline in many traditional sectors operating on our coasts, coastal communities 
need a broader base of economic activities to sustain regeneration. 

We want to see increased incentives for the development of new business opportunities in 
growing sectors in coastal locations which could be established and operate there given the 
necessary infrastructure, such as materials technologies, building technologies, pharma 
research and medicines, computing sciences, design services, etc. (examples of which are 
already located at or near coastal locations), not just in the tourism and hospitality sectors.  

This should involve: 

• Prioritising applications from coastal areas and businesses for assistance under 
existing incentive schemes, for example those of the Department for Business, 
Innovation and Skills (BIS): 

o Flexible training opportunities – for tourism and hospitality businesses in 
coastal locations 

o Management and leadership development programmes 

o Start-up loans for new businesses 

• Creating incentives of tailored and packaged local support to attract new and 
growth sector businesses to coastal locations (BIS). 

• Piloting some of the measures in the draft Enterprise Bill in coastal areas such as 
encouraging investment in skills (BIS). 

• Re-admitting hotels to the Enterprise Investment Scheme to support the creation 
of new provision (BIS). 

9.3.2 Investment in Coastal Infrastructure 
This should involve: 

• Investment in increased broadband carrying capacity in coastal areas to attract 
business and employees through the support programmes of the Department for 
Media, Culture and Sport (DCMS). 

• Investment in upgrading and improved maintenance of core public realm in 
seaside towns, particularly at points of arrival and on sea frontages – for example 
on landscaping, lighting, security and safety, all of which will stimulate private 
sector investment (DCLG, DoT). 

9.3.3 Coordinated Investment in the Future Workforce 
For existing business in coastal area to survive and grow and for new business to be 
attracted to coastal communities and for them to flourish they will need to be able to hire 
competent and job ready people, young people and adults. 
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We want to see serious action being taken to address the education and training needs of 
young people in coastal areas and action to enable the long-term unemployed to increase 
their job readiness. 

We want young people in coastal communities to aspire to working in the tourism and 
hospitality sectors and to have the ambition to create their own businesses in those sectors 
and others that can operate successfully from a coastal location. 

This should involve: 

• The Department of Work and Pensions giving priority to applicants from coastal 
communities under its “Hospitality Works” initiative (DWP). 

• The National Apprenticeship Service giving priority to applicants from coastal 
communities. 

• Support from the DWP for a BHA Coastal Communities “Big hospitality 
Conversation” to attract more young people into the sector on apprenticeships 
(DWP). 

• Support from the DWP for the early establishment of BHA sponsored 
Apprenticeship Training Academies in coastal locations where there is increasing 
investment in tourism and related hospitality provision (DWP). 

• Identification of additional Apprenticeship Ambassadors to Business from 
businesses operating in coastal locations (BIS). 

• Increased support for schools and businesses in coastal areas to participate in 
the Science, Technology and Maths (STEM) programme to increase the 
employability of their young people, 

• Expansion of the tourism sector allocation under the Trailblazers Apprenticeship 
Programme (DWP). 

• Giving priority to the introduction of the English Baccalaureate Programme in 
schools in coastal areas (DfE). 

• Increased focus on coastal communities through the National Careers Service 
Portal (DfE). 

• Development of Access to Work Schemes in coastal areas with higher numbers of 
people with disabilities (Job Centre Plus). 

• Giving priority to expenditure under the SEND Support Programme (DfE) for 
vulnerable young people in coastal communities suffering from high levels of 
deprivation. 

9.3.4 Coordinated Development of Coastal Tourism 
Within the proposed Coastal Investment Strategy, we propose the creation of a single 
budget for tourism investment, development, management and promotion in each of the 
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central and devolved government administrations of the UK, made up of contributions from 
departments of state and their agencies with responsibilities for the visitor economy. 

We would like to see this single tourism budget give priority to the coordinated 
development of coastal tourism. 

Creation of a Coastal Tourism Investment Fund 
We propose that a Coastal Tourism Fund should be established as part of the single tourism 
budget, through contributions from the relevant central government departments, to 
financially support and prioritise: 

• Provision of advice to embryo tourist business start-ups locating on or near the 
coast, for example through the existing Visit England “Growing Your Business 
Programme” and its “Developing Your Offer” programme 

• Applications from established coastal tourism businesses with growth potential 
under other Visit Body existing tourism business support schemes including, for 
example the VisitEngland advice on: 

o Understanding Your Markets 

o Quality Assessment of Accommodation 

o Quality Assessment of Attractions 

o Managing Finances 

• Support for coastal tourism operators to work together to modernise and 
expanding the existing coastal tourism offer to attract the consumer groups who 
have not been in the majority of the market for the current offer of the coast, 
namely millennials and baby boomers. This should include financial support to 
incentivise greater collaboration between tourism operators and investors to 
create new product to meet the changing needs and aspirations of consumers as 
tourists, product that will respond to their changing behaviours and spend on 
recreation, leisure and entertainment. The development of new and improved 
product offers is key to the future for coastal tourism -  product that responds to 
the changing interests and behaviours of the key market audiences, or segments 
– millennials, families with older children and baby boomers (DCMS and DCLG).  

• Incentivise seaside towns to attract and support operators of the kinds of 
attraction that our market research has identified as attractive to these 
consumer groups, for example extreme water sports, coasteering, para-surfing, 
wild muddering, etc. (DCMS, DCLG, UKTI/RIO) 

• Incentivise coastal communities to celebrate their particular heritage and culture 
through the creation of Coastal Culture Recognition awards similar to City of 
Culture designation (DCMS). 
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• The creation by destination development, management and marketing 
organisations of multi-destination coastal activity menus linking the provision of 
numbers of coastal towns together to offer consumers a more comprehensive 
mixed destination offer (DCMS). 

• The creation of a wider range and type of business tourism offers and conference 
event offers to complement the leisure tourism offer and expand its market, 
especially in the close season and at the spring and autumn shoulder (DCMS, 
BIS). 

• The creation of a Tourism Sector Observatory (potentially housed at the Coastal 
Tourism Academy in Bournemouth) to constantly assess changes in demand for 
leisure and hospitality services and activities to ensure that existing and planned 
tourism strategies and businesses are well informed of their implication (DCMS). 

• The development of a standardised data collection system for measuring 
investment in tourism product development and assessing its impact, to be used 
by all of the UK country Visit Bodies. The priority should be to standardise 
methods of data collection – number and type of coastal tourism and hospitality 
businesses, the numbers of people they employ, the wages they pay, the tax they 
contribute, annual revenues and numbers of people catered for, and visitors’ 
expenditure. This would provide government, operators, local authorities and 
DMOs with a better understanding of the contribution coastal tourism makes to 
the regeneration of seaside towns (All relevant departments). 

• The provision of up to date market information to coastal tourism operators and 
providers who need to better understand their target customers beyond 
traditional age and income stereotypes; helping them to understand attitudes, 
behaviours, values, tastes and personality profiles, or psychographics, to 
segment and target on the markets they want to attract (all Visit Bodies).  

9.3.5 Reducing the Tourism Tax Burden on Coastal Business 
As noted above, we want Government to recognise the value of releasing the potential 
investment that our membership and other tourism sector businesses could make in the 
regeneration of coastal communities to help power their regeneration through the 
reduction of VAT on businesses operating at coastal locations. 

As the BHA has previously articulated to government, we believe that a reduction in the rate 
of VAT for businesses in the hospitality and tourism sectors would result in a number of 
substantial economic and business benefits. Regarding coastal locations these would 
include: 

Economic Benefits 

• Increased investment in: 

o improved and new provision of accommodation,  
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o improved and extended food and beverage provision 

o new forms of attraction for key consumer groups 

• Increased visitation and spend by consumers in coastal areas 

• Increased profitability of tourism and hospitality sector businesses 

• Significant job creation, including opportunities for young people and part-time 
workers seeking flexible employment;  

• Increased incomes further down the supply chain through the expenditure of 
tourism and hospitality businesses on food and beverages, construction and 
maintenance work, facilities management and other services 

Social Benefits 

• Reduced unemployment and social security payments, thus helping to address the 
dependency on benefits which has been highlighted as a major blight affecting many 
coastal towns in the introduction to this set of proposals.  

• Increased numbers of apprenticeships 

• Increased retention of local young people in coastal communities 

• Increased job readiness of young people 

• Increased cohesiveness of coastal communities. 

Focus Initially on Coastal Enterprise Zones 

One way of organising and focussing a progressive tax regime of this nature would be for 
the UK government and the devolved administrations to designate, as a core element of our 
proposed Coastal Investment Strategies, a number of “Coastal Enterprise Zones” which 
could offer a mix of time-limited tax exemptions and investment incentives. A number of 
pilot areas could be chosen to test and assess the approach which could be widened if 
proven successful. 

Benefits for Coastal Communities 

Recent work by Wason and Nevin170 identifies that coastal communities would benefit from 
reduced tourism VAT as follows: 

• There will be investment in new attractions and accommodation, encouraging day 
visitors and overnight visitors, from around the UK in particular, generating spend in 
local economies and creating jobs. 

• The spend in the wider local economy generated by tourism is greater than that 
resulting from growth in other sectors. Estimates of the value of the so-called 

                                                            
 
170 Graham Wason of Tourism Respect and Micheal Nevin of Nevin Associates 
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tourism multiplier for the UK vary between 1.68 and 1.78.171. In earlier British Tourist 
Authority research, a tourism multiplier of 1.7 was assumed, implying that every 
additional £1 of tourism expenditure feeds through to 70p of extra expenditure in 
other sectors of the economy. It is assumed that reducing tourism VAT will have this 
wider impact within local communities. 

• Coastal communities have a high proportion of very small tourism businesses, many 
of which operate below the VAT threshold. These businesses are currently 
incentivised to maintain turnover below £82,000 to avoid charging VAT. Reducing 
VAT to 5% will significantly reduce the so-called ‘shadow economy’ or 14% gap 
between the VAT that HM Comptroller of Audit would expect to be collected and the 
amount actually collected, because the disincentive for businesses to grow will be 
largely removed. This single impact of reduced VAT could be greater in coastal 
communities than the average throughout the UK. 

• The UK is the second largest exporter of services in the world and its services exports 
are the highest share of GDP for any G7 country by a considerable margin.  As 
regards the UK’s tourism balance of payments, in the 12 months to November 2015, 
the UK earned £21.78 billion from 35.68 million overseas visitors and UK residents 
spent £38.34 billion on 64.84 million visits abroad. Therefore, the UK’s tourism 
deficit was £16.56 billion over the twelve-month period – a very significant (15%) 
deterioration compared to 2014. Over a ten-year period, Wason and Nevin compute 
that the total improvement in the UK's balance of trade in response to a VAT 
reduction from 20% to 5% would be £22.2 billion, making a very significant 
contribution to the overall balance of trade position. Although this impact is 
nationwide and not confined to coastal communities, it will improve Treasury 
income considerably, generating funds that could be used to support coastal 
communities in other ways. 

Benefits for The Treasury 

Wason and Nevin identify the principal benefits as: 

• Investment in new tourism facilities; 

• Higher employment generating additional income tax receipts and savings in social 
security payments;  

• Higher expenditure will increase VAT and corporation tax payments by sector 
operators; 

• Higher tourism turnover will feed through to higher expenditure in other sectors of 
the economy, which in turn will generate further tax receipts; 

                                                            
 
171 See Horwath & Horwath “International Tourism Income Multipliers Explained”. 
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• Local business rates will increase 

• There will be a reduction in the UK’s balance of payments deficit 

• The shadow economy will be reduced. 

A Covenant Between Government and the Hospitality and Tourism Sectors 

Taken together, this range of progressive tax proposals would form a strong Covenant 
between the UK government and the devolved administrations and the private sector 
investors and operators in the hospitality and tourism sectors, one that would be dedicated 
to comprehensive and lasting investment in coastal communities. 

Examples of pledges that could be made in such a tourism VAT covenant could include a 
commitment by businesses to:   

• Pass through a [certain minimum percentage] of any VAT reduction in lower prices 

• Increase the number of apprenticeships and training initiatives within the industry 

• Increase investment and enhance the quality of visitor accommodation and 
attractions 

• Create additional jobs and increase wages in line with and ideally more than, the 
National Living Wage, wherever possible. 

 

9.3.6 Complementary Action by the British Hospitality Association 
We believe that the British Hospitality Association is well-placed to complement our 
proposals for action by central government and the devolved administrations in a variety of 
ways.  

These are to: 

• Work to build on and expand its current investment in apprenticeships in the 
hospitality and tourism industry. 

• Encourage its members in coastal locations to work together and with attraction 
operators to invest in the creation of joint programmes and menus of hospitality 
provision that address the changing leisure behaviours and requirements of the 
core coastal target consumer markets. 

• Act as a conduit for briefing its membership on the market segmentation 
strategies being adopted by the country Visit Bodies to promote their offer and 
attract domestic and international visitors to ensure that all national and regional 
marketing “sings from the same hymn sheet”. 

• Raise awareness among its membership of the tourism business support 
schemes of the Visit Bodies and those of other central government departments. 
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• Encourage representatives of its member businesses in coastal locations to 
become actively involved in coastal revival initiatives such as the DCLG supported 
coastal Community initiative. 
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