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Background and introduction
Coastal Communities Fund project

Set up to understand the nature of coastal 
tourism and identify opportunities for 
growth. 

 Improving the visitor experience

 Supporting industry

 Bridging gaps in coastal tourism research

 Sharing lessons learnt and best practice

Working with industry, academia and the 
public sector

Economic Growth

Job creation

Best practice

Resource Hub



Domestic 
Tourism Trends



Domestic Tourism Trends
Destination Type



Domestic Tourism Trends
Socio Economic Mix



Coastal tourism

£8 billion industry

210,000 jobs 

Very high rate of SMEs (less than 3% corporate representation)



Coastal tourism
Length of stay, seasonality and visitor profile



International Visitors



International Visitors



Opportunities 
for Growth

Under 35s
Empty Nesters
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Under 35s
Visit Frequency



48%

48%

44%

38%

32%

31%

27%

23%

21%

17%

13%

Experiences of the English Coast as a child

Friends/ family’s stories of holidays on the 
English Coast

Experiences of the English Coast as an adult

My own prejudices/ preconceived ideas

Travel websites e.g. Tripadvisor, Conde Nast
Traveller, Lonely Planet, etc

Photos/videos I’ve seen on Facebook

What I have seen on search engines when
searching on the internet for holiday ideas

Articles I have read in magazines/ newspapers

Photos/ videos I have seen on Instagram or
Snapchat

Photos/ videos I have seen on Twitter

Blog posts/ web-based travel zines
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Under 35s
Influencers of Perceptions and Attitudes



Empty Nesters
Key opportunity for shoulder season coastal tourism

• One third of UK population by 
2024 (22.6 million people!)

• Pressurised but more financial 
freedom and options

• 50% open to visiting coast in 
off-peak periods
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Empty Nesters
Planning & Booking
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Think about the holiday

 Research the holiday

Book the accomodation

More than 6 months 3-6 months A couple of months

1 month 1-3 weeks Same day/after setting off



Resource hub
Online resource for industry

Constantly updating:

• ‘How to Attract’ Guides

• Business Support Toolkits

• Best practice 

• New ‘Market Intelligence’

For both destinations AND 
businesses

coastaltourismacademy.co.uk/resource-hub



Do BIDs benefit 
the tourism 
industry?



Industry challenges
Destination Organisations 



Personal Observations…
… from a destination marketing professional

• BIDs secure (medium term) funding for destinations

• Ability to develop & deliver destination plans

• Provide clarity on activity – input from stakeholders

• Opens up ‘match funding’ opportunities

• Destination and BIDs brands should align / complement

• Destinations with a presence in the marketplace will prosper



Thank you


