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Introduction

Tourism remains a key industry across the UK eco
workforce and contributing some £114 billion to the economy each year'. Tourism is relatively

more important to Wales than in the other countries of the UK in terms of GDP and employment.

The visitor economy of South East Wales is estimated to be worth £1.7 billion®. At a time when

there is mounting pressure on prospective Vvisitor
consider6gr eener & and nearer to home holiday alternat
monitor and better understand both their visitor market and how their product offering is received.

Capitalising on strengths and opportunities to encourage more visitors or persuade existing visitors

to stay for longer can have considerable impacts in terms of economic multiplier effects on the

| ocal economy in South East Wal es. Similarly, adc
the visitor experience within the region can help to retain business as destinations across the UK

vie for domestic and international business.

In 2003 and 2005 a face-to-face survey was undertaken amongst visitors to the South East Wales
area. However, web based surveys are increasingly coming to be regarded as a mainstream
market research methodology as access to the internet increases year-on-year and the number of
older age groups who perhaps do not use this form of communication conversely decrease.

Capital Region Tourism (CRT) commissioned Lynn Jones Research Ltd. (LJR) in August 2008 to
undertake the South East Wales Visitor Survey (SEWVS) using Visitrac® on a pilot basis to test the
extent to which this methodology would be effective at a regional level to gather visitor information.

The SEWVS gathered information on visitor profile, activities, perceptions of service and quality of
product to enable the region to monitor its position as a visitor destination and this report analyses
the responses to the survey made by visitors across the region between, and inclusive of, the
period February 2008 to October 2009.

A summary of the main findings of the research followed by a very detailed set of analysis tables

based on the 2008/9 survey sample follows these introductory sections. Visitor expenditure data

and a selection of verbatim comments to get a fl a
East Wales are also included towards the end of this final report.

The analysis tables can be used as a reference point during the coming months to help staff

across South East Wales with a responsibility for tourism promotion and growth to understand the
profile of the current visitor mar ket , vi sitorsbo
strategic planning with regard to marketing and PR, visitor management and the development of

the calendar of key events and festivals that will be part of the ongoing remit of tourism
development.

Research Objectives

The principle function of the SEWVS is to build up a picture about current visitors to the region and
the specific research objectives were to:

A Generate year round profile of visitors to the region
A Monitor visitor perceptions of all aspects of the visitor experience and quality of service
A Provide information to assess value of tourism to the region

! Source: Deloittei 6 The economic case for the Visitor Economyd (.
> STEAM (2008)
|LJRO6s whol Id pperatedrodine swavey creation, reporting and benchmarking system.
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Methodology

At the outset of the project a planning meeting was arranged to finalise the areas that were to be
covered within the survey and to confirm the way in which the email addresses were to be
gathered and forwarded to LJR over the course of the period.

A draft 6cored questionnaire was <created wusing
guestionnaire were similar to those asked in the previous regional surveys to allow for some
comparisons over time to be made and to comply with the Visit Wales Core Questions for Visitor
Surveys.

The draft O0cored questionnaire was then dréwasri but
agreed in September 2008.

Individual online surveys were created and branded for each area funding partner; Brecon

Beacons National Park (BBNP) and each of the 10 Unitary Authorities within South East Wales.

Each area funding partner was then given an opportunity to include a few supplementary questions

within their individual survey. Whilst the majority of the individual surveys remained identical to the
6cored survey, a few areas did cho'@asdeach afthe ldk e ad
individual area questionnaires were agreed and finalised by October 2008.

It was the responsibility of the appointed CRT project manager to liaise with and collect from each
unitary authority tourism office, emails sourced from a wide range of attractions, accommodation
providers and other tourism businesses as well as events and festivals which took place in the
region during the time period.

LJR dealt with any duplicate email addresses supplied in this process which were collected from
different locations within the region before distributing the surveys.

During August and September 2009, 10 shifts were undertaken by professional interviewers across
the 9 Unitary Authorities that had registered the lowest number of survey completions to collect
emails from visitors in the areas at that time. Visitors were sampled at key attractions or events
within these Unitary Authorities.

LJR then issued an email containing a link to the relevant individual area survey to each emalil
address. Respondents were able to follow the link within the email and completed survey
responses were automatically stored in the Visitrac database.

LJR administered reminder emails to those known not to have completed the questionnaire and up
to two separate reminder emails were sent to prospective respondents to augment the response
rate.

Sample

The sampling population was visitors to one of the 10 Unitary Authorities within South East Wales
and BBNP between February 2008 and October 2009.

The overall sample of completed Visitrac questionnaires during the project is 1,539. Around 8% of
the overall sample indicated that they were on a routine visit within the region and were therefore
discounted giving a final sample of 1,413° completed Visitrac questionnaires by non-routine visitors
to/within the region. The sample includes visitors from across Wales, the rest of the UK and 44
overseas countries.

* The results from specific questions added to individual area surveys are included within the section: Area
Specific Questions.

® Please note when reading this report that sections of analysis are based on smaller sub-samples of
respondents.
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The table below summarises the sample of email addresses supplied in the project, as described
in the methods above, by each collection source and by each collection area.

Sample of Email Addresses

i(r)g;ce/ Accommodation Attraction Event VIC Field Unknown

BLG 0 19 0 0 13 0 32

BBNP 1174 31 204 16 0 238 1761
BRI 109 59 0 69 31 0 274
CAE 0 25 0 0 43 20 88

CAR 64 42 3709° 198 0 0 4103
MOM 21 13 0 37 100 149 320
MTY 0 3 0 25 49 0 77

NEW 0 1 0 2 25 28 56

RHO 6 2 0 0 24 0 32

TRF 0 5 0 0 55 0 60

VOG 0 4 0 0 19 0 23

Total 1374 204 3913 347 359 435 6826

Although a link was sent to all de-duped email addressees as would be expected a number of
6failedd email s were r ecor de dnvali®indudingtdidpkcate) emailss e o f
were registered.

The table below illustrates the overall sample of valid supplied emails and completed survey

responses during the project.

QOverall Sample

Valid Supplied Emails

Valid Survey Responses

Survey Response Rate

5,966

1,413

24%

® please note this includes email addresses collected by Wales Millennium Centre (WMC) that were sent the

link incorporated into an e-newsletter. The sample of emails used for project from this exercise has been
derived from e-newsletter tracking statistics supplied by WMC.

Lynn Jones Research Ltd.
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Summary of Key Findings

This section outlines the key findings and is followed by detailed tables displaying results to all
guestions asked in the surveys. In the appendix there is also a selection of verbatim comments
made by visitors regarding their experience in South East Wales.

Profile of visitors

Considerations

An important consideration in terms of providing robust analysis is to establish that there is a fair
mix and representation of gender, age and residency of those visitors who were in South East
Wales. At the start of the project each area committed to collecting and sending to the project
manager email addresses of visitors to their area. Businesses were approached and asked to
agree to participate by feeding in emails of their visitors on a more or less regular basis. The two
areas who regularly and consistently supplied email addresses were the rural area of BBNP and
the urban area of Cardiff. Whilst the number of emails from the remaining Unitary Authorities was
disappointing and the sample is largely derived from two of the 11 areas surveyed, LJR are
comfortable that the actual spread of visitors as represented in the sample is indicative of the
general visiting population overall to South East Wales.

Sampling points
Respondents to the survey from within Cardiff accounted for 58% of the overall sample. These

visitors could be considered perhaps more O6event

Cardiff given, as outlined in the table above, a large proportion of the email addresses were
sourced from events taking place in and around the city. One such event was the First Ashes Test
which took place on 16 i 20 July 2009 and accounted for approximately 30% of the emails
supplied from the Cardiff area.

Visitors from Brecon Beacons National Park (BBNP) accounted for a further 28% of the overall
sample with a large majority of these visitors initially sourced from emails collected by
accommodation providers.

The rest of the overall sample (14%) is made up of responses from visitors in the nine remaining
Unitary Authorities.

Gender
As in previous years, female visitors (52%) accounted for marginally more of the overall sample
than male visitors (48%).

Age

The age profile of visitors was concentrated towards visitors in the older age groups with 61% of
the overall sample aged 45 years or above. Cardiff visitors were slightly younger than the sample
average with 58% aged 45 years or above.

The most common age group amongst the overall sample was visitors aged between 45-54 years
of age (26%).

Origin

Visitors resident in England accounted for the largest group in terms of origin (51%). These visitors
who were more likely to be staying than on a day trip in the region appear to favour rural areas of
South East Wales as a higher proportion of visitors from England were recorded within the BBNP
sample (77%) than the Cardiff sample (38%).

Over half of English visitors were from the South West and South East of England (27% and 25%

respectively). Visitors from London made up 15% of the English market and made up 22% of all
English visitors who fell into the younger age group (16 7 44 years).

Lynn Jones Research Ltd. Page 4
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Over a third (36%) of the sample was from within Wales. Welsh visitors were more likely to visit
Cardiff than BBNP 7 49% of visitors to Cardiff were from Wales compared to 10% in BBNP.
Unsurprisingly, Welsh visitors also made up a significant majority (75%) of all the day visitors in the
survey.

Of those living in Wales, 62% lived in the South East region and 27% lived in the South West
region. The remaining 12% of Welsh visitors, those from the Mid and North Wales regions,
accounted for 33% of all overnight visitors from Wales.

Overseas visitors accounted for 11% of the overall sample; this was the same as in the 2005
survey. Respondents from 44 countries responded to the survey, however, North Americans made
up the largest single group of overseas visitors (19%).

Australian and German visitors were the equal second most common origin groups (10%).
Interestingly, visitors from the Netherlands accounted for 8% of the overall overseas market but
accounted for 23% of the overseas visitors in the BBNP sample.

m Rest of UK
B Qverseas
"\Wales

® England

All BENP Cardiff Day Staying

Visit Planning

Influences on decision to visit

Understanding the motivating factors which influence people to visit a particular destination is very
important in destination management, especially when planning promotion and marketing
activities.

A specific event was cited by 44% of the overall sample as having an influence on the decision to
visit an area of the region. The incidence of this was most pronounced amongst the sample of
Cardiff visitors who, as has been discussed above, were largely sampled from events taking place
within the city.

The accessibility of the area was also mentioned with some regularity by respondents (39% of the
overall sample) and Welsh visitors were most likely to be influenced by this factor.

The scenery and landscape was also an influencing factor for a significant proportion of visitors

(39%) on their decision to be in the area and, not surprisingly, this was most frequently mentioned
amongst BBNP visitors with 90% referring to this aspect.

Lynn Jones Research Ltd. Page 5
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Top Ten Influences on Decision to Visit

Specific event

Cluick and easy to get to
Scenery /landscape
Specific attraction
Previous visit

Plenty ofthings to do
Historic interest
Peace and quiet

Friends / family in the area

Shopping

Information sources used before visit

Respondents were asked if they had used any information sources before their visit and a large
proportion (67%) had done so. Core holidaymakers i those visitors who were staying away from
home and were from further afield than South East Wales i demonstrated higher levels of
information searchingrbefocal 6heisi vbosest t ha

Collectively, websites were the most popular source of information mentioned by respondents and
79% of information users referred to at least one website. The single most popular individual
website was www.visitwales.com which was referenced by 26% of all information users and 47%
of overseas information users.

Both www.visitcardiff.com and www.breconbeacons.org were mentioned regularly by visitors in
these respective areas, as were a number of other wide-ranging websites as a source of pre-visit
information i 41% of information users cited other websites.

Tourist Information Centres (TICs) were the most popular offline form of information mentioned by
24% of those who referred to information sources before their visit. They were especially relied
upon by overseas visitors (34%).

Guidebooks accounted for 18% of responses and, like TICs, were referred to most regularly by
core holidaymakers.

Internet bookings

Visitors were also asked about their propensity to book aspects (excluding accommodation) of their
trip online before visiting and nearly half (48%) did book something. The incidence of this was
highest amongst core holidaymakers. However, despite having proportionally fewer core
holidaymakers than BBNP, Cardiff visitors were significantly more likely to book something online
presumably a reflection of a wider range of city based activities and services that were available to
book online.

The single most popular internet transaction was booking theatre tickets (30%) which was to be
expected as a significant number of emails used for the project were from Wales Millennium
Centre. Booking theatre tickets was especially popular amongst day visitors (44%).

Booking sports events, other events and transport tickets were also cited regularly by respondents.

Booking accommodation

Lynn Jones Research Ltd. Page 6
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Respondents were also asked to specify how they had booked their accommodation. Whilst 13%

of staying respondents indicated they did not book their accommodation, of those who did the most
common way was to bookthr ough t he establishmentéds own websit
also regularly mentioned by accommodation bookers (20%).

Visit Characteristics

A number of questions were posed to visitors to better understand the type of trip they were
making to the area. Having an understanding of the different mix of visitors to an area and the way
in which perceptions may vary amongst these groups provides insight to help promote more
effectively to the various visitor market segments.

Reason for visit

As events were an important source of email addresses within the sample, it is to be expected that
events would be cited regularly as the main reason for visiting the area 1 28% of the overall
sample indicated they were attending an event and, not surprisingly, this was most pronounced in
the Cardiff sample of visitors.

Independent holiday was mentioned by 28% of the overall sample as a reason for being in the area
and was mentioned most regularly amongst BBNP visitors (70%). Core holidaymakers, who
include first time visitors to the region, were most likely to indicate they were on an independent
holiday.

Description of visit

Visitors were asked to describe the significance of their visit to the specific area in which they were
surveyed. Of the overall sample, 59% stated that the area they were visiting was their only
destination on their trip. The prevalence of this was greatest amongst Cardiff visitors T many of
whom were day visitors from within Wales.

Meanwhile, 19% of the overall sample indicated the destination they visited was one of a number
of destinations they were visiting. Not surprisingly, overseas visitors were most likely to give this
response (40%) as too were first time visitors (29%).

Description of Visit to South East Wales

4% 4% 5% 2%

H Place visited en route to or
from my main destination

= Main destination but visited
other places en route

® One of a number of
destinations

m Only destination

All Wales Restof UK QOverseas
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Type of visit
Excluding Welsh residents who accounted for around a third of the sample, only 14% of
respondents were visiting Wales for the first time.

A quarter of respondents 7 excluding those indicating they lived in South East Wales i were on a
first time visit to the South East region.

First and Repeat Visitors to Wales and South East Wales

B Repeat visit
B First visit

11 "Wales" excludes
residents of Wales

2} "South East Wales"
excludes residents of
South East Wales

Wales®! South Fast Wales®!
{Base = 905) {Base =1,076)

Nearly 60% of all overseas visitors and 23% of all UK visitors (excluding Welsh visitors) were first
time visitors to the region. Meanwhile, just 4% of all Welsh visitors were visiting South East Wales
for the first time.

Unsurprisingly, there was a higher representation of first time visitors to South East Wales within
the youngest age group (between 16 and 44 years) compared to the sample average 7 31%
against 25% of the overall sample.

Repeat visitors to the region demonstrated fairly regular visiting patterns averaging over 7 visits in
the last 5 years. As to be expected, Welsh visitors indicated they had previously visited the region
more regularly than visitors from elsewhere averaging 13.62 visits in the last 5 years.

Type of trip

A reduction from 54% in 2005, 38% of the overall sample indicated they were on a day trip from
home when they visited the area. The day visitor market was highest amongst the Cardiff sample
with 52% of respondents on a day trip from home.

Just under two thirds of the sample (62%) was, therefore, staying away from home overnight when
they visited the region. An overwhelming majority (94%) of these visitors indicated they had stayed
within the region whilst away from home on their trip.

BBNP registered the highest proportion of staying visitors within the region 1 87% of respondents.

Lynn Jones Research Ltd. Page 8
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Type of Trip
4% 4% 2%

B Owvernight
outside South
EastWales

® Overnight in
South East
Wales

m Day visitar
travelling from
home

All BBNF Cardiff

The main overnight location amongst the sample was Cardiff (42% of staying visitors). Staying
visitors within BBNP were most likely to stay in Crickhowell and Brecon 1T 12% and 11% of the
overall sample respectively. A wide range of other locations were mentioned by the remaining
staying visitors.

The average length of stay amongst respondents staying at their main overnight location within
South East Wales was 3.87 nights with 60% staying between 1 and 3 nights at this location. The
average length of stay increased amongst the BBNP sample of visitors (4.87) and also amongst
overseas visitors (5.03).

In addition to staying at a main location overnight, respondents were asked if they had stayed
elsewhere within the region on their trip and 12% of staying visitors indicated they had done so,
with the incidence of this highest amongst overseas visitors (24%).

The average length of stay amongst respondents who stayed at secondary locations was 3.52
nights.

Accommodation types

Hotels were the most common type of accommodation used by staying visitors (46%) with mid
range hotels the most popular specified type of hotel favoured by 18% of staying visitors. Hotel
usage was highest amongst the Cardiff sample of visitors at 73% and both Welsh and overseas
visitors demonstrated similar levels of hotel usage (64% and 65% respectively) whilst rest of UK
visitors were less inclined to stay in hotels.

The second most popular form of accommodation was rented accommodation, including flats,
apartments and houses, used by 26% of staying visitors. Probably an indication of the supply
within the Brecon Beacons area, this form of accommodation was most widely used in BBNP (51%
of staying visitors).

Staying with friends and relatives was referenced by 12% of staying visitors which is comparable to
previous years.

B&B and guest house accommodation accounted for 9% of stayingvi si t or s®é response:
of accommodation was most popular amongst overseas visitors (21%) which is in line with our

Lynn Jones Research Ltd. Page 9
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observations undertaking destination visitor surveys elsewhere in Edinburgh, Glasgow, Stirling,
Chester and York.

Transport
Respondents were asked how they initially arrived into the region and then how they subsequently
got around the area.

The most common form of arrival was by private car (72%) and within the more rural BBNP 89% of
respondents indicated they arrived by private car.

Arrival by public transport was also mentioned fairly regularly, in particular, trains which were used
by 16% of the overall sample. As would be expected, Cardiff visitors were more likely to arrive by
public transport than BBNP visitors as too were overseas rather than domestic visitors.

In terms of getting around once in the area, the most popular form of transport was private car
(51%) and, again, this was most pronounced amongst the visitors to the BBNP (84%). Walking
was cited by 30% of the sample, particularly highly amongst Cardiff visitors.

Transport
1%
2%
2%
3% o
4% ='Walking / on foot

= Other

B Private coach / tour bus
B Plane

B Public bus

® Hired car

E Train

® Private car

Transportto SEW  Transport around SEW

Visit Activities

Visitors were asked about the range of general activities they undertook whilst being in the area
and a significant majority (96%) of visitors indicated they did something.

Amongst those undertaking some sort of activity core holidaymakers demonstrated higher levels of
participation than more local respondents, for example, 70% of overseas respondents did some
sightseeing in the area compared to just 17% of Wales residents.

Overall the most popular pastime was sightseeing mentioned by 42% of the overall sample, closely
followed by shopping (39%). Going out to bars, restaurants and nightclubs (39%) was an aspect
which was most regularly mentioned by Cardiff visitors (46%). Whilst these were the top three
overall activities, visiting villages and towns was the most common response given by visitors to
BBNP (68%).

Lynn Jones Research Ltd. Page 10
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Respondents were then asked to consider more specific activities they may have undertaken on

their trip [as opposedtowh at coul d be described as somet hi

shopping]. A varied range of indoor and outdoor activities and sports were listed and 42% of the
overall sample indicated they had done at least one of the activities. The incidence of this was
significantly higher amongst BBNP visitors than Cardiff visitors perhaps an indication of a greater
range of these type of specific activities.

The most common specific activity was walking and low level rambling which was referenced by
61% of the sample. Hill walking and hiking was the next most popular activity undertaken by 34%
of this group.

Visitors were also asked about popular attractions and sites they may have visited during their time
in the region. Over three-quarters (78%) of respondents indicated they visited one or more of the
popular attractions and sites which were listed in the question and are displayed in full in Table 35.

The most frequently mentioned was Cardiff Bay cited by 36% of those who visited a specific
attraction or popular site. Also, as to be expected given they formed a significant part of the project
sampling, both Brecon Beacons National Park and Wales Millennium Centre were mentioned
regularly by 31% and 29%, respectively, of those visiting attractions or sites.

As highlighted above core holidaymakers demonstrated a higher level of activity whilst in the
region. Similarly, considering the visiting patterns of first time and repeat visitors, it is again

apparent that first ti me viterigroup desnonstratinghighehlevelano s t

of visitation to attractions and sites which goes to highlight the advantage of drawing these types of
6actived visitors to the region.

Visit Ratings
Visitors were asked at appropriate points throughout the questionnaire to rate specific aspects of

their trip and the service they received. They were also asked to indicate the degree to which they
agreed with some specific attitude statements.

I n terms of both quality and s er positively bykhe gveralli si t o

sample. In particular, visitor attractions stand out achieving average rating scores around 8.50" in
guality and service with visitors in Cardiff attributing higher rating scores to attractions than visitors
from elsewhere.

Touris t Il nformation Centres (Tl Cs), an especially

area, were also rated particularly highly and, encouragingly, first time visitors were more likely to
give higher scores for these facilities than repeat visitors.

Whilst falling slightly below the levels set by visitor attractions and TICs, the various types of
accommodation are perceived as being of a good standard and were rated well above 8 out of 10
on quality and service.

LJR would consider any aspect falling below a rating of 8 out of 10 to be worth monitoring to
ensure that it does not become a dveak linkdin the visitor experience. Whilst the overall ratings
attributed to performance at restaurants/cafes, shops and pubs were only slightly below 8 out of 10
these visitor O6touchpointé areas were rated |
visitors particularly.

"LIR used a1to 10 rating scale with 1 being the lowest/poorest score and 10 being the highest/best score.
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Respondents were also asked to rate the information provision aspects of their trip including
directional signposting in places visited within the region. Pedestrian signage was rated overall at
7.68 whilst road signage was rated at 7.41 which is reasonable but may suggest some room for
improvement. First time visitors were more likely to attribute lower scores to these aspects than
repeat visitors which is also reasonable given newcomers are likely to need more help in finding
their way around than repeat visitors. In terms of rating maps and information boards in the area
they were rated overall at 7.51 and within BBNP at 7.64.

Visitors were also asked about their perceptions as to the availability of public transport in the area
they visited and this aspect was rated overall at 7.67, although an urban-rural divide was apparent
with BBNP visitors far more likely to score this aspect lower than Cardiff visitors.

All visitors and, in particular, first time visitors generally painted a positive picture about South East
Wales region when rating public realm issues. Areas visited were perceived to be both safe and
friendly achieving average rating scores of 8.07 and 8.16, respectively. Cleanliness, however, was
perhaps lower than might have been expected at 7.56, although BBNP cleanliness was rated at
8.52.

Value for money i an important consideration, especially amongst younger visitors i was rated at
7.80 which is slightly above average from our observations in similar visitor surveys we undertake
elsewhere in the UK. The aggregated average value for money rating in 2009 from the five cities 1
Glasgow, Edinburgh, Stirling, Chester and York i was 7.54.

Overall the ratings demonstrate that visitors are coming away having experienced sufficiently high
levels of satisfaction, rating the overall visit at 8.39. A high likelihood to personally recommend the
area to others and to revisit the area within the next five years was consequently achieved. It
appears BBNP visitors have enjoyed their experience the most, attributing higher scores in overall
assessments of their visit than visitors elsewhere within South East Wales. It is also encouraging to
note that first time visitors indicated higher levels of satisfaction than repeat visitors which may help
to convert some first time visitors into repeat visitors in the future.
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9.0

- ~ —All

. \ /\ —BBNP
Cardiff

8.6 ~— ~— ardi

8.4

8.2 \

8.0 \

7.8 \
78 \

74

7.2

7.0

Cwverall visit Frigndlyviwelcoming Safety Yaluefor Money Cleanlingss

Competitor Analysis

In order to get an understanding of which places visitors may have gone to had they not visited
South East Wales a few extra questions were asked to those respondents who had stayed away
from home overnight when they were in the region.

Excluding those respondents who did not know what they would do, 31% of respondents indicated
they would have gone to work or stayed home had they not visited the area and, unsurprisingly,
Welsh resident respondents were most likely to give this response. Perhaps a result of the higher
concentration of Welsh respondents within the Cardiff sample of visitors, Cardiff visitors were more
likely to indicate they would have stayed at home or gone to work than BBNP visitors.

The vast majority of those visitors who stated they would have gone elsewhere indicated they
would have visited somewhere else within the UK. The most popular alternative location was North
Wales which was mentioned by 35% of those visitors who would have gone elsewhere in the UK.
South West England (33%) and Scotland (30%) were also competing destinations. Core
holidaymakers were more inclined to consider Scotland as an alternative destination with 49% of
overseas visitors mentioning Scotland compared to 31% of visitors from the UK (excluding Wales)
and just 14% of Welsh resident visitors.

Best and Improvement Aspects

Best aspects

The South East Wales Visitor Survey included two open-ended questions that invited visitors to
describe in their own words what they felt was the best or most enjoyable aspect of their trip and
what, if anything, could have been improved to make their visit more enjoyable. In total nearly
2,000 individual qualitative comments were recorded during the project.

The natural environment has already been highlighted in this report as a significant factor
i nfl uenci ngdsiovto some to thes aiea. Beenery, views and other natural features have
also been an aspect that visitors have been most impressed by after being in the area i 25% of the
free-text comments made by respondents on the best or most enjoyable aspect of their visit
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mentioned landscape, scenery and views. The incidence of this was significantly more pronounced
amongst BBNP visitors. A few of these comments are given verbatim below:

AfMeeting olddemjiogmndg a@miving through magnificent
it has some of the most beauti f ul scenery in tt
woven around ancient villages & castles. A wonder

A wide and diverse range of comments were made by respondents relating to specific experiences
at attractions, events and festivals. In total 14% of positive comments referred to this aspect, a few
of which are detailed verbatim below.

AfThe Ashes Test was i ncr ed.iabdsandotherlstaff abtiegraund vered and
the friendliest and most helpful | have ever experienced in many years of following sporting
events. o

AWe thought t mreum [CéMae treeatre walslextelleat in respect of the viewing aspect,
cleanliness,gener al seating and refreshment facilities. 0

The general atmosphere and ambience of being in the area was also commonly singled out for
praise accounting for 12% of the positive comments made by respondents. The incidence of this
was more pronounced within the BBNP sample.

ARnA very beautiful place to visit where we found p
normal life. We thoroughly enjoyed our visit to the Big Pit and found the Welsh people to be very
friendly and polite. o

Improvement aspects

On the other hand, whil st gener al S a ttéxscbnaments on | ¢
identified a number of areas which could have been better during the visit. Whilst 15% of visitors

indicated that nothing could have been improved, the remaining 85% commented on a wide range

of aspects which could have made their visit more enjoyable, which we would regard to be fairly

high. A slightly higher concentration of improvement suggestions was recorded amongst the

Cardiff sample of visitors, possibly reflecting the expectation of a wider range of facilities and

services within a capital city.

Unavoidably, the weather was the most commonly mentioned individual aspect which could have
improved the experience in South East Wales i mentioned by 14% of respondents who provided a
comment in the open-ended question.

Other factors like public transport, parking and directional signposting were also quite frequently
mentioned by respondents.

fivet again FGW proved complete lack of organisation and any idea how to run a train service.
Cancelled services and late, overcrowded unpleasant trains!o

fParking areas very limited near some walk start points - very frustrating on busy days.0

AnSignposting from t kegistenhoNeocircle@a yne wandabout dwice before
deciding blind which road to take. Clear signpost

Also a significant proportion of visitors (9% of those providing a comment) referred to bad eating
and drinking observations and experiences.

fiStandard of food and some pubs in Brecon itself needed updating seemed stuck in the 60-70s.
We did find a couple of lovely pubs in the country though.o
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Area Specific Questions

Additional questions to the core set of questions were added to the BBNP, Bridgend and
Monmouthshire area surveys to help evaluate more specific aspects and gather more specific
visitor intelligence for those areas.

Due to restricted sample sizes, we can only meaningfully comment on a summary of the responses
given to the specific questions in the BBNP survey.

Tourist Information Centres

Visitors to BBNP were asked if they had used any TICs whilst visiting the area and 57% of
respondents indicated they had. Unsurprisingly, TIC usage was highest amongst core
holidaymakers, in particular, overseas visitors i 70% of BBNP overseas visitors visited a TIC in the
area during their trip.

The most widely visited TIC was in the centre of Breconi 50% of TI C dusersod vi
TICs in Hay on Wye and Crickhowell were also fairly regularly mentioned by those visitors who had
used a TIC during their trip in BBNP.

Footpaths

Three questions probed respondentsd perceptions
able to rate individual aspects indicated that generally footpath provision was of a sufficiently high
standard. Gates and stiles were seen by and large to be in good working order and the overall
condition of the footpaths was recognised by the majority of visitors to be good. However, there

was an indication that footpaths could be easier to find as this aspect achieved the lowest level of
agreement score of 7.69 (out of 10) of the aspects evaluated with regard to footpaths.

BBNP Footpaths

8.2

7.8

78

Gates/stiles in good condition Overall condition Easy to find

UNESCO Geopark status

Nearly a third (31%) of BBNP visitors were aware that part of the Park (Fforest Fawr) has
UNESCO Geopark status. Older age group visitors were more likely than younger visitors to
recognise this status. It is also interesting to note that amongst the sample of overseas visitors
there was a higher level of UNESCO Geopark status awareness than amongst domestic visitors.

Influences on accommodation choice

Lynn Jones Research Ltd. Page 15
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Finally, those respondents who stayed away from home overnight when they visited BBNP were
asked about the impact that the internet, quality rating and environmental/green credentials had
when making their decision to book their accommodation. The most influential of the three aspects
was information seen on the internet which was rated at 8.51 (out of 10). Less of an influence was
the quality rating (7.10) and importance of the environmental / green credentials of accommodation
was rated as (5.00). Interestingly, respondents in younger age groups were more likely to be
influenced by O&égreener6 aspects than ol der
domestic visitors.

Conclusions and Observations

The sample section outlines that the main findings as reported have been derived from the
aggregated total of responses, the majority of which came from individuals who were visiting
Cardiff and BBNP. The remaining 14% of respondents were visiting other areas in South East
Wales. Whilst it was the aspiration to include visitors from all 10 Unitary Authorities the sample as it
stands is made up of essentially either rural or urban visitors and has provided us with a wide-
ranging mix of visitors driven by different
in the region. Whilst recognising that all locations in the region provide their own unique tourism
experience to visitors the findings are likely to provide a fair overall assessment of the perceptions
held by visitors to South East Wales.

In addition to the results as outlined we would offer the following comments for consideration by
Capital Region Tourism and the Unitary Authorities of the region.

e Currently as evidenced in this survey a high level of satisfaction has been expressed by
visitors to the area with high ratings attributed to both the quality of various elements of the
visit and the perception of value for money. Accommodation providers are also seen as
offering both good service and good quality to the overnight staying visitors i very important
contributors to the regionds economy. Thi
encouraging repeat visits and word of mouth recommendation. However, maintaining the
quality of product and level of service across all the touchpoints of a visitor trip experience
can be a challenge and can falter especially in recessionary times when there are pressures
on budgets that can affect such things as staffing levels, training, product investment and
marketing activity. We would recommend that these areas are monitored on a regular basis
to ensure that the standards of quality and service are maintained in future years.

e The region is seen by visitors as a convenient destination to get to. The evidence from this
research is that the key English markets largely come from the major conurbations of the
South West and South East of England and therefore presents a real opportunity for Unitary
Authorities to jointly or individually promote to these areas to achieve an increased share of
visitors. The package of urban and rural attractions that the region can offer is clearly
appreciated by visitors participating in this research and there is an opportunity to capitalise
on the perceived accessibility of the area given that it can be promoted to such a potentially
large audience.

e The findings illustrate the continuing and increasing strength of the internet. Visitors now
research and book many elements of a trip to any destination. It will be essential that South
East Walesmai nt ains an 6éedgedé in terms of web
interest into a firm commitment to visit.

e A National Park is an asset to any region. BBNP visitors are very satisfied with their
experience and their time in the Park area seems to have ensured a memorable experience
for many. These visitors are likely to be holidaymakers and therefore may well stay for
longer in the area. Whilst the Park is popular for the range of more physical options on offer,
it also offers much for the more car based visitor with a wide range of things to do i scenery
to enjoy and towns, villages and attractions to visit. Visitors will spend money not just on
accommodation and eating out, but also in the towns they visit and in the attractions in the
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area. With this in mind, BBNP is able to promote itself not just as an area of outstanding
beauty but a part of Wales with something to offer all ages, interests and budgets.

¢ Inits own right Cardiff is a major draw for those coming for city breaks, to attend events and
sporting fixtures and the findings have also highlighted the strength of the cultural offering
within the city. A vibrant city is an important and attractive elementof any regi onés
mix and the high level of overall satisfaction levels given by visitors to Cardiff provides a
positive message as Cardiff grows and develops its tourism product over the next few
years.
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Explaining the Tables

The following tables analyse each of the survey questions by key variables, or cross-tabulations,
they are defined as follows:

e UA/Area 1 respondents who visited Brecon Beacons National Park and completed the
Brecon Beacons National Park Visitrac visitor survey (BBNP) and respondents who visited
Cardiff and completed the Cardiff Visitrac visitor survey (Cardiff).

e Type of trip T respondents who were on a day trip from home when they visited South East
Wales (Day) and respondents who were staying away from home within South East Wales
when they visited the region (Staying).

e Age i respondents in the age group between 16 and 44 years of age (16-44) and
respondents in the age group between 45 and over 75 years of age (45-75+).

e Type of visit T excluding residents of South East Wales respondents who were visiting
South East Wales for the first time (First) and respondents who had visited South East
Wales previously (Repeat).

e Origin i respondents who live in Wales, respondents who live in England, Scotland or
Northern Ireland (Rest of UK) and respondents who live in an overseas country including
Republic of Ireland (Overseas).

The contents page will show you the title of each table covered in this tabular report and will show
you at a glance the range of questions covered in the survey.

Not everyone is familiar with reading tables so here are a few notes that we hope will help. The
following example has been taken from Table 37 Gender.

e The O6N=6 rmuhberrodf tre stploenses each columnds percent
e O A lolumn wil always represent everyone who gave a response to the question.
e Table 2 displays the gender of all respondents.

e Looking left to r i dldX2 respondanth, eve secAthat 48% of oespondents o f
are6 Mal e d

e Meanwhile, in the next column the sample is split by the UA/Area the respondent visited.
Looking at t he393%réspoddentsovhaivisited BBNP we can see that 51% are
0 Ma |Hewvéever, of the 816 respondents who were visiting Cardiff we can see that this figure
is 46%. This implies there is a higher proportion of male visitors in the BBNP sample than in the
Cardiff sample.

e You can look at the other cross-tabulations in similar ways to draw inferences from the data.

UA/Area Type of trip Age Type of visit
All BBNP Cardiff | Day  Staying | 16-44 45-75+ | First Repeat
Response N=1412 | N=393 N=816| N=542 N=814 | N=570 N=842| N=266 N=810
Male 48% 51% 46% 46% 49% 41% 53% 49% 51%
Female 52% 49% 54% 54% 51% 59% 47% 51% 49%
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Profile of Visitors

The spread of achieved responses in each Unitary Authority or area visited is displayed below.

Table 1 Unitary Authority / area visited

UA/Area Type of trip Age Type of visit Origin of visitor

All BBNP Cardiff| Day Staying | 16-44 45-75+| First Repeat| Wales Rest of UK Overseas
Response N=1413 | N=393 N=817 | N=542 N=815|N=570 N=842 | N=266 N=810| N=507 N=749 N=156
Cardiff 58% 0 100% | 78% 46% | 61% 56% | 52% 52% 79% 43% 58%
BBNP 28% | 100% 0 7% 42% | 26% 29% | 36% 33% 8% 41% 28%
Monmouthshire 6% 0 0 5% 5% 4% 7% 5% 7% 3% 7% 5%
Bridgend 2% 0 0 1% 2% 2% 2% 2% 2% 1% 2% 3%
Merthyr Tydfil 2% 0 0 3% 1% 1% 2% 1% 1% 3% 1% 1%
Caerphilly 2% 0 0 3% 1% 3% 1% 2% 2% 2% 2% 3%
Torfaen 1% 0 0 1% <0.5% 1% 1% 1% 1% 1% 1% 0
Newport 1% 0 0 1% 1% 1% 1% 2% 1% 1% 1% 2%
Rhondda Cynon Taf <0.5% 0 0 1% <0.5% 1%  <0.5% 0 <05% 1% <0.5% 0
Vale of Glamorgan <0.5% 0 0 1% <0.5% 1%  <0.5% 0 1% | <0.5% 1% 0
Blaenau Gwent <0.5% 0 0 1% <0.5% | <0.5%  <0.5% 0 <0.5% 1% <0.5% 0
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The table below illustrates the composition of the sample over the survey period i February 2008 to October 2009.

Table 2 Monthly summary

UA/Area Type of trip Age Type of visit Origin of visitor

All BBNP Cardiff| Day Staying | 16-44 45-75+| First Repeat| Wales Rest of UK Overseas
Response N=1413 | N=393 N=817 | N=542 N=815|N=570 N=842 | N=266 N=810 | N=507 N=749 N=156
February 2008 <0.5% 1% 0 0 <0.5% | <0.5%  <0.5% 0 <05% 0 <0.5% 0
March 2008 <0.5% | <0.5% 0 0 <0.5% 0 <05%| <0.5% 0 0 <0.5% 0
April 2008 <0.5% | <0.5% 0 0 1% 0 1% | <05%  <0.5% | <0.5% 1% 0
May 2008 <0.5% 1%  <0.5% | <0.5% <0.5% | <0.5% <0.5% | <0.5%  <0.5% | <0.5% <0.5% 1%
June 2008 <0.5% 1% 0| <0.5% <0.5% 0 <05% 0 <05% 0 <0.5% 1%
July 2008 1% 3%  <0.5% 0 2% 1% 1% 1% 2% 0 1% 5%
August 2008 2% 5%  <0.5% | <0.5% 3% 2% 2% 3% 2% | <0.5% 2% 4%
September 2008 4% 8% 1% 1% 6% 3% 4% 5% 4% 1% 5% 4%
October 2008 3% 3% 3% 1% 5% 1% 4% 3% 4% 1% 5% 1%
November 2008 2% 1% 2% 1% 2% 2% 1% 2% 2% 1% 2% 3%
December 2008 2% | <0.5% 4% 2% 3% 4% 2% 3% 3% 2% 3% 2%
January 2009 1% | <0.5% 1% | <0.5% 1% 1% 1% 2% 1% 1% 1% 2%
February 2009 3% 2% 4% 3% 3% 3% 3% 2% 4% 2% 4% 1%
March 2009 5% 2% 7% 4% 5% 5% 4% 6% 6% 3% 4% 13%
April 2009 9% 4% 13% 6% 11% 8% 10% | 18% 7% 6% 6% 31%
May 2009 8% | 15% 5% 8% 8% 6% 9% 4% 8% 10% 7% 6%
June 2009 5% 4% 7% 8% 4% 5% 6% 3% 5% 9% 3% 4%
July 2009 22% | 11% 32% | 30% 16% | 23% 21% | 18% 20% 28% 21% 8%
August 2009 28% | 36% 16% | 31% 25% | 28% 27% | 24% 26% 31% 28% 15%
September 2009 4% 3% 3% 5% 4% 6% 3% 5% 4% 4% 5% 0
October 2009 1% 0 <05% 1% <0.5% 1% 1% 0 <0.5% 1% <0.5% 0

Lynn Jones Research Ltd. Page 20



All respondents were asked a few questions regarding their gender, age and residency.

South East Wales Visitor Survey

Table 3 Gender
UA/Area Type of trip Age Type of visit Origin of visitor
All BBNP Cardiff| Day Staying | 16-44 45-75+| First Repeat| Wales Rest of UK Overseas
Response N=1412 | N=393 N=816 | N=542 N=814 | N=570 N=842 | N=266 N=810 | N=507 N=749 N=156
Male 48% | 51% 46% | 46% 49% | 41% 53% | 49% 51% 41% 53% 47%
Female 52% | 49% 54% | 54% 51% | 59% 47% | 51% 49% 59% 47% 53%
Table4  Age
UA/Area Type of trip Age Type of visit Origin of visitor
All BBNP Cardiff| Day Staying | 16-44 45-75+| First Repeat| Wales Rest of UK Overseas
Response N=1412 | N=393 N=816 | N=542 N=814 | N=570 N=842 | N=266 N=810 | N=507 N=749 N=156
16-24 2% 2% 2% 2% 2% 5% 0 3% 2% 2% 2% 4%
25-34 15% | 13% 16% | 13% 16% | 37% 0| 22% 14% 11% 18% 15%
35-44 24% | 23% 25% | 25% 23% | 58% 0| 27% 22% 25% 22% 24%
45-54 26% | 32% 23% | 26% 25% 0 43% | 24% 26% 27% 24% 26%
55-64 23% | 23% 22% | 22% 23% 0 38% | 17% 25% 22% 22% 26%
65-74 10% 6% 11% 9% 10% 0 16% 6% 11% 11% 10% 5%
75+ 2% 1% 2% 2% 2% 0 3% 1% 2% 2% 2% 0
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