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1. Key findings

1.1 Overall trends in visits to English attractions 2009-2010

By way of context, 2010 was characterised by a warm and sunny spring and early summer
followed by a dull peak summer period. Whilst autumn was about average, the off-peak winter
season was particularly cold.

e Winter 2009/10 was the coldest experienced in 31 years with significant snowfall in many
areas from mid December until end February. However, rainfall was below average and
sunshine above average during the period;

e Spring 2010 was characterised by dry weather (the driest since 1984), especially in April
and May. April was also particularly sunny;

e Summer 2010 was a season of contrasts. June was generally dry and warmer than
average. July and August were generally cloudier, holding down temperatures, with
many areas wetter than average (although some areas bucked this trend);

e Autumn 2010 was fairly typical in terms of temperature, sunshine and rainfall, although
November was colder than average, with some snow towards the end of the month.

(Source: MetOffice)

The 1,802 England visitor attractions providing visit figures for both 2009 and 2010 reported a
+3% increase in visitor admissions overall in 2010. Compared with recent years:

e +5% in 2009

e +2% in 2008

e +3% in 2007

e +3% in 2006

This increase in 2010 represents a significant achievement for the sector in light of declines in
visits to England for the purposes of a holiday or visiting friends/family:
e A -6% decline in overnight staying trips made by England residents within
England (source: United Kingdom Tourism Survey)
e A -1% decline in inbound visits to the UK made by overseas visitors (source:
International Passenger Survey) it he Apr i | 2 Oithfactiogeherdr c | oud 6

However, International Passenger Survey data also continued to report decreases in visits
abroad made by UK residents. Following the -14% fall in outbound spend reported in 2009
(the first decline reported since 1968), a further decline of -2% was observed in 2010.

This would suggest potential for increasing day trips to England attractions and this is
supported by figures from the table overleaf. Attractions reported a +2% increase in visitors
who live locally/within day trip distance in 2010, following a +8% increase in 2009.
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However, perhaps reflecting the still uncertain nature of the domestic economy, free attractions
reported a +6% increase in local visitors, whilst paid attractions reported a -2% decline.

Visits to attractions made by overseas residents have also increased (+6% in 2010), despite
the decline in inbound visits reported by the International Passenger Survey.

Table A.1 Visit trends by origin 2009-2010 7 by admission type (%)

Local Visitors Overseas Visitors
Attractions % Change Attractions % Change
Admission sample 10/09 sample 10/09
Free (343) +6 (320) +9
Paid (465) -2 (456) +2
England (808) +2 (776) +6

Indeed, as the table below indicates, visits to free attractions drove the overall increase in
admissions in 2010, rising by +6%. This was driven ostensibly by museums and art galleries
(+6%) and to a lesser extent, by places of worship (+10%). Conversely, paid attractions fared
less well, reporting a -1% decline in visits.

Table A.2 England visit trends 2009-2010 1 by admission type (%)

Admission Attractions sample  Increase No change Decrease % 10/09
Free (759) 47 17 36 +6
Paid (1,043) 44 7 49 -1
England (1,802) 65 11 43 +3

Table A.2 England visit trends 2009-2010 - by attraction category (%)

Category Attractions sample % 10/09
Country parks 54 +4
Farms 50 -5
Gardens 103 -6
Historic houses/castles 336 +1
Other historic properties 127 +15
Leisure/theme parks 25 -1
Museums/art galleries 622 +5
Steam/heritage railways 28 +1
Visitor/heritage centres 75 -3
Wildlife attractions/zoos 79 -3
Workplaces 51 +4
Places of worship 113 +4
Other 139 +2
England (1,802) +3

The performance of attractions varied by category in 2010. Visits to museums and art galleries
(+5%) increased significantly, particularly to those which were free, continuing their very strong
performance of recent years. Country parks (+5%), workplaces (+4%) and places of worship
(+4%) also outperformed the market overall, the latter building upon increases of +6% in 2009
and +5% in 2008. The strong performance of other historic properties was driven by a single
attraction.
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However, the market was suppressed by declines in visits to gardens (-6%), farms (-5%),
wildlife attractions/zoos (-3%) and visitor/heritage centres (-3%). The generally poor weather
experienced during the 2010 peak summer season is likely to have played a strong role in the

decrease in visits to these, primarily outdoor, attractions.

Table A.4 England visit trends 2009-2010 - by geographic location (%)

Geographic location Attractions sample
Coastal (201)

Rural (942)

Urban (642)

England (1,802)

% 10/09

%
-1

+6
+3

2010 saw the strong return of visits to urban attractions (+6% on 2009), following the
successes of rural attractions in 2009. In recent years prior to 2009, urban attractions had
tended to deliver the most significant increases in visitor admissions, led by London and

museums/art galleries (or both) and 2010 appears to seen a return to this pattern.

Visits to rural and coastal attractions were broadly similar to 2009.

Table A.5 England visit trends 2009-2010 1 by volume of visits (%)

Volume of visits Attractions sample
10,000 or less (672)
10,001-20,000 (244)
20,001-50,000 (339)
50,001-100,000 (202)
100,001-200,000 (157)

Over 200,000 (188)

England (1,802)

% 10/09
-2

_*
3
+*
_*
+4
+3

The increase in visits in 2010 was driven almost entirely by the very largest attractions, with
over 200,000 visitors recorded per annum. The largest 10% of attractions appear to be
currently compensating for the remaining 90%. These attractions reported a +4% increase in

visits, with smaller attractions remaining stable compared with 2009.

The very smallest

attractions, with fewer than 10,000 visitors per annum continued to perform less well, reporting

a -2% decline in 2010.

Table A.6 Overall visits trends 2009-2010 - by English Government Office Region (%)

Region Attractions sample % 10/09
North West (185) +3
North East (108) -1
Yorkshire/The Humber (177) -*
East Midlands (175) -1
West Midlands (160) +2
East (256) +*
London (110) +6
South East (347) +3
South West (284) +1
England (1,802) +3
3
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Reflecting its proliferation of large, free national museums, London (+6%) reported the
strongest increase in visitor admissions in 2010. The South East (+3%) and North West (+3%)
also reported notable increases, although even in these regions the performance of individual
sectors varied considerably.

Overall, the strong increases in visits to attractions in the South East (+10%) and South West
(+6%) in 2009, which were largely assisted by trends in the domestic tourism market, have not
continued in 2010. This reflects some relative movements back away from these regions
within the 2010 domestic tourism market. However, visits to attractions in these regions have
far from fallen back, instead generally being maintained at similar or slightly better levels to
those observed in 2009.

1.2 Overall trends in admission prices 2009-2010

Table A.7 Adult admission prices 2009-2010 (paid admission) i by category (%)

Category Attractions Average adult charge % 10/09
Sample 2009 2010

Country parks (6) £5.20 £5.25 +1
Farms (24) £6.91 £7.19 +4
Gardens (55) £5.22 £5.64 +8
Historic houses/castles (135) £6.19 £6.44 +4
Other historic properties (34) £4.31 £4.53 +5
Leisure/theme parks (12) £15.74 £17.00 +8
Museums/art galleries (168) £4.34 £4.51 +4
Steam/heritage railways (16) £7.07 £7.35 +4
Visitor/heritage centres (16) £5.83 £6.00 +3
Wildlife attractions/zoos (39) £7.73 £8.27 +7
Workplaces (15) £4.66 £5.13 +10
Places of worship 9) £6.70 £6.90 +3
Other (53) £12.22 £12.95 +6
England (582) £6.40 £6.72 +5

Adult admission charges to paid attractions increased by an average of +5% in 2010 compared
with +4% in 200 and +5% in 2008. As in recent years, increases were not dissimilar across
most attraction categories, although increases in admission charges to leisure/theme parks
(+8%), gardens (+8%) and workplaces (+10%) were somewhat higher than average.

Museums and art galleries and other historic properties continued to report the lowest average
admission charges at £4.51 and £4.53 respectively. The highest average admission charges
were recorded for leisure/theme parks (£17.00), wildlife attractions/zoos (£8.27) and
steam/heritage railways (£7.35).

Admission charge increases were similar across all regions.
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1.3 Overall trends in gross revenue 2009-2010

Table A.8 Gross revenue trend 2009-2010 1 by English GOR (%)

Region Attractions sample Up Similar Down % 10/09
North West (155) 36 42 22 +5
North East (85) 38 32 31 +7
Yorkshire/The Humber (141) 35 38 27 +5
East Midlands (147) 30 39 31 +4
West Midlands (133) 35 38 27 +2
East (228) 31 42 27 +2
London (89) 30 44 26 +5
South East (277) 37 40 23 +7
South West (231) 38 37 25 +10
England (1,486) 35 39 26 +5

In line with the more modest increases in visitor admissions, gross revenues were also
reported to have increased more modestly; by an average of +5% in 2010 compared with
+10% in 2009. Increases in 2010 were akin to those observed in 2008 and 2007 (both +5%).

Perhaps of concern is the proportion of attractions reporting a decline in gross revenue in
2010, which is at the highest level in any of the past seven years. A quarter (26%) reported a
decline in 2010 compared with just 15% in 2009 and around 20% in each of the previous few
years. The proportion reporting an increase in gross revenue is also the lowest in recent
years.

Increase in gross revenue were similar across the majority of regions, although the South West
performed most positively (despite only a modest increase in visitor admission), with an
increase of +10%.

Table A.9 Gross revenue trend 2009-2010 1 by attraction category (%)

Category Attractions sample Up Similar Down % 10/09
Country parks (45) 36 53 11 +10
Farms (53) 34 30 36 +3
Gardens (84) 42 36 23 +4
Historic houses/castles (252) 35 36 29 +5
Other historic properties  (105) 30 35 34 +4
Leisure/theme parks (28) 39 25 36 +4
Museums/art galleries (475) 31 49 19 +6
Steam/heritage railways  (32) 50 25 25 +4
Visitor/heritage centres (76) 28 39 33 +4
Wildlife attractions/zoos  (70) 39 29 33 +3
Workplaces (56) 61 16 23 +12
Places of worship (85) 26 49 25 +3
Other (125) 39 29 32 +4
England (1,486) 35 39 26 +5

Unlike in recent years, there was generally little difference between attraction categories in
terms of trends in gross revenue.
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Country parks (+10%) and workplaces (12%) reported the strongest average increases in
gross revenue. Indeed, 61% of workplaces reported an increase in gross revenue, significantly
higher than any other type of attraction. Both of these categories also reported slightly higher
than average increases in visitor admissions.

Gross revenue for museums/art galleries was up by just +6% in 2010, slightly above the
average for all attractions, reflecting the slightly higher than average increase in visitor
admissions.

1.4 Marketing expenditure trend 2009-2010

Table A.10 Movementin spend on marketing 1 by attraction category 2009-20010 (%)

Category Sample Increase Similar Down
Country parks (45) 24 60 16
Farms (53) 32 53 15
Gardens (83) 31 60 8
Historic houses/castles (250) 11 79 10
Other historic properties (106) 8 85 7
Leisure/theme parks (28) 18 54 29
Museums/art galleries (474) 20 63 18
Steam/heritage railways (32) 44 41 16
Visitor/heritage centres (76) 21 66 13
Wildlife attractions/zoos (69) 28 52 20
Workplaces (55) 18 67 15
Places of worship (85) 18 79 4
Other (121) 31 57 12
England (1,477) 20 66 14

Note: percentages read across

Little had changed until 2010 in terms of the proportions of attractions increasing or decreasing
their marketing expenditure. However, 2010 has seen a slight dip in the proportion of
attractions reporting an increase in expenditure and an increase in the proportion reporting a
decrease. A sign of tighter economic times perhaps? 20% of attractions indicated an increase
in marketing spend in 2010 and 14% a decrease. Comparisons with the past five years:

e 2009 (21% recorded an increase and 11% a decrease)
e 2008 (21% recorded an increase and 11% a decrease)
e 2007 (22% recorded an increase and 12% a decrease)
e 2006 (24% recorded an increase and 11% a decrease)

e 2005 (25% recorded an increase and 10% a decrease)

Leisure/theme parks (29%) were most likely to report decreases in marketing expenditure, with
a notable proportion of wildlife attractions/zoos (20%) also cutting back. Despite declines in
visitor admissions, farms (32%) and gardens (31%) were more likely to have increased their
marketing expenditure in 2010.
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Table A.11 Movementin spend on marketing 7 by English GOR 2009-2010 (%)

Region
North West
North East

Yorkshire/The Humber
East Midlands
West Midlands

East
London
South East
South West
England

Sample
(160)
(83)
(145)
(145)
(133)
(221)
(91)
(272)
(227)
(1,477)

Increase

17
16

18
21
17

23
12
25
22
20

Similar
65
71

70
65
63

68
66
65
65
66

Down
18
13

12
14
20

9

22
10
13
14

Despite the increase in visitor admissions, attractions in London were most likely to have
reduced their marketing expenditure i 20% claiming that this was reduced in 2010. Unlike in
the previous two years when the proportion of attractions in London increasing expenditure
was above average, attractions in this region were also least likely to have increased

marketing expenditure in 2010 (only 12% did so).
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2. Introduction and background

This report presents the findings of the Survey of Visits to Visitor Attractions undertaken in
England by VisitEngland. The report provides a comprehensive England-wide analysis of
trends plus visits data for individual attractions. Separate reports are produced by the national
tourist organisations of Scotland, Wales and Northern Ireland.

Visitor Attraction Definition
For the purposes of the survey, the definition of a visitor attraction is:

fi.an attraction where it is feasible to charge admission for the sole purpose of sightseeing.
The attraction must be a permanently established excursion destination, a primary purpose of
which is to allow access for entertainment, interest, or education and can include places of
worship (but excludes small parish churches); rather than being primarily a retail outlet or a
venue for sporting, theatrical, or film performances. It must be open to the public, without prior
booking, for published periods each year, and should be capable of attracting day visitors or
tourists as well as local residents. In addition, the attraction must be a single business, under a
single management, so that it is capable of answering the economic questions on revenue,
empl oyment etc. 0O

2.1 Research objectives

The purpose of the survey is to monitor trends in the visitor attraction sector in England and to
improve understanding of the dynamics of the sector. The findings contribute to regional and
national estimates of the economic impact of tourism and inform regional development and
planning work. The results of the survey allow operators to benchmark their operation within
their category, within their region and across the sector as a whole.

2.2 Survey method

Since the 2008 survey, attractions have had the option of online survey completion in addition

to the postal self-completion survey. All attractions for whom email contacts were held were

sent an email invitation to take part, with a link to their at t racti onds onl ine
Attractions not responding were subsequently sent a postal questionnaire alongside attractions

for whom no email contacts were held.

Response to the online option was again notable, with a significant proportion of all responding
attractions choosing to complete the survey online. Intrinsically linking the survey with the
guarterly England Attractions Monitor (the related online survey providing rapid feedback to the
industry on visit trends and attitudes) using a single online platform has undoubtedly continued
to increase participation in both this survey and the England Attractions Monitor.
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A copy of the questionnaire used can be found in Appendix 2.

BDRC Continental holds the contract for the survey in England and is responsible for the
preparation of this report.

It is important to highlight that major individual attractions can have a significant impact upon
the proportion of visits within each region and attraction category. Their participation or non-
participation in the survey year-on-year can result in significant fluctuations in the data within
each region and attraction category.

2.3 Population, sample and response rate

7,217 English visitor attractions were invited to take part in the 2010 survey. 1,896 English
visitor attractions provided visits figures for the year 2010, an effective response rate of 26%.

Given that the value of this report lies predominantly in the assessment of trends over time,
perhaps the more important sample size measure is the number of attractions providing
admissions information for both 2010 and 2009. This response rate is now stable - in 2010
there were 1,802 such attractions, similar to the response in 2009 (1,806) and significantly
higher than the equivalent number in 2008 (1,684) and 2007 (1,348).

A further 621 attractions (8%) responded but did not take part in the survey as they were either
closed, could not provide visit figures for lack of information, they did not consider themselves
to meet the definition of an attraction, they did not wish to participate in the survey or were
returned as undeliverable questionnaires.

Table 2.1 Response rate by attraction category

Number of attractions Number of attractions that  Effective
Category .

surveyed provided data response rate
Country parks 272 55 20%
Farms 219 56 26%
Gardens 543 109 20%
Historic properties 1,308 474 36%
Leisure/Theme parks 232 28 12%
Museums/Art Galleries 2,026 642 32%
Steam/heritage railways 115 32 28%
Visitor/heritage centres 251 83 33%
Wildlife attractions/zoos 546 85 16%
Workplaces 192 58 30%
Places of worship 502 121 24%
Other 1,011 153 15%
Total 7,217 1,896 26%

Response rates within the two attraction categories which account for over half of all English
attractions i museums/art galleries (32%) and historic properties (36%) i were above average.
Visitor admissions data provided at Head Office level by English Heritage, National Trust and
the Museums, Libraries and Archives Council have made a significant contribution to these
levels of response, particularly for the key larger attractions.
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Guide to the tables

Confidentiality

Visit figures for individual attractions do not appear in this report if the attraction operator did
not authorise them for publication. Data provided by operators who requested confidentiality is
included in the aggregated calculations. 435 attractions requested that their visit figures remain
confidential in 2010, a notable increase compared with 380 in 2009, 397 in 2008, 398 in 2007
and 376 in 2006.

Estimates
If operators have stated their visits are estimates in 2010, this is clearly indicated in section 10
wi t h #ollowirg Ehé number of visits.

Admission

Tables in section 10 include the charging status of each vi si t or attraction.
admission to the main attraction is free of charge. However, it should be noted that some free
attractions may charge for entry to particular parts of the attraction or special exhibitions.
Where an attraction charges admission for the main attraction element, the adult admission
price is noted (if provided by the attraction in the 2010 survey).

Symbols
In the table, an asterisk is used to indicate a percentage is less than 0.5%. A plus or minus
sign indicates whether the value is positive or negative. NA (not available) indicates that the

sample base value is too low to allow robust analysis of the data.

Sample Base Values
Please note that throughout the report the base values in the tables may not necessarily sum

to the total sample size due to respondents leaving questions unanswered.
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Abbreviations

Abbreviation Category

CP Country Parks

F Farms

G Gardens

HH Historic houses/castles
OHP Other historic properties
LTP Leisure/Theme Parks
MAG Museums/Art Galleries
R Steam/Heritage Railways
VvC Visitor/Heritage Centres
Wi Wildlife Attractions

WP Workplaces

WO Places of Worship

(0] Other

Abbreviation Government Office Region
EAST East

EM East Midlands

LON London

NE North East

NW North West

SE South East

SW South West

WM West Midlands

Y&H Yorkshire/ The Humber

Description
Country parks and forest parks

Farms, rare breeds, shire horse centres and farm animals
Gardens, arboretums and botanical gardens

Historic houses, historic houses and gardens, palaces, castles,
forts

Historic monuments, archaeological sites, historic ships,
windmills, watermills and other historic properties

Leisure parks and theme parks

Museums and/or art galleries and science centres
Steam railways and heritage railways
Visitor centres and heritage centres

Nature reserves, wetlands, wildlife trips, safari parks, zoos,
aquariums and aviaries
Distilleries, vineyards, breweries and industrial or craft premises

Cathedrals, churches and other places of worship

Attractions that do not fit into any of the categories outlined
above

Counties/unitary authorities within region

Counties: Bedfordshire, Cambridgeshire, Essex, Hertfordshire, Norfolk,
Suffolk

UAs: Luton, Peterborough, Southend-on-Sea, Thurrock

Counties: Derbyshire, Leicestershire, Lincolnshire, Northamptonshire,
Nottinghamshire

Uas: Derby, Leicester, Nottingham, Rutland

All Greater London boroughs

Counties: County Durham, Northumberland

UAs: Darlington, Hartlepool, Middlesborough, Redcar & Cleveland,
Stockton-on-Tees

Former Met.: Tyne and Wear (Gateshead, Newcastle, N Tyneside, S
Tyneside, Sunderland)

Counties: Cheshire, Cumbria, Lancashire

UAs: Blackburn with Darwen, Blackpool, Halton, Warrington

Former Met.: Greater Manchester (Bolton, Bury, Manchester, Oldham,
Rochdale, Salford, Stockport, Tameside, Trafford, Wigan), Merseyside
(Liverpool, Knowsley, Sefton, St Helens, Wirral)

Counties: Buckinghamshire, East Sussex, Hampshire, Kent, Oxfordshire,
Surrey, West Sussex

UAs: Bracknell Forest, Brighton & Hove, Isle of Wight, Medway, Milton
Keynes, Portsmouth, Reading, Slough, Southampton W. Berkshire, Windsor
& Maidenhead, Wokingham

Counties: Cornwall, Devon, Dorset, Gloucestershire, Somerset, Wiltshire,
Isles of Scilly

UAs: Bath & NE Somerset, Bournemouth, Bristol, N Somerset, Plymouth,
Poole, Swindon, Torbay, S Gloucestershire

Counties: Shropshire, Staffordshire, Warwickshire, Worcestershire

UAs: Herefordshire, Stoke-on-Trent, Telford & Wrekin

Former Met.: West Midlands (Birmingham, Coventry, Dudley, Sandwell,
Solihull, Walsall, Wolverhampton)

Counties: North Yorkshire

UAs: East Riding of Yorkshire, Kingston-upon-Hull, NE Lincolnshire, N
Lincolnshire, York

Former Met.: South Yorkshire (Barnsley, Doncaster, Rotherham, Sheffield)
West Yorkshire (Bradford, Calderdale, Kirklees, Leeds, Wakefield)
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3. England visit trends 2009 -2010

This chapter analyses trends in the number of visits to English attractions that provided data
for both 2009 and 2010. 1,802 English visitor attractions taking part in the survey provided
visits figures for both 2009 and 2010.

The 1,802 English visitor attractions that provided visits figures for both years reported an
average increase of +3% in 2010. Annual percentage changes by year are presented below:

Year %
2010 +3%
2009 +5%
2008 +2%
2007 +3%
2006 +3%
2005 -*0%
2004 +1%
2003 +2%
2002 +8%

Attractions undoubtedly benefitted from domestic tourism trends in 2009, with domestic
overnight stays made by residents of England increasing significantly and spend on trips
abroad declining for the first time in over 40 years. 2010 has seen a softening of these tourism
trends and an associated slow down in the rate of increase in visits to attractions to similar
levels observed between 2006 and 2008.

3.1 England visit trends 2009-2010 by attraction category

Table 3.1 England visit trends 2009-2010 7 by attraction category (%)

Attractions % Change

Category sample Increase No change Decrease 09/08
Country parks (54) 37% 35% 28% +4
Farms (50) 34% 18% 48% -5
Gardens (103) 42% 11% 48% -6
Historic houses/castles (336) 47% 7% 46% +1
Other historic properties (127) 39% 12% 50% +15
Leisure/theme parks (25) 44% 16% 40% -1
Museums/art galleries (622) 51% 6% 43% +5
Steam/heritage railways (28) 39% 11% 50% +1
Visitor/heritage centres (75) 40% 15% 45% -3
Wildlife attractions/zoos (79) 25% 23% 52% -3
Workplaces (51) 45% 27% 27% +4
Places of worship (113) 53% 17% 30% +4
Other (139) 39% 15% 46% +2
England (1,802) 45% 11% 43% +3
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Commensurate with the slow down in the rate of growth in visitor admissions in 2010, the
proportion of attractions reporting an increase in visits also returned to pre-2009 levels (when
64% of attractions reported a rise in visitor admissions). 45% of attractions reported an
increase in visits in 2010, similar to that observed in 2008 (46%), 2007 (51%) and 2006 (48%).

The performance of attractions varied by category in 2010. Visits to museums / art galleries
(+5%) increased significantly, particularly to those which were free, continuing their very strong
performance of recent years. By way of comparison, visits to museums /art galleries increased
by +3% in 2009 and +7% back in 2008.

Country parks (+5%), workplaces (+4%) and places of worship (+4%) also outperformed the
market overall, the latter building upon increases of +6% in 2009 and +5% in 2008. The strong
performance of other historic properties was driven by a single attraction.

However, the market was suppressed by declines in visits to gardens (-6%), farms (-5%),
wildlife attractions/zoos (-3%) and visitor/heritage centres (-3%). The generally poor weather
experienced during the 2010 peak summer season is likely to have played a strong role in the
decrease in visits to these, primarily outdoor, attractions.

Gardens, farms and wildlife attractions / zoos had all reported year-on-year increases in visits
in recent years. Indeed, the declines in visits to farms and wildlife attractions / zoos were the
first since the Foot and Mouth outbreak in 2001 and the decline in garden visits the first since
2006.

3.2 English visit trends 2009-2010 by admission type

Table 3.2 England visit trends 2009-2010 7 by admission type (%)

Attractions % Change
Admission sample Increase No change Decrease 10/09
Free (759) 47 17 36 +6
Paid (1,043) 44 7 49 -1
England (1,802) 65 11 43 +3

Visits to free attractions drove the overall increase in admissions in 2010, rising by +6%. This
was driven ostensibly by museums and art galleries (+6%), which make up around half of all
free attractions, and to a lesser extent, by places of worship (+10%).

Conversely, paid attractions fared less well, reporting a -1% decline in visits. This decline was
driven primarily by falls in visits to paid admissions gardens, farms and wildlife attractions /
zoos, plus a flat position for leisure / theme parks, historic properties and museums / art
galleries.

Table 3.3, overleaf, presents visit trends by free/paid admission within each category type.
There are some notable shifts in visits to both free and paid attractions by attraction category

type.
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Table 3.3 England visit trends 2009-2010 7 by attraction category and admission type (%)

Attractions % Change
Category Admission sample 10/09
Country parks Free (41) +5
Paid (13) -3
Farms Free (12) +2
Paid (38) -6
Gardens Free (13) +3
Paid (90) -7
Historic houses/castles Free (28) +3
Paid (308) +*
Other historic properties Free (40) +63
Paid (87) +1
Leisure/Theme parks Free 4) -6
Paid (21) -*
Museums/Art Galleries Free (377) +6
Paid (245) +*
Steam/heritage railways Free (4) -1
Paid (24) +1
Visitor/heritage centres Free (48) -3
Paid 27) -3
Wildlife attractions/zoos Free (22) +1
Paid (57) -4
Workplaces Free (31) +5
Paid (20) +1
Places of worship Free (101) +10
Paid (12) -*
Other Free (38) +3
Paid (101) +1
England Free (759) +6
Paid (1,043) -1

3.3 English visit trends 2009-2010 by volume of visits to attractions

Table 3.4 England visit trends 2009-2010 7 by volume of visits (%)

Attractions % Change
Volume of visits sample Increase No change Decrease 10/09
10,000 or less (672) 44 15 41 -2
10,001-20,000 (244) 46 9 45 -*
20,001-50,000 (339) 45 9 46 -*
50,001-100,000 (202) 41 6 52 +*
100,001-200,000 (157) 50 9 41 -*
Over 200,000 (188) 49 14 37 +4
England (1,802) 45 11 43 +3

The increase in visits in 2010 was driven almost entirely by the very largest attractions, with
over 200,000 visitors recorded per annum. The largest 10% of attractions appear to be
currently compensating for the remaining 90%. Many of the large, free national museums / art
galleries reported notable increases in visits in 2010. These largest attractions reported a +4%
increase in visits, with smaller attractions remaining stable compared with 2009. The very
smallest attractions, with fewer than 10,000 visitors per annum continued to perform less well,

reporting a -2% decline in 2010.
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3.4 English visit trends 2009-2010 by geographic location

Table 3.5 England visit trends 2009-2010 i by geographic location (%)

Attractions % Change
Geographic location sample Increase No change Decrease 10/09
Coastal (201) 45 11 44 -*
Rural (942) 40- 13 47 -1
Urban (642) 52 10 38 +6
England (1,802) 45 11 43 +3

2010 saw the strong return of visits to urban attractions (+6% on 2009), following the
successes of rural attractions in 2009. In recent years prior to 2009, urban attractions had
tended to deliver the most significant increases in visitor admissions, led by London and
museums/art galleries (or both) and 2010 appears to seen a return to this pattern. Over half
(52%) of urban attractions reported an increase in visits in 2010 compared to just 38%
reporting a decrease.

Visits to rural attractions declined slightly in 2010, by -1%. Back in 2009, rural attractions
reported the strongest increase in visits at +7%, many benefitting the positive trends within the
tourism market. Visits to coastal attractions were broadly similar to 2009, also falling back
slightly following a positive performance in 2009, when visits increased by +3% on 2008.

3.5 English visit trends 2009-2010 by proportion of overseas visits

Table 3.6 England visit trends 2009-2010 i by proportion of overseas visits (%)

Attractions % Change
Overseas Vvisits sample Increase No change Decrease 10/09
30% or less (1,270) 44 12 43 +1
Over 30% (83) 51 18 31 +7
England (1,802) 45 11 43 +3

As in 2009, reflecting the fact that visits to attractions made by visitors from overseas held up
well, visits to those attractions for whom overseas visitors represent over 30% of their
admissions also increased strongly 7 by +7%. The strong performance of attractions in
London, particularly the free museums, lies at the heart of this increase in overseas visitors.

3.6 English visit trends 2009-2010 by proportion of child visits

Table 3.7 England visit trends 2009-2010 17 by proportion of child visits (%)

Attractions % Change
Child visits sample Increase No change Decrease 10/09
30% or less (1,056) 44 13 43 +1
Over 30% (370) 44 12 43 +2
England (1,802) 45 11 43 +3

There was little difference in visitor admission increases between attractions with more than
30% of visits made by children (+2%) 7 perhaps described as 6family -aahd r act |
attractions with fewer than 30% of children (+1%).
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4. Visittren ds 7 by origin (2009 -2010)

This chapter, introduced for the first time in 2009, analyses trends in the number of visits to
English attractions made by those living locally / within day trip distance and those from
overseas.

The 808 English visitor attractions that provided an estimate of the proportion of visitors living
locally / within day trip distance for both 2009 and 2010 reported an average increase of +2%
in the number of these visitors in 2010. Although still a notable increase on 2009, this
represents a slow down in the rate of increase in local visitors T the increase reported in 2009
being +8%.

Visits made by overseas visitors increased significantly. The 776 English visitor attractions
that provided an estimate of the proportion of visitors from overseas reported an average
increase of +6% in 2010. This despite the continued challenging conditions within the inbound
holiday market, where visits to the UK for holiday purposes or to visit friends/relatives declined
by -1% in 2010.

4.1 Visit trends by origin (2009-2010) 1 by attraction category

Table 4.1 Visit trends by origin (2009-2010) i by attraction category (%)

Local Visitors Overseas Visitors
Attractions % Change  Attractions % Change

Category sample 10/09 sample 10/09
Country parks (29) +7 (23) +27
Farms (31) -12 (29) -3
Gardens (53) -3 (46) +2
Historic houses/castles (138) +1 (102) +2
Other historic properties (40) +6 (41) +39
Leisure/Theme parks (13) +1 (12) -2
Museums/Art Galleries (289) +4 (281) +1
Steam/heritage railways (14) +3 (12) +2
Visitor/heritage centres (44) -1 (44) -*
Wildlife attractions/zoos (39) -6 (38) -1
Workplaces (33) +5 (30) -11
Places of worship (66) +18 (62) +7
Other (59) +2 (56) +12
England (808) +2 (776) +6

The increase in those living locally / those within day trip distance has been driven by places of
worship (+18%), country parks (+7%) and other historic properties (+6%). Local visits were
held back by declines in local visitor admissions to farms (-12%), wildlife attractions / zoos (-
6%) and gardens (-3%). This would suggest that the overall decline in visits to these three
attraction categories in 2010 has largely been driven by decreases in local visitors.
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4.2 Visit trends by origin (2009-2010) 1 by English GOR

Table 4.2 Visit trends by origin (2009-2010) i by English GOR (%)

Local Visitors

Overseas Visitors

Region Attractions % Change Attractions % Change
sample 10/09 sample 10/09

North West (82) +3 (79) +6
North East (41) +14 (41) -1
Yorkshire/The Humber (79) -3 (77) +6
East Midlands (93) +4 (85) +2
West Midlands (64) +* (60) +19
East (129) -* (127) -9
London (48) +13 (49) +6
South East (151) -4 (143) +3
South West (121) +5 (115) +14
England (808) +2 (776) +6

The increase in visitors living locally / within day trip distance was driven primarily by those
visiting London attractions (+13%) and attractions in the North East (+14%), although visits by
local visitors also increased notably among South West (+5%) and East Midlands (+4%)

attractions.

The number of overseas visitors increased most strongly among attractions within West

Midlands (+19%) and South West (+14%) regions.

There was also evidence of strong

performance of overseas visitors among London attractions, with overseas visitors increasing

by +6% in 2010 compared with just +3% in 2009.

significantly among attractions within the East region (-9%).

4.3 Visit trends by origin 2009-2010 - by admission type

Table 4.3 Visit trends by origin 2009-2010 7 by admission type (%)

Local Visitors

Overseas Visitors

Attractions % Change  Attractions % Change
Admission sample 10/09 sample 10/09
Free (343) +6 (320) +9
Paid (465) -2 (456) +2
England (808) +2 (776) +6

However, overseas Vvisits declined

The increase in local visits to attractions in 2010 was driven by free attractions, reflecting the

continued uncertain state of the domestic economy.

attractions actually fell by -2% in 2010.

Indeed, visits by local visitors to paid

The picture was somewhat healthier within the overseas visitor market, although reflecting the
overall market, it was free attractions which led the way (increasing overseas visits by +9%).

However, overseas visits to paid attractions also increased in 2010 i by +2%.
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4.4  Visit trends by origin 2009-2010 - by volume of visits to attractions

Table 4.4 Visit trends by origin 2009-2010 7 by volume of visits (%)

Local Visitors Overseas Visitors
Attractions % Change  Attractions % Change
Volume of visits sample 10/09 sample 10/09
10,000 or less (349) -3 (328) +1
10,001-20,000 (108) +* (104) +3
20,001-50,000 (136) -* (135) +7
50,001-100,000 (82) +2 (80) +3
100,001-200,000 (63) +3 (63) +1
Over 200,000 (70) +2 (66) +7
England (808) +2 (776) +6

The rate of increase in visitors living locally / within day trip distance did not vary significantly in
terms of size of attraction. In line with visits overall, local visitors decreased among attractions
with annual visits of 10,000 or fewer.

Whereas overseas visits increased more significantly in 2009 among smaller attractions, 2010
has seen a reversal of this pattern, with visits increasing most rapidly among the very largest
attractions with over 200,000 visits per annum.

4.5 Visit trends by origin 2009-2010 - by geographical location

Table 4.5 England visit trends 2009-2010 7 by geographic location (%)

Local Visitors Overseas Visitors
Attractions % Change Attractions % Change
Geographic location sample 10/09 sample 10/09
Coastal (93) +* (94) +9
Rural (416) +1 (395) -3
Urban (285) +4 (276) +7
England (808) +2 (776) +6

As among visits overall, local visits increased most significantly for urban attractions. Local
visits increased by +4% for these attractions compared with a flat picture for each of coastal
(+*%) and rural (+1%) attractions.

Urban attractions also fared well within the overseas market in 2010, with overseas visits
increasing by +7% among these attractions. Coastal attractions also performed well in this
regard, with visit increasing by +9%.
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5. English Government Office R egion visit trends 09-10

This chapter provides an analysis of trends by English Government Office Region (GOR). It is
based on 1,802 attractions that provided visits figures for both 2009 and 2010. The trends in
these tables should be treated with caution due to the smaller number of attractions when the
data is broken down within region.

5.1 Visit trends 2009-2010 by English government office region

Table 5.1 Overall visit trends 2009-2010 i by England GOR (%)

Attractions

Region sample Increase Similar Decrease % Change
North West (185) 45 11 44 +3
North East (108) 44 7 48 -1
Yorkshire/The Humber (177) 36 12 52 -*
East Midlands (175) 43 10 47 -1
West Midlands (160) 45 10 45 +2
East (256) 45 13 43 +*
London (110) 55 16 28 +6
South East (347) 49 11 40 +3
South West (284) 44 12 44 +1
England (1,802) 45 11 43 +3

Reflecting its proliferation of large, free national museums, London (+6%) reported the
strongest increase in visitor admissions in 2010. Over half (55%) of London attractions still
managed to increase their visitor admissions and only 28% reported a decrease, compared
with 43% across England as a whole.

The South East (+3%) and North West (+3%) also reported notable increases, although even
in these regions the performance of individual sectors varied considerably. The North West
perhaps performed particularly well given that data for overnight domestic tourism showed one
of the more significant declines in this region.

Overall, the strong increases in visits to attractions in the South East (+10%) and South West
(+6%) back in 2009, which were largely assisted by trends in the domestic tourism market,
have not continued in 2010. This also reflects some relative movements back away from these
regions within the 2010 overnight domestic tourism market. However, visits to attractions in
these regions have far from fallen back, instead generally being maintained at similar or slightly
better levels to those observed in 2009 i visits to South East attractions increased by +3% and
to South West attractions by +1%.

Visits to attractions did not fall significantly in any region, with only the North East (-1%), East
Midlands (-1%) and Yorkshire/The Humber (-*%) reporting any declines. Perhaps of most
concern is within Yorkshire/The Humber, who reported the highest proportion of attractions
with decreasing visitor admissions and the lowest proportion with increasing admissions.
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5.2 Visit trends 2009-2010 by attraction category by English GOR

The trends in this table should be treated with caution since these are based on many regions
on very small samples of attractions providing visits data in both 2009 and 2010.

Table 5.2 Visit trends 2009-2010 by England GOR 1 by attraction category (%)

Attractions

Category sample NW NE Y&H EM WM EAST LON SE SW England
?;trrnarfltelons (185) (108) (177) (175) (160) (256) (110) (347) (284) (1,802)
CP (54) +24 +23 -2 +2 +3 +3 n/a +* -2 +4

F (50) -6 0 +* -15 +4 +12 +30 -31 -3 -5

G (103) -5 -13 -3 +2 -3 +2 -12 -7 -2 -6

HH (336) +2 -4 -2 +4 -1 +2 +* -1 +6 +1
OHP (127) -4 +4 -7 -4 +3 -* +53 +5 +4 +15
LTP (25) +8 n/a -9 -24 +3 -9 0 +14 -2 -1
MAG (622) +2 -4 -2 -6 +4 +7 +7 +27 +3 +5

R (28) +7 +7 +13 +31 +4 -3 n/a +7 -6 +1

VC (75) -13 -8 -16 +2 +3 -2 +60 +4 -3 -3

Wi (79) -1 -2 +37 -4 -8 -5 -5 -4 -4 -3

WP (51) -7 -2 +4 -2 +2 +1 +44 +1 +13 +4
WO (113) +2 +3 +47 -4 +12 +18 +1 +2 +3 +4

0] (139) +2 +9 +9 -4 +2 -1 +3 -6 -2 +2
Total 1,802 +3 -1 - -1 +2 +* +6 +3 +1 +3

Increases in visits to London attractions were driven by museums / art galleries, whose visits
withintheregi on i ncreased by +7%. However, the regio
the small number of farms (+30%), other historic properties (+53%), visitor / heritage centres

(+60%) and workplaces (+44%), which all reported significant increases. Gardens (-12%) were

the only category to see a reduction in admissions within London.

Elsewhere, the picture was mixed, with some attraction categories reporting increases and
others decreased in admissions. For example, the increase in overall visits within the South
East were driven by the very strong performances of museums / art galleries (+27%) and
leisure / theme parks (+14%), but even within this region there were five other attraction
categories which reported visit admission decreases overall.

However, with around a third of all responding attractions across the country being museums /
art galleries, the regional performance tended to reflect the extent to which visits to this
category had increased or decreased. The only three regions who reported an overall decline
in visitor admissions were also the only three regions which reported declines in visits to
museums / art galleries i the North East (-4%), Yorkshire / The Humber (-2%) and East
Midlands (-6%).

Country parks i many of which are free 7 fared well in 2010, with visits overall increasing by
+4%. The majority of regions reported visit increases to country parks, although even here,
two regions (Yorkshire / The Humber and South West) reported falling admissions.
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Visits to the outdoor attractions - farms, gardens and wildlife attractions / zoos i all decreased
overall, although even within these categories, some regions bucked the trend. However,
perhaps wildlife attractions/ zoos reported the most consistent declines in visitor admissions in
2010, with only one region reporting visit increases.

Places of worship performed well overall, with visits increasing by +4% across England.
Indeed, only the East Midlands reported a decline in visits to places of worship.

5.3 Visit trends 2009-2010 by English GOR by admission type

Table 5.3 Visit trends 2009-2010 by English GOR T by admission type (%)

Attraction
Category sample NW NE Y&H EM WM EAST LON SE SW England
ég;ﬁ;l“eo”s (185) (108) (177) (175) (160) (256) (110) (347) (284) (1,802)
Free (759) +6 -* +* +2 +5 +2 +9 +19 +1 +6
Paid (1,043) +1 -1 -1 -5 +* -1 -2 -4 +* -1
England (1,802) +3 -1 -* -1 +2 +* +6 +3 +1 +3

Visits to free attractions increased all regions, with the exception of the North East (-*%). In
several regions, increases to free attractions were highly significant and were responsible for
the strong performance of the region overall. In London, visits to free attractions were up by
+9% and in the South East, by +19%. Indeed, the regions which increased their visits most
significantly were the ones whose free attractions increased their visitor admissions most
strongly.

All regions struggled to see increases in visits to paid attractions, with only the North West
(+1%), West Midlands (+*%) and South West (+*%) reporting modest increases. Indeed, East
Midlands (-5%), South East (-4%) and London (-2%) all reported notable declines, the latter

two regionsd positive performance being driven
attractions.

5.4 Visit trends 2009-2010 by volume of visits by English GOR

Table 5.4 Visit trends 2009-2010 by English GOR by volume of visits (%)

Attraction
Category sample NW NE Y&H EM WM EAST LON SE SW England
?:r;arjte"’”s (185) (108) (177) (175) (160) (256) (110) (347) (284) (1,802)
10,000 or less (672) -3 -2 -2 +2 -9 -2 +2 -1 -1 -2
10,001-20,000 (244) -2 -2 -4 +4 -7 -2 +15 +6 -4 -*
20,001-50,000 (339) -2 -5 -2 -3 +3 -3 +13 +1 +2 -*
50,001-100,000 (202) +3 -1 -5 -1 +* +1 -4 +6 +1 +*
100,001-200,000 (157) -2 +3 -7 -5 +1 +8 +17 -6 +2 -*
Over 200,000 (188) +4 -1 +2 +2 +4 -2 +6 +7 +* +4
England (1,802) +3 -1 -* -1 +2 +* +6 +3 +1 +3
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Across England as a whole, the very largest attractions (over 200,000 visitors per annum)
tended to drive the increase in attraction visits. This was the case across most regions and in
particular, London (+6%) and the South East (+7%). However, both the East (-2%) and North
East (-1%) reported declines in its very largest attractions overall.

Conversely, the very smallest attractions with fewer than 10,000 visitors per annum tended to
struggle in 2010, reporting declines of -2% across England as a whole. Again, this was the
situation across most regions and in particular, the West Midlands (-9%). However, the
smallest attractions in both London (+2%) and East Midlands (+2%) managed to reverse this
pattern, reporting small visitor admission gains.

5.5 Visit trends 2009-2010 by geographic location by English GOR

Table 5.5 Visit trends 2009-2010 by England GOR by geographic location (%)

Attractions

Category sample NW NE Y&H EM WM EAST LON SE SW England
ég;ﬁ;l“eo”s (185) (108) (177) (175) (160) (256) (110) (347) (284) (1,802)
Coastal (201) +9 +1 +5 -1 n/a -4 n/a +2 -1 -*

Rural (942) +2 +2 -1 -3 + -1 n/a -4 +1 -1

Urban (642) +3 -4 -1 +3 +6 +8 +6 +23 +1 +6
England (1,802) +3 -1 * -1 +2 +* +6 +3 +1 +3

Urban attractions led the way in 2010 in terms of increasing visitor admissions, reporting a
+6% increase in visits across England as a whole. Visits to urban attractions increased most
significantly in the South East (+23%).

However, visits to urban attractions declined in both the North East (-4%) and Yorkshire / The
Humber (-1%), these urban (and often free) attractions being at the root of why visits to
attractions overall declined within these regions.

Both coastal and rural attractions were fairly stable in terms of visitor admissions in 2010,
although this masked some notable movements within individual regions:
e The North West (+9%) and Yorkshire / The Humber (+5%) saw some strong
increases in visits to its coastal attractions;
e The South East (-4%) reported a significant drop in visits to its rural attractions,
with some particularly notable declines in visits to farms (-31%).
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6. Adult admission price trends 2009 -2010

57% of English attractions responding to the survey charged entry to the main attraction in
2010, slightly lower than the proportions observed in recent years. Indeed, there has been a
gradual decrease in the proportion of paid attractions taking part in the survey in recent years.
In both 2009 and 2008, 59% of attractions were paid admission, in 2007 (61%), 2006 (63%)
and 2005 (64%).

Some 582 paid attractions that responded to the survey in both 2009 and 2010 provided
admission charges in both years. The average adult admission charge increased by 32p in
2010, an increase of +5% - once again not untypical of the annual admission charge increases
reported in recent years (in 2009, admissions charges increased by +4%). Average admission
charges for adults across attractions in England increased from £6.40 in 2009 to £6.72 in 2010.

6.1 Adult admission prices 2009-2010 by English GOR

Table 6.1 shows the percentage change in average adult admission charge between 2009 and
2010 within each Government Office Region.

Table 6.1 Adult admission prices 2009-2010 (paid admission attractions) 1 by GOR (%)

Average adult charge

Attractions

Region sample 2009 2010 % Change 10/09
North West (53) £7.21 £7.64 +6
North East (28) £5.26 £5.63 +7
Yorkshire/The Humber (53) £5.48 £5.75 +5
East Midlands (50) £6.58 £6.98 +6
West Midlands (44) £6.88 £7.29 +6
East (94) £5.79 £6.02 +4
London (23) £7.61 £7.76 +2
South East (126) £6.70 £7.10 +6
South West (1112) £6.29 £6.54 +4
England (582) £6.40 £6.72 +5

Increases in adult admission charges were similar across all regions except London, whose
attractions increased charges by just +2% on ave
remain the most expensive, at £7.76 per adult, although North West paid attractions are now

not too far behind at £7.64 per adult.

The North Eastds attractions r e madults,eatdan avhrage d6fe a st
£5.63 in 2010, although the gap is somewhat narrowing, with adult admission charges
increasing the most significantly in this region, by +7%.
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6.2 Adult admission prices 2009-2010 by volume of visits

Table 6.2 Adult admission prices 2009-2010 (paid admission attractions) i by visits (%)

Average adult charge

Attractions

Volume of visits sample 2009 2010 % Change 10/09
10,000 or less (235) £4.68 £4.87 +4
10,001-20,000 (88) £6.03 £6.33 +5
20,001-50,000 (98) £6.61 £7.14 +8
50,001-100,000 (64) £6.54 £6.93 +6
100,001-200,000 (51) £8.40 £8.82 +5
Over 200,000 (46) £11.21 £11.55 +3
England (582) £6.40 £6.72 +5

Attractions with higher visitor admissions continued to report higher average adult admission
charges. Whereas the average adult admission charge in 2010 was £4.87 among attractions
with 10,000 or fewer visitors, among attractions with over 200,000 visitors average adult
admission was £11.55.

As was the case in 2009, increases in average adult admission charges were similar among
small, medium and large attractions in 2010.

6.3 Adult admission prices 2009-2010 by attraction category

Table 6.3 Adult admission prices 2009-2010 (paid admission) T by category (%)

Category Attractions Average adult charge % 10/09
Sample 2009 2010

Country parks (6) £5.20 £5.25 +1
Farms (24) £6.91 £7.19 +4
Gardens (55) £5.22 £5.64 +8
Historic houses/castles (135) £6.19 £6.44 +4
Other historic properties (34) £4.31 £4.53 +5
Leisure/theme parks (12) £15.74 £17.00 +8
Museums/art galleries (168) £4.34 £4.51 +4
Steam/heritage railways (16) £7.07 £7.35 +4
Visitor/heritage centres (16) £5.83 £6.00 +3
Wildlife attractions/zoos (39) £7.73 £8.27 +7
Workplaces (15) £4.66 £5.13 +10
Places of worship (9) £6.70 £6.90 +3
Other (53) £12.22 £12.95 +6
England (582) £6.40 £6.72 +5

Adult admission charge increases were also similar across most attraction categories. The
small number of workplaces (+10%) and leisure / theme parks (+8%) who provided admissions
in both years, reported the highest increases in admission charges. Gardens (+8%) and
wildlife attractions / zoos (+7%) also reported increases which were above average.
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Museums / art galleries now deliver the lowest average admission charges at £4.51, taking
over this position from other historic properties (£4.53). The highest average admission
charges were recorded for leisure/theme parks (£17.00) and wildlife attractions/zoos (£8.27).

6.4 Adult admission prices 2009-2010 by geographic location
Table 6.4 Adult admission prices 2009-2010 (paid admission)i by geographic location (%)

Average adult charge

Attractions

Location sample 2009 2010 % Change 10/09
Coastal 77) £6.59 £6.92 +5
Rural (342) £6.32 £6.70 +6
Urban (152) £6.55 £6.81 +4
England (582) £6.40 £6.72 +5

Each of coastal, rural and urban attractions increased their adult admission charges by similar
proportions in 2010. Each of these also reported similar average adult admission charges,
although coastal attractions again recorded the highest admission prices in 2010 (£6.92),
slightly higher than both rural (£6.70) and urban (£6.81) attractions.

6.5 Adult admission prices 2009-2010 by proportion of child visits

Table 6.5 Adult admission prices 2009-2010 (paid admission) i by child visits (%)

Average adult charge

Attractions

Child visits sample 2009 2010 % Change 10/09
30% or less (395) £6.14 £6.45 +5
Over 30% (139) £7.05 £7.47 +6
England (582) £6.40 £6.72 +5

Admission price increases were also similar among attractions which reported over 30% of
visits made by children (+6%) and attractions which reported 30% or fewer visits made by
children (+5%).

Attractions with over 30% of visits by children recorded higher than average adult admission
prices (£7.47) than those with 30% of fewer child visits (£6.45) in 2010.
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7. Revenue & m arketing expenditure trends 2009 -2010

7.1 Gross revenue trend 2009-2010

Attractions were asked to compare their gross revenue between 2009 and 2010 and detail the
overall percentage change. It should be noted that the average changes below are calculated
from percentage changes reported per attraction, not changes in actual revenue figures.

1,486 visitor attractions provided information on their gross revenue trend in the 2010 survey.

In line with the more modest increases in visitor admissions in 2010, gross revenues were also
reported to have increased by a smaller average percentage of +5% in 2010, compared with
+8% in 2009. This level increase observed in 2010 was similar the figures reported in 2008
and 2007 (both +5%).

Perhaps most noteworthy though is that the proportion of attractions reporting a decline in
gross revenue in 2010 rose sharply to 26% from just 15% in 2009. This proportion was the
same as that observed in 2008 and is the joint highest proportion of any of the past seven
years i 2007 (19%), 2006 (20%), 2005 (21%) and 2004 (22%). Conversely, only a third (35%)
reported an increase compared with 53% last year, 38% in 2008 and 47% in each of the
previous two years.

Table 7.1 Gross revenue trend 2009-2010 7 by English GOR (%)

Region Attractions sample Up Similar Down % 10/09
North West (155) 36 42 22 +5
North East (85) 38 32 31 +7
Yorkshire/The Humber (141) 35 38 27 +5
East Midlands (147) 30 39 31 +4
West Midlands (133) 35 38 27 +2
East (228) 31 42 27 +2
London (89) 30 44 26 +5
South East (277) 37 40 23 +7
South West (231) 38 37 25 +10
England (1,486) 35 39 26 +5

Despite visitor admissions only increasing by a modest +1% in the South West and admission
charges increasing by slightly less than the national average, gross revenue increased by
+10% overall. 38% of South West attractions saw their gross revenue increase, the joint
highest proportion of all regions. South East (+7%) and North East (+7%) attractions also saw
their gross revenues increase by above the national average.

Conversely, attractions in the West Midlands (+2%) and East (+2%) regions each saw gross
revenues increase by below the national average.
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London attractions, whose visitor admissions increased most significantly, reported only
average increases in gross revenues, the large free national museums perhaps finding it easier
to generate increased visits than increased gross revenue.

Table 7.2 Gross revenue trend 2009-2010 7 by attraction category (%)

Category Attractions sample Up Similar Down % 10/09
Country parks (45) 36 53 11 +10
Farms (53) 34 30 36 +3
Gardens (84) 42 36 23 +4
Historic houses/castles (252) 35 36 29 +5
Other historic properties  (105) 30 35 34 +4
Leisure/theme parks (28) 39 25 36 +4
Museums/art galleries (475) 31 49 19 +6
Steam/heritage railways  (32) 50 25 25 +4
Visitor/heritage centres (76) 28 39 33 +4
Wildlife attractions/zoos  (70) 39 29 33 +3
Workplaces (56) 61 16 23 +12
Places of worship (85) 26 49 25 +3
Other (125) 39 29 32 +4
England (1,486) 35 39 26 +5

Workplaces (+12%) reported the strongest increases in gross revenue and also by far the
greatest proportion of attractions reporting an increase in gross revenue (61%). This reflects
the above average increase in visitor admissions and also the significantly above average
increase in adult admission charges.

Country parks also reported strong increases in gross revenue, with this also reflecting above
average increases in visitor admissions. Country parks reported the lowest proportion of its
attractions with a decrease in gross revenue, at just 11% compared with 26% across England
as a whole.

Museums / art galleries (+6%) also reported increases in gross revenue slightly above the
national average, reflecting the strong performance of the category in terms of visitor
admissions in 2010. Only 19% of museums / art galleries reported a decrease in gross
revenue for the year.

Table 7.3 Gross revenue trend 2009-2010 7 by admission (%)

Attractions % Change
Admission sample Up Similar Down 10/09
Free (592) 27 53 20 +4
Paid (894) 40 30 30 +6
England (1,486) 35 39 26 +5

Note: percentages read across

Although free attractions were responsible for driving the increase in visitor admissions in
2010, it is paid attractions that contribute most strongly towards increasing gross revenue.

27 bdrc continental *




Gross revenue among paid attractions increased by +6% and just 4% among free attractions,
again evidence that perhaps free attractions find it more difficult to increase gross revenue
than visits. Indeed, 40% of paid attractions managed to increase their gross revenue in 2010
compared with just 27% of free attractions.

Table 7.4 Gross revenue trend 2009-2010 7 by volume of visits (%)

Attractions % Change
Volume of visits sample Up Similar Down 10/09
10,000 or less (620) 33 42 25 +7
10,001-20,000 (206) 36 39 25 +6
20,001-50,000 (270) 34 39 27 +3
50,001-100,001 (152) 30 41 30 +2
100,001-200,000 (110) 39 25 35 +6
Over 200,000 (128) 45 38 17 +6
England (1,486) 35 39 26 +5

Note: percentages read across

Unlike visitors admissions (where the very largest categories of attractions experienced the
strongest rate of growth and the very smallest the slowest growth rate), gross revenues
increased at similar rates regardless of attraction size.

However, as in 2009, these figures mask the trend which indicates that the largest attractions
are more likely to report an increase in gross revenue. 45% of attractions with more than
200,000 visitors per annum reported an increase in gross revenue in 2010, compared with 35%
of attractions overall. The largest attractions were also much less likely to report declines than
the smaller attractions. The implication is that the majority of the largest attractions, whilst
perhaps generating only modest increases in gross revenue, were at least likely to have
increased their revenue. However, the performance of smaller attractions was somewhat more
volatile i some generating large increases and some declines in gross revenue.

Table 7.5 Gross revenue trend 2009-2010 1 by geographic location (%)

Attractions

Geographic location sample Up Similar Down % Change 10/09
Coastal (179) 36 35 28 +5
Rural (808) 35 35 30 +4
Urban (483) 34 47 18 +8
England (1,486) 35 39 26 +5

Note: percentages read across

In line with the strong increase in visitor admissions to urban attractions, these attractions also
reported the highest average increase in gross revenues (+8%). Just 18% of urban attractions
reported a decrease in gross revenue in 2010 compared with 28% of coastal and 30% of rural
attractions.

However, gross revenues to both coastal (+5%) and rural attractions (+4%) also increased.
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Table 7.6 Gross revenue trend 2009-2010 7 by proportion of overseas visits (%)

Proportion of Attractions % Change
Overseas visits sample up Similar Down 10/09
30% or less (1,241) 34 38 28 +5

Over 30% (81) 47 40 14 +8
England (1,486) 35 39 26 +5

Note: percentages read across

Attractions with over 30% of their visits generated by overseas visitors reported a stronger
average increase in gross revenues (+8%) than attractions generating 30% or fewer overseas
visitors (+5%). This reflects the strong performance of attractions at increasingly attracting
overseas visitors in 2010, despite declines in overseas holiday visits to the UK. Almost half
(47%) of attractions with over 30% of visitors from overseas saw their gross revenues increase
compared with just 34% of attractions with fewer than 30% of its visitors from overseas.

Table 7.7 Gross revenue trend 2009-2010 1 by proportion of child visits (%)

Attractions % Change
Child visits sample Up Similar Down 10/09
30% or less (1,001) 36 38 26 +6
Over 30% (367) 33 38 29 +3
England (1,486) 35 39 26 +5
Note: percentages read across
Increases in gross revenuet o 6f ami | y6 atrt30%df itsivisits accowntet for by v e

children were not significantly different to those attractions with 30% or fewer child visitors in
2010. Attractions with over 30% of visitors being children saw gross revenues rise by an
average of +3% compared with +6% for attractions with 30% or less of their visitors being
children. This reflects the similarity of increases in both visitor admissions and adult admission
charges.
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7.2 Marketing expenditure trend 2009-2010

This section examines the movement in marketing spend at attractions between 2009 and
2010. Attractions were asked to indicate whether spend had increased, decreased or
remained similar compared with 2098. 1,477 attractions answered this question. Actual
expenditure was not sought.

Little had changed until 2010 in terms of the proportions of attractions increasing or decreasing
their marketing expenditure. However, 2010 has seen a slight dip in the proportion of
attractions reporting an increase in expenditure and an increase in the proportion reporting a
decrease. A sign of tighter economic times perhaps? 20% of attractions indicated an increase
in marketing spend in 2010 and 14% a decrease. Comparisons with the past five years:

e 2009 (21% recorded an increase and 11% a decrease)
e 2008 (21% recorded an increase and 11% a decrease)
e 2007 (22% recorded an increase and 12% a decrease)
e 2006 (24% recorded an increase and 11% a decrease)

e 2005 (25% recorded an increase and 10% a decrease)

Table 7.8 Movement in spend on marketing i by attraction category 2009-2010 (%)

Category Sample Increase Similar Down
Country parks (45) 24 60 16
Farms (53) 32 53 15
Gardens (83) 31 60 8
Historic houses/castles (250) 11 79 10
Other historic properties (106) 8 85 7
Leisure/theme parks (28) 18 54 29
Museums/art galleries (474) 20 63 18
Steam/heritage railways (32) 44 41 16
Visitor/heritage centres (76) 21 66 13
Wildlife attractions/zoos (69) 28 52 20
Workplaces (55) 18 67 15
Places of worship (85) 18 79 4
Other (1212) 31 57 12
England (1,477) 20 66 14

Note: percentages read across

Leisure/theme parks (29%) were most likely to report decreases in marketing expenditure, with
a notable proportion of wildlife attractions/zoos (20%) also cutting back. Despite declines in
visitor admissions, farms (32%) and gardens (31%) were more likely to have increased their
marketing expenditure in 2010.

Steam / heritage railways were the most likely of all attractions categories to have increased
their marketing expenditure, with 41% claiming to have increased this spend since 2009.
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Table 7.9 Movement in spend on marketing 1 by English GOR 2009-2010 (%)

Region
North West
North East

Yorkshire/The Humber
East Midlands
West Midlands

East
London
South East
South West
England

Sample
(160)
(83)
(145)
(145)
(133)
(221)
(o1)
(272)
(227)
(1,477)

Increase
17
16

18
21
17

23
12
25
22
20

Similar
65
71

70
65
63

68
66
65
65
66

Down

18
13

12
14
20

9

22
10
13
14

Despite the increase in visitor admissions, attractions in London were most likely to have
reduced their marketing expenditure i 20% claiming that this was reduced in 2010. Unlike in
the previous two years when the proportion of attractions in London increasing expenditure
was above average, attractions in this region were also least likely to have increased

marketing expenditure in 2010 (only 12% did so).

Conversely, attractions within the South East region were most likely to have increased

marketing spend, with 25% of attractions claiming to have done so in 2010.

Table 7.10 Movement in spend on marketing i by admission 2009-2010 (%)

Attractions

Admission sample Increase Similar Decrease
Free (595) 19 66 16
Paid (882) 22 66 12
England (1,477) 20 66 14

Note: percentages read across

As reported in recent years, paid attractions (22%) continued to be more likely to increase their
marketing expenditure than free attractions (19%).
reported in 2009, although the gap had narrowed in 2009 compared with the years immediately
prior to this (25% of paid attractions in 2008 versus 17% of free attractions, for example).

These were the same proportions as

Table 7.11 Movement in spend on marketing i by volume of visits 2009-2010 (%)

Attractions

Volume of visits sample Increase Similar Decrease
10,000 or less (607) 20 69 11
10,001-20,000 (210) 20 67 13
20,001-50,000 (270) 19 64 17
50,001-100,001 (155) 19 69 13
100,001-200,000 (111) 29 57 14
Over 200,000 (124) 24 58 18
England (1,477) 20 66 14

Note: percentages read across
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Changes to marketing spend among attractions with over 100,000 visits per annum tended to
be higher, 29% of attractions with 100,001-200,000 and 24% of attractions with over 200,000
visitors per annum reporting an increase in spend compared with 20% of attractions as a

whole.

However, these very largest attractions were also the most likely to report a decrease in
marketing spend, indicating perhaps greater year-on-year changes to approaches to marketing
within these very largest attractions.
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8. Provision of services trends 2009 -2010

Attractions taking part in the 2010 survey were asked about the services that they offered
across five dimensions:

e Online;

e Facilities;

e Interpretation;

¢ Events;

e Membership scheme.

1,447 attractions responded to this question, with provision of services ranging from 83% of
attractions across England that provided a website to just 15% who provide costumed
interpretation. Table 8.1 below illustrates how this provision has changed compared with
attractions taking part in the 2009 survey.

Table 8.1 Provision of services trends 2009-2010 (%)

% provided % 10/09

Online

Website 83 +5
Online booking 18 +5
Facilities

Retail shop 70 +3
Café/restaurant 47 -1
Costumed Interpretation 15 +3
Events

Public events 56 +7
Public venue hire 37 +3
Corporate events 27 -1
Member Scheme 50 +3

Provision of services grew significantly across several categories in 2010, most notably the
online services and provision of public events. 56% of attractions delivered public events in
2010 compared with just 49% in 2009. Availability of online booking facilities was perhaps the
most striking increase, with 18% providing this in 2010 compared with only 13% in 2009.

Only provision of cafes / restaurants and corporate events did not increase in 2010, reflecting
the continued suppressed business tourism market.

As Table 8.1 overleaf illustrates, provision of services varied significantly by attraction
category.
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Table 8.2 Provision of services 2010 by attraction category (%)

Category CP F G HH OHP LTP MAG R VC Wi WP WO (0] Eng
Sample (50) (52) (80)  (207) (79) (28) (495) (31)  (76) (75) (55)  (94) (125)  (1,447)
Online

Website 78 90 86 86 77 89 85 90 76 89 71 77 78 83
Online booking 15 15 16 28 19 43 13 42 12 28 13 14 23 18
Facilities

Retail shop 44 73 63 71 62 57 80 87 87 71 91 47 44 70
Café/restaurant 68 73 71 56 28 50 36 81 46 65 36 38 42 47
%i on 4 6 8 27 9 4 19 16 18 11 - 4 10 15
Events

Public events 84 52 65 65 44 32 56 61 58 61 33 68 39 56
Public venue hire 50 25 48 59 33 21 29 45 33 40 11 53 29 37
Corporate events 32 21 25 35 14 43 25 48 24 37 25 21 26 27
Member Scheme 56 75 66 70 46 54 48 74 45 79 18 19 24 50

Provision of websites was slightly up across many categories in 2010, but perhaps most
significantly among workplaces (up from 57% in 2009 to 71% in 2010) and places of worship
(67% to 77%).

Provision of online ticket booking facilities, although still fairly low overall, saw strong increases
in provision among historic attractions - historic houses / castles (16% in 2009 to 28% in 2010)
and other historic properties (7% to 19%). Farms (3% in 2009 to 15% in 2010) and places of
worship (5% to 14%) also saw notable increases in provision of online booking. Leisure /
theme parks (43%) and steam / heritage railways (42%) continue to lead the way in terms of
online booking provision.

The quarterly England Attractions Monitor has established the growing importance of public
eventsfor Englandd s at t r act i o again r@affidned Hy finsling® f@os this survey, with
over half (56%) offering public events in 2010, up by +7% on the previous year. Public event
provision at country parks was already high, but increased further in 2010 to 84% of attractions
compared with 69% in 2009. Other attraction categories experiencing strong increases in
public event provision in 2010 were:

e Farms (30% in 2009 to 52% in 2010);

e Gardens (46% to 65%);

e Steam / heritage railways (51% to 61%);

e Places of worship (47% to 68%).

The England Attractions Monitor has also highlighted the growing importance of member
schemes and this survey offers further evidence of this growth, with provision increasing by
+3% in 2010. Provision increased among most attraction categories, with wildlife attractions /
zoos (79%), farms (75%) and steam / heritage railways (74%) continuing to be the most likely
to offer.
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Public venue hire also increased in terms of provision in 2010, with 37% of all attractions now
offering. Historic houses / castles (59%) ands places of worship (53%) were the most likely to
offer this facility.

In terms of facilities, there were some attractions categories that were well ahead of the curve
in terms of providing retail shops and cafés/restaurants:

e Workplaces (91%) were most likely to offer a retail shop, with visitor / heritage
centres (87%), steam / heritage railways (87%) and museums / art galleries (80%)
not far behind;

e Steam / heritage railways (81%) were also highly likely to provide a café /
restaurant, as were farms (73%) and gardens (71%).

The heritage sector continued to lead the way in costumed interpretation, with historic
houses/castles (27%) much more likely than any other attraction category to offer this service.
Provision of costumed interpretation increased most significantly in 2010 for museums / art
galleries (13% in 2009, 19% in 2010), steam / heritage railways (11% to 16%) and wildlife
attractions / zoos (6% to 11%).

Whilst provision of corporate events did not increase in 2010, there were some increases in
provision among country parks (20% in 2009 to 50% in 2010), steam / heritage railways (37%
to 48%) and workplaces (17% to 25%).

Table 8.3 Provision of services 2010 by volume of visits (%)

10,000 10,001- 20,001- 50,001- 100,001- Over
or less 20,000 50,000 100,000 200,000 200,000

Volume of visits England
Sample (570) (202) (263) (148) (114) (150) (1,447)
Online

Website 74 85 92 88 85 92 83
Online booking 7 15 19 24 31 50 18
Facilities

Retail shop 51 77 84 83 86 83 70
Café/restaurant 23 40 56 68 80 84 a7
I(i\ct)g:—mion 6 14 20 20 25 23 15
Events

Public events 43 59 65 66 67 71 56
Public venue hire 21 35 43 51 57 60 37
Corporate events 14 26 26 32 46 60 27
Member Scheme 36 50 57 64 61 69 50

Provision of certain services also varied significantly by size of attraction. In terms of online
services, website provision was high. Even the very smallest attractions with fewer than
10,000 visitors per annum saw provision increase from 66% in 2009 to 74% in 2010).
Nevertheless, a quarter third (26%) of these attractions still did not offer a website in 2010.
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Online booking facilities remained the domain of only the very largest attractions. 50% of
those with over 200,000 visitors (up significantly from 41% in 2009) and 31% of those with
100,001-200,000 visitors offered online booking, with provision tailing off considerably among
attractions smaller than this. However, provision is growing even among smaller attractions.

Provision of retail shop and café/restaurant was generally high among attractions with over
20,000 visitors, but began to reduce significantly among attractions with 10,001-20,000 visitors
and dramatically among those with fewer than 10,000 visitors.

Within costumed interpretation, growth was driven by the very largest attractions, for whom
provision increased from 18% in 2009 to 23% in 2010. Provision was not the sole domain of
the larger attractions however, with similar proportions of attractions within the 20,001-100,000
visits per annum band providing costumed interpretation as the 100,001 or more band.

The strong increase in public event provision in 2010 was driven by the smaller attraction
categories, with the strongest increase in provision among the 50,001-100,000 visits per
annum category (increasing from 49% in 2009 to 66% in 2010). There were also notable
increases within the smaller attraction categories.

Corporate event provision declined steadily as attraction size reduced, with the greatest step
change in provision coming once attractions reached the 100,000 or more visitor mark. Public
venue hire also decreased as attractions became smaller, although the proportion offering only
tailed off significantly once annual visit volume fell below 10,000 visitors. Indeed, the increase
in provision was driven by attractions within the 20,001-200,000 visits categories.

Provision of member schemes was also significant among attractions with over 10,000 visitors
per annum i over half offering among these attractions. Although provision tails off among the
very smallest attractions, this did increase, from 32% in 2009 to 36% in 2010.

Table 8.4 Provision of services 2010 by admission type (%)

Admission Free Paid England
Sample (645) (802) (1,447)
Online

Website 78 87 83
Online booking 10 25 18
Facilities

Retail shop 64 74 70
Café/restaurant 35 56 47
I%?% ;l;?etez;jtion 1 17 15
Events

Public events 57 56 56
Public venue hire 30 43 37
Corporate events 20 33 27
Member Scheme 33 64 50
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Provision of the majority of services was significantly more likely to be present among
attractions with paid admission than free attractions. Only public events were as likely to be
provided by free attractions as those with paid admission.

The difference is perhaps most striking for provision of member schemes, where two-thirds
(64%) of paid admission attractions offered this facility, but only a third (33%) of free attractions
did so. However, provision among free attractions did increase from 27% in 2009 to 33% in
2010.

The increase in public venue hire in 2010 was also driven by free attractions, with provision
increasing from 25% in 2009 to 30% in 2010.

Table 8.5 Provision of services 2010 by proportion of child visits (%)

30% or Over

Child visits less 30% England
Sample (964) (358) (1,447)
Online

Website 81 87 83
Online booking 17 22 18
Facilities

Retail shop 67 77 70
Café/restaurant 44 55 47
I%?% ;l;rrggjtion 12 20 15
Events

Public events 54 59 56
Public venue hire 38 36 37
Corporate events 25 33 27
Member Scheme 49 54 50

In terms of provision of online and retail / catering, provision was significantly more likely
among O6familyd attr atohofohildsvisits wm excess of 30%. Ryovisign ofr
costumed interpretation was also notably higher.

However, for other services, provision tends to be similar regardless of the proportion of child
visits. The increase in public venue hirein 2010wasdr i ven b yf atmhie yénoant t r act
30% or fewer child visits i up from 33% in 2009 to 38% in 2010.

As table 8.6 overleaf illustrates, many services were more likely to be provided by attractions
where overseas visitors were in excess of 30%, reflecting the fact that these also tended to be
the larger attractions.

However, retail shops and cafes/restaurants were no more likely to be provided by attractions
with fewer than 30% of its visits accounted for by overseas visitors than those with more than
30% from overseas.
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Member schemes were also far less likely to be offered by attractions with over 30% of its
visits accounted for by overseas visitors (36%) than those where overseas visitors accounted

for less than 30% of its visits (51%).

Table 8.6 Provision of services 2010 by proportion of overseas visits (%)

30% or Over
Overseas visits less 30% England
Sample (1,170) (83) (1,447)
Online
Website 83 81 83
Online booking 18 40 18
Facilities
Retail shop 70 70 70
Café/restaurant 47 43 47
ﬁﬁg:gurrgfgtion 14 19 15
Events
Public events 56 59 56
Public venue hire 37 43 37
Corporate events 26 39 27
Member Scheme 51 36 50
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9. Trends in the number of visits to England attractions 1989 -

2010

9.1 Trends in number of visits to visitor attractions 1989-2010

As responding attractions tend to vary between years, operators are asked in each survey year
to provide the number of visits for both the survey year and the previous year. This enables
the trend between any two years to be calculated based on the same attractions.

Table 9.1 shows the indexed trend based on the visits (see Table 9.3) given by responding
attractions. Because the number of responding attractions differs each year (see Table 9.2),
each time to

the percentage change between any two years is

applied
index to take account of the varying sample sizes each year.

Table 9.2 shows the number of responding attractions in each survey year.

Table 9.3 shows the number of visits to responding attractions. It does not include estimates
of non-responding attractions. Therefore these figures do not represent the total market.

Table 9.1 Trends in the number of visits to UK attractions 1989-2010 Indices 1989=100
Constant samples (from one year to the next only)

¢ e < g2 2 3 5
© = = - =
s 5§ E £ 88 3L g8 F5 2§ sEE EEozéE
8§ 8 g 8 fT& 38 3% 50 o 38 2 B5F °E
1989 100 100 100 100 100 100 100 100 100 100 100 100
1990 102 107 105 102 102 104 102 103 100 100 100 102
1991 105 105 104 98 99 106 105 112 100 106 95 102
1992 105 112 104 99 99 110 99 124 93 110 96 103
1993 106 121 111 99 103 109 101 132 95 125 101 104
1994 107 121 113 100 105 109 103 134 95 143 103 106
1995 111 123 122 99 105 105 103 142 91 150 119 107
1996 109 129 121 101 105 107 107 151 93 139 124 108
1997 114 119 121 100 104 102 104 141 92 132 123 106
1998 105 110 112 98 103 103 106 140 90 146 121 104
1999 103 123 118 93 106 101 110 148 90 166 120 104
2000 108 121 115 89 105 98 111 140 92 171 118 103
2001 99 89 132 83 109 98 111 130 86 176 121 100
2002 113 131 154 88 109 108 117 143 97 201 123 109
2003 125 160 162 89 113 109 122 152 97 208 119 112
2004 130 163 151 90 111 114 126 156 98 207 119 113
2005 140 171 163 89 104 111 130 162 103 214 118 113
2006 139 173 159 92 104 120 128 163 105 213 121 117
2007 150 181 167 92 107 124 127 182 109 162 122 120
2008 148 195 170 94 104 132 123 193 109 163 121 123
2009 150 207 186 102 105 136 132 202 111 166 132 129
2010 156 197 176 106 104 141 133 197 108 172 134 133
" li]ﬁ
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Table 9.2 Number of responding attractions providing visits figures 1989-2010

Table 9.2 shows the number of responding attractions in each
asked to provide visits figures for both the survey year and the previous year in order to enable

visits trends to be calculated based on the same attractions.

Survey
Year
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1991

1992

1993

1994

1995

1996

1997

1998

1999

2000

2001

2002

2003
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(0]
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120
120

143
143

100
100

100
100

62
62

86
86

attractions

Each attraction is

1,610
1,610

1,627
1,627

1,724
1,724

2,103
2,103

2,197
2,197

2,215
2,215

2,249
2,249

2,748
2,748

2,853
2,853

2,533
2,533

2,432
2,432

1,697
1,697

2,012
2,012
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2004

2005

2006

2007

2008

2009

2010

2003
2004

2004
2005

2005
2006

2006
2007

2007
2008

2008
2009

2009
2010

87
87

86
86

78
78

44
44

68
68

45
45

54
54

81
81

65
65

56
56

33
33

51
51

58
58

50
50

130
130

137
137

108
108

93
93

114
114

106
106

103
103

635
635

619
619

601
601

459
459

568
568

556
556

463
463

38
38

37
37

33
33

33
33

24
24

35
35

25
25

670
670

625
625

592
592

415
415

488
488

600
600

622
622

48
48

49
49

41
41

38
38

24
24

29
29

28
28

87
87

76
76

73
73

46
46

74
74

75
75

75
75

106
106

102
102

94
94

67
67

75
75

88
88

79
79

99
99

86
86

75
75

48
48

63
63

52
52

51
51

117
117

110
110

124
124

72
72

135
135

162
162

139
139

2,099
2,099

1,992
1,992

1,875
1,875

1,348
1,348

1,684
1,684

1,806
1,806

1,802
1,802

Table 9.3 Number of visits to responding England attractions 1989-2010 (millions)

Table 9.3 shows the number of visits to responding attractions.
estimates of non-responding attractions.
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1995 30.0 5.8 8.4 49.2 29.9 52.5 3.0 7.6 14.5 4.5 19.5 225.0
1996 1996 29.2 6.1 8.3 50.3 29.9 53.3 3.2 8.1 14.8 4.2 20.3 227.8
1996 26.5 5.8 8.3 50.2 31.7 53.5 3.3 9.1 13.7 4.4 19.3 225.8
1997 1997 27.7 5.4 8.4 49.5 31.3 50.8 3.2 8.5 13.6 4.1 19.2 221.7
1997 31.1 6.6 9.5 50.1 34.9 52.7 3.6 9.6 15.6 4.4 20.4 238.7
1998 1998 28.8 6.2 8.8 49.3 34.8 53.4 3.7 9.5 15.2 4.9 20.0 234.4
1998 33.6 6.6 9.0 51.5 35.0 54.4 3.9 9.8 17.3 5.5 21.1 247.6
1999 1999 33.1 7.4 9.5 48.5 36.0 53.3 4.1 10.4 17.3 6.3 21.1 246.7
1999 32.1 6.2 9.2 47.9 33.0 52.8 3.7 9.1 17.3 6.1 17.6 235.0
2000 2000 334 6.1 9.0 46.1 32.8 51.4 3.7 8.5 17.7 6.3 17.2 232.3
2000 32.2 4.1 8.5 47.2 24.6 55.3 3.1 8.3 17.1 57 14.3 220.8
2001 2001 29.6 3.0 10.2 43.9 25.5 55.1 3.1 7.7 16.0 5.8 14.7 214.6
2001 16.9 2.4 8.2 38.6 20.7 46.9 2.9 4.6 10.8 3.7 13.7 169.5
2002 2002 194 3.5 9.5 40.9 20.7 51.9 3.0 51 12.2 4.2 13.9 184.4
2002 21.2 4.7 9.8 42.0 21.0 55.2 3.4 5.6 12.8 5.9 15.6 197.2
2003 2003 235 5.7 10.3 42.6 21.7 55.1 3.6 5.9 12.9 6.1 15.1 202.5
2003 24.0 5.8 11.4 39.7 23.0 53.0 3.0 5.7 13.7 5.3 21.8 206.1
2004 2004 24.8 59 10.6 39.8 22.7 55.6 3.0 5.8 13.8 5.3 21.7 209.0
2004 18.6 3.8 9.0 38.9 26.0 53.7 3.2 5.0 14.5 3.3 18.0 193.9
2005 2005 20.0 3.9 9.7 38.7 24.4 52.1 3.3 5.2 15.2 3.4 17.8 193.8
2005 22.3 3.5 8.9 45.7 21.6 50.4 2.5 4.1 13.1 2.3 16.0 190.4
2006 2006 22.2 3.6 8.7 47.1 21.6 54.6 24.5 4.1 13.3 2.3 16.5 196.5
2006 14.2 1.9 9.4 31.0 16.6 43.9 3.1 1.7 10.7 2.5 6.3 141.4
2007 2007 15.3 1.9 9.9 31.2 17.0 45.3 3.1 1.9 11.1 1.9 6.4 145.0
2008 2007 16.1 2.5 8.6 28.1 3.1 39.5 1.4 4.0 13.6 1.8 16.2 134.9
2008 15.8 2.7 8.7 28.6 3.0 42.1 1.3 4.3 13.5 1.8 16.1 138.1
2009 2008 11.7 2.9 7.0 36.6 18.2 55.3 1.7 2.4 11.1 2.0 12.0 160.9
2009 11.9 3.1 7.7 39.7 18.4 57.1 1.9 2.6 11.3 2.0 13.1 168.7
2010 2009 13.1 2.8 9.1 27.3 7.2 66.6 2.0 3.0 12.1 1.6 9.4 163.1
2010 13.6 2.6 8.6 28.3 7.1 70.2 2.0 2.9 11.7 1.6 9.6 167.6
i
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10. Visits to individual attractions

This section of the report lists visits figures for 2010 by responding attractions, together with
topline trends. Comparative figures for 2009, 2008, 2007 and 2006 are also shown. It should
be noted that this report lists individual visits figures for attractions which authorised
publication only. Country parks have been excluded from the list of major paid and free
attractions, as counting methods are liable to considerable variation.

There are three sections:
e Major attractions in England by category type

¢ Major attractions by Government Office Region (GOR)
e Comprehensive alphabetical list of all attractions by category type within GOR
Visits are listed under twelve broad attraction categories, detailed overleaf.

The report also contains an alphabetical index of attractions which indicates the category,
GOR, county and district in which an attraction can be found.

Table 10.1 Attraction categories

Category Abbreviation Description

Country Parks CP Country parks and forest parks

Farms F Farms, rare breeds, shire horse centres and farm
animals

Gardens G Gardens, arboretums and botanical gardens

Historic Properties HP Historic houses, historic houses and gardens, palaces,

castles, forts, historic monuments, archaeological
sites, historic ships, windmills, watermills and other
historic properties

Leisure/Theme Parks LTP Leisure parks and theme parks

Museums/Art Galleries MAG Museums and/or art galleries and science centres

Steam/Heritage Railways R Steam railways and heritage railways

Visitor/Heritage Centres VC Visitor centres and heritage centres

Wildlife Attractions WI Nature reserves, wetlands, wildlife trips, safari parks,
Z00s, aquariums and aviaries

Workplaces WP Distilleries, vineyards, breweries and industrial or craft
premises

Places of Worship \We} Cathedrals, churches and other places of worship

Other (0] Attractions that do not fit into any of the categories

outlined above

Visits Figures
Thesear e recorded i n 66he®2 082 0DMOB2 WRIDOO 20
Data may not have been obtained for years 2006, 2007, 2008 or 2009. In this case

e ODK®6 indicates that data were not provided

Estimates
Where visits are estimated by attractionsin2010, t hese are shown as san OE
figures.
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Percentage Change

Only the percentage change 2010/2009 is presented in the tables. This is recorded in the

col umn enOO/LOB| edch /&% means t hat tdatawas hosprovidetd/noappl i c
available for both years.

Admission Charge
The standard adult admission charge for the main attraction in high season is recorded in the
column entitled O6Entryo. OF06 indicates admissio

10.1 Major attractions in England

Table 10.2  Major paid admission attractions

%

Attraction Region Category 2006 2007 2008 2009 2010 09/10 Entry
Tower of London LON HP 2084468 2064126 2161094 2389548 2414541 E 1.0 17.00
St Paul's Cathedral LON WO 1623881 1623881 1687861 1821321 1892467 E 3.9 1250
Westminster Abbey LON WO 1028991 1058362 1481150 1449593 1394427 -3.8 15.00
Windermere Lake Cruises, Bowness NW e} 1267066 1274976 1199934 1313807 1312423 0.1 6.75
Flamingo Land Theme BadkZoo Y&H LTP 1302195 1310285 1357425 1418224 1268619 E -10.5 25.00
Chester Zbo NW Wi 1161922 1233044 1373459 1239044 1154285 6.8 16.90
Royal Botanic Gardens, Kew Gardens  LON G 1215206 1319917 1306401 1304253 1141973 -12.4 13.50
ZSL bndon Zoo LON Wi 883092 1108541 1039030 1059170 1011257 4.5 18.00
Stonehenge Sw HP 879393 869432 883603 990705 1009973 19 6.90
Eden ProjéLCt SW G 1152332 1128107 1093510 1028264 1000511 -2.7 16.00
Houses of Parliament and Big Ben LON HP DK DK 994289 963362 967371 0.4 14.00
Roman Baths SW MAG 843701 831721 834742 882144 905751 2.7 11.50
RHS Garden Widley SE G 684264 802179 814220 964212 803986 -16.6  9.50
Colchester Zoo EAST Wi 473228 DK 474579 849673 755136 -11.1 DK

Chatsworth House EM HP 604400 606689 553000 652969 716616 9.7 15.50
Ironbridgelronbridge Visitor Centre WM MAG DK DK 477335 566967 567510 0.1 21.95
Leeds Castle SE HP 413655 DK 578072 646801 559261 -13.5 17.50
Hampton Court Palace LON HP 473013 DK 491844 612078 547105 -10.6  14.00
Blenheim Palace SE HP 374789 DK 374021 537120 524593 -2.3 18.00
Bristol Zoo Gardens SW Wi 567142 541137 DK 556591 523134 6.0 13.00

! Visit data provided by ALVA (Association of Leading Visitor Attractions)
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Table 9.3 Major free admission attractions

%

Attraction Region Category 2006 2007 2008 2009 2010 09/10 Entry
British Museum LON MAG 4837878 5400062 5930000 5569981 5842000 49 F
Tate Modefn LON MAG 4915376 5200000 4862581 4747537 5061172 66 F
National Galléry LON MAG 4562471 4159485 4382614 4780030 4954914 37 F
Natural History Muséum LON MAG 3754496 3652003 3738305 4105106 4647613 132 F
Science Museum LON MAG 2440253 2712824 2705677 2753493 2757917 02 F
Victoria and Albert Museum LON MAG 2372919 2809900 2065300 2269880 2629065 158 F
National Portrait Gallery LON MAG 1601448 1607767 1843266 1961843 1819442 7.3 F
Tate Britain LON MAG 1597359 1600000 1618309 150187 1665291 109 F
Royal Observatory Greenwich LON MAG DK DK DK 1569886 1576640 04 F
British Library LON MAG 1182393 1355425 1255832 1379475 1454612 E 54 F
Old Royal Naval College LON HP 698348 708892 772595 544522 1330260 1443 F
Imperial War Muséum LON MAG 696983 DK 833893 887246 1069358 205 F
Ashmolean Museum SE MAG DK DK 369284 227752 1042350 3577 F
Merseyside Maritime Museum NW MAG 439318 DK 1020712 946699 1027475 85 F
Museums Sheffield: Millennidleryse Y&H MAG DK DK 829379 770644 879598 141 F
National Maritime Museum LON MAG 568585 DK 587595 669199 804988 203 F
Holkham NNR EAST Wi DK DK DK 800000 800000 E 00 F
World Museum Liverpool NW MAG 524465 DK 787767 606394 748065 234 F
Birmingham Museum & Art Gallery WM MAG 507285 DK 579577 644259 729231 132 F
National Railway Museum Y&H MAG 902149 812891 810381 767863 619952 -193 F
! Visit data provided by ALVA (Association of Leading Visitor Attractions)
Table 9.4 Major country parks
%
Attraction Region 2006 2007 2008 2009 2010 09/10 Entry
Shipley Visitor Centre EM DK DK DK 1000000 1000000 E 00 F
Bradgate Country Park EM 875000 900000 900000 900000 900000 E 00 F
Moors Valley Country Park SW 770000 770000 770000 850000 818910 E 37 F
Rother Valley Country Park Y&H 827474 903502 DK 750000 750000 E 00 F
Sefton Park NW DK DK DK 500000 750000 500 F
Black Park SE DK DK 90000 500000 550000 100 F
Lower Leas Coastal Park & Amphithe SE DK DK DK 50000 500000 E 00 F
Rufford Craft Centre EM DK DK DK 497520 472246 51 F
Sandwell Valley Country Park WM DK DK 820000 354962 400000 E 12.7 F
Hardwick Park NE 239000 DK 242756 250000 395000 E 58.0 F
Table 9.5 Major farms
%
Attraction Region 2006 207 2008 2009 2010 09/10 Entry
The Donkey Sanctuary SW 190000 190000 190000 202550 191750 E 53 F
Godstone Farm SE DK DK 233123 226219 113405 49.9 3.50
Ol'd MacDonal ddés | EAST DK DK 97500 130000 110000 -15.4 11.50
Forge Mill Farm WM DK DK 98101 97667 103518 E 6.0 F
Heeley City Farm Y&H DK DK 100000 100000 100000 E 00 F
Rand Farm Park EM 110904 114335 114004 104092 87110 -16.3  6.95
Stockley Farm NW DK DK 68000 75000 69000 E -8.0 8.00
Farmer Palmer's Farm Park SW DK DK DK 7000 69000 E 14 6.95
Deen City Farm and Riding School  LON 47000 48000 50000 45000 47000 E 44 F
Farming World SE 80047 84097 68534 67490 40173 -40.5 8.00
. ﬁn
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