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• Chapter 1: Inbound market statistics provides insights on key statistics about 

Spanish travellers and who they are. It takes a look at Britain and its competitive 

set as well as activities of Spanish visitors in the UK.

• Chapter 2: Understanding the market takes a close look at Spanish consumer 

trends, booking, planning and further travel behaviour of this source market. 

Perceptions of Britain held by the Spanish are also highlighted.

• Chapter 3: Access and travel trade shows how the Spanish travel to the UK, 

how to best cater for their needs and wants during their stay and gives insights 

into the Spanish travel trade. Further ways of working with VisitBritain and other 

useful research resources are pointed out.
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Chapter summary

• The Spanish outbound market is forecasted to exceed 29 

million trips abroad with at least one overnight stay by 2020. 

The UK was the second most popular destination behind 

France for such trips in 2016.

• The Spanish rank globally in 13th place for international 

tourism expenditure with more than US$20bn.

• Spain was the 5th most important inbound source market for 

the UK for volume and 6th for spend in 2016.

• France (40%), Ireland (30%) and Germany (24%) were the 

most considered competitor destinations by Spanish visitors.

• The Spanish source market has a good regional and excellent 

seasonal spread.

• 89% of departing Spanish are either ‘Very’ or ‘Extremely’ likely 

to recommend Britain for a holiday or short-break.
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Chapter 1: Inbound market statistics

Source: International Passenger Survey by ONS, Oxford Economics, UNWTO, VisitBritain/IPSOS 2016, CAA 2016

2016:
£992m 

spend in 
UK
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Key insights
• Spain is Britain’s 5th most important source market in terms 

of visits and 6th most important for visitor spending. 

• 42% of spending came from holiday trips, 27% from visits 

to friends and/or relatives in 2016.

• In 2016 the number of business trips (476,000) has 

outperformed the previous 2007 record for the first time.

• London is the leading destination for a trip to Britain but 

South East, South West and Scotland are also popular.

• The most popular activities undertaken by Spanish travellers 

in Britain include shopping, going to the pub, visiting parks 

and gardens, visiting museums and art galleries as well as 

castles and historic houses followed by religious buildings.

• Spanish visitors have a below average propensity to buy 

their trip to Britain as part of a package or all-inclusive tour.
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Chapter 1.1: Key statistics 

Source: International Passenger Survey by ONS, Oxford Economics

The UK was 2nd

most popular 
destination for 
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outbound travel
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1.1 Key statistics: global context and 10 year trend
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Source: International Passenger Survey by ONS, UNWTO, Oxford Economics

Measure 2016

International tourism 

expenditure (US$bn)
20.2

Global rank for international 

tourism expenditure
13

Number of outbound 

overnight visits (m)
23.5

Most visited destination France

Global context Inbound travel to Britain overview

Measure Visits 

(000s)

Nights 

(000s)

Spend 

(£m)

10 year trend

2007 2,227 15,658 868

2008 1,974 13,874 815

2009 2,164 17,115 1,001

2010 1,809 14,367 824

2011 1,836 13,719 841

2012 1,716 13,681 776

2013 1,746 14,908 932

2014 1,986 18,611 1,082

2015 2,197 17,098 999

2016 2,397 17,408 992

Share of UK total 

in 2016
6.4% 6.3% 4.4%
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1.1 Key statistics – volume and value 
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Source: International Passenger Survey by ONS

Measure 2016 Change 

vs. 2015

Rank out of 

UK top 

markets

Visits (000s) 2,397 9% 5

Nights (000s) 17,408 2% 4

Spend (£m) 992 -1% 6

Inbound volume and value Nights per visit, spend 

Averages by 

journey purpose 

in 2016

Nights 

per 

visit

Spend 

per 

night 

Spend 

per 

visit

Holiday 5 £85 £457

Business 4 £90 £387

Visiting Friends/ 

Relatives
9 £33 £304

Study 35 £54 £1,924

All visits 7 £57 £414
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1.1 Key statistics: journey purpose 
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Journey purpose 2016

Spain All markets

Source: International Passenger Survey by ONS; repeat / first time visitors question asked in 2015

• Holiday and VFR visits continue to lead growth in the 

Spanish market. In 2016, 42% of spending came 

courtesy of holiday visitors, 27% from visits to friends 

and/or relatives. 

• In 2016 the number of business trips (476,000) has 

outperformed the previous 2007 record set prior to the 

financial crisis for the first time. 

• 87% of those coming to the UK to visit friends and/or 

relatives had been to the UK before followed by those 

coming on business (84%).
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• 38% of all visits to the UK from Spain were made 

for holiday purposes, followed by 37% of visits for 

visiting friends and/or relatives in 2016.

• 62% of holiday visits from Spain to the UK in 2015 

were made by repeat visitors (excl. UK nationals). 

These repeat visitors came on average between 

two and three times (a medium average visit 

frequency compared to other markets) and spent 

on average £1,186 in the UK in the past ten years.
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1.1 Key statistics: seasonality 
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Seasonality 2016

Spain All markets

Source: International Passenger Survey by ONS

• 29% of visits from Spain to the UK were made in the 

last quarter and 24% each in the second and third 

quarter. This illustrates very good seasonal spread 

from the Spanish market in 2016.

• Visits from Spain in the last quarter of the year have 

led growth in recent years. The summer quarter has 

been fairly stable in the volume of visits over the last 

two years and in both the first quarter and second 

quarter the number of visits has increased steadily 

over the last couple of years.
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1.1 Key statistics: length of stay and accommodation 
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Source: International Passenger Survey by ONS 

Accommodation stayed in, in 2016 

(nights, %share)

• Short trips of 1-3 nights and 4-7 nights are the most 

popular duration of stay amongst Spanish visitors.

• Two forms of accommodation dominate the picture 

with 50% of nights spent staying for free with relatives 

or friends which is due to the large share of such 

visits from Spain overall. 24% of nights are spent at a 

‘hotel/guest house’ Rented houses or flats are also 

popular making up 9% in 2016.

Duration of stay trend (visits 000s) 
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1.1 Key statistics: regional spread

Region Nights stayed 

(000) 

Visits (000)

Total 17,706 2,193

Scotland (SC) 1,426 112

Wales (WA) 584 55

Northern Ireland (NI) 66 11

London (LDN) 6,532 1,140

North East (NE) 378 26

North West (NW) 1,276 165

Yorkshire (YO) 842 94

West Midlands (WM) 857 121

East Midlands (EM) 562 74

East of England (EoE) 1,116 136

South West (SW) 1,657 162

South East (SE) 2,380 287

Nil nights (Nil) N/A 45

12

Nights (% share)

2014-2016

Source: International Passenger Survey by ONS 

Visits to the UK (2014-2016 average)
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1.1 Key statistics: regional spread and top towns and cities 
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Source: International Passenger Survey by ONS, *based on small sample, VisitBritain/IPSOS 2016, 

base: visitors

Town Visits (000s)

London 1,282

Manchester 68

Bristol 64

Birmingham 64

Edinburgh* 61

Top towns and cities visited 2016 • London is the leading destination for a trip to Britain, 

accounting for 43% of visitor nights, but South East, 

South West, Scotland and the North West are also 

popular based at the average of nights spent in the 

UK in 2014-2016.

• Visitors from Spain have a slightly below average 

propensity to feature rural and coastal areas of Britain. 

Spanish visitors have a higher propensity to visit the 

coast, countryside and villages when they visit friends 

or relatives in Britain in comparison to the other 

journey purposes.

• Only 6% of all holiday visits from Spain were part of a 

package or an all-inclusive tour. 94% were organised 

independently in 2016.

• Spanish visitors have an above-average propensity to 

use public transport such as trains, buses, tube or 

trams during their stay in Britain. The majority of 

Spanish respondents buy their tickets for transport in 

Britain whilst they are here. 

• Airport transfers are the method of transport which are 

most likely to be pre-booked with 37% of holiday 

visitors doing this in advance of their trip. 

Regional spread 2016 
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1.1 Key statistics: visits to coast, countryside and villages
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Source: International Passenger Survey by ONS 2016

Propensity to visit coast, countryside and villages 
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1.1 Key statistics: use of internal modes of transport
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Source: International Passenger Survey by ONS, 2013

Propensity to use internal modes of transport

2%

53%

28%

32%

8%

4%

8%

15%

2%

1%

55%

37%

29%

11%

2%

9%

9%

1%

0% 10% 20% 30% 40% 50% 60%

Domestic flight

Bus, Tube, Tram or Metro Train
(within town/city)

Train (outside town/city)

Taxi

Public bus/coach (outside
town/city)

Private coach/minibus (for
group only)

Hired self-drive car/vehicle

Car/vehicle you/group brought
to the UK

Ferry/boat

Spain All markets



Market and Trade Profile Spain

1.1 Key statistics: purchase of transport and package tours

16

International Passenger Survey by ONS, VisitBritain/IPSOS 2016, base: visitors

Transport services purchased before or 

during trip (%) 
Proportion of visits that are bought as 

part of a package or all-inclusive tour in 

2016
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Visitor characteristics 

• Business visitors are roughly four times as 

likely to be male than female.

• More than half of holiday visitors are making 

a repeat visit to Britain (excl. UK nationals).

• Most of visits from Spain to the UK were made 

by Spanish nationals (74%), 19% by British 

nationals.

• 89% of departing Spanish are either ‘Very’ 

or ‘Extremely’ likely to recommend Britain for 

a holiday or short-break.

• 90% of departing Spanish felt very or extremely 

welcome in Britain.

17

1.2 Visitor demographics 

Source: International Passenger Survey by ONS, CAA 2016

89%
‘Very’ or

‘Extremely’ likely
to recommend Britain 
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1.2 Visitor demographics: gender and age groups 
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Source: International Passenger Survey by ONS

Visitor demographics: 

gender ratio of visits from Spain: 

47% female, 53% male
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High

Medium

Low

Visits in 000s | % share of visits
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1.2 Visitor demographics: origin 

Source: International Passenger Survey by ONS, CIA World Factbook 2017

Visits to the UK in (000) 2015

• The largest proportion of Spanish visitors 

who come to the UK reside in Madrid, 

Catalonia or Andalusia.

• The largest urban areas are: Madrid with 

6.2 million, Barcelona 5.3 million and 

Valencia 810,000, then Seville.
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1.2 Visitor demographics: welcome and recommending Britain
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Source: CAA 2016
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Market size, share and growth potential

• Britain was the 2nd most visited destination by 

Spanish tourists in 2016, behind France.

• Forecasts suggest there is the potential for 

steady growth in the number of visits to Britain 

during the next decade.

• Of those who came to Britain for a holiday, 40% 

considered France, 30% Ireland and 24% 

Germany as an alternative holiday destination.

• 86 million holiday trips were taken by the 

Spanish in 2016 (47% of all journey purposes). 

90% of those were domestic. The remainder 

were international holiday trips, a total of 9,1 

million. Another 4 million were international 

visits to friends and/or relatives who live 

abroad.

21

1.3 Britain and competitors

Source: Oxford Economics, VisitBritain/IPSOS 2016, INE - IET

Britain 
ranks 2nd

for Spanish outbound
destinations by volume
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1.3 Britain and competitors

22

Source: Oxford Economics

Britain’s market share of Spanish visits 

among competitor set

Historic and potential visits to Britain (000s) 
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Inbound Britain activities

• Shopping is the number one activity 

which features in many Spanish visits.

• Built heritage sites, and especially 

museums, are important attractions for 

many visitors from Spain.

• More than half of holiday visits involve 

time in a park or garden.

• Walking in the countryside or by the coast 

are popular with many Spanish visitors.

• Many Spanish visitors like to dine in a 

restaurant or visit a pub while in Britain.

• About 51,500 visits per annum feature 

time watching football.

• Spanish visitors have an average 

propensity to visit the performing arts 

during their stay in Britain.

23

1.4 Inbound activities

Source: International Passenger Survey by ONS
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1.4 Inbound activities

24

Source: International Passenger Survey by ONS 2016

Propensity to visit museums and 

galleries 

Propensity to visit built heritage sites 
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1.4 Inbound activities

25

Source: International Passenger Survey by ONS 2011 and 2016
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during trip 
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1.4 Inbound activities
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Source: International Passenger Survey by ONS 2007, 2010 and 2016
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1.4 Inbound activities
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Source: International Passenger Survey by ONS 2007, 2008, 2011 and 2013

Propensity to go to restaurants, pubs, 

night clubs and socialise with locals 
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(%) 

41%

10%

9%

12%

13%

9%

24%

5%

3%

3%

16%

38%

43%

9%

8%

12%

13%

9%

21%

7%

3%

3%

13%

37%

0% 20% 40% 60%

Clothes or Shoes

Personal accessories e.g. jewellery

Bags, purses etc

Cosmetics or toiletries e.g. perfume

Books or stationery

Games, toys or gifts for children

Food or drink

CDs, DVDs, computer games etc

Electrical or electronic items e.g. camera

Items for your home e.g. furnishing

Other holiday souvenir (not mentioned…

None of these

Spain All markets

46%

34%

61%

32%

15%

49%

50%

36%

70%

54%

50%

62%

50%

33%

58%

36%

14%

47%

47%

27%

61%

60%

49%

61%

0% 50% 100%

All journey purposes: went to pub

All journey purposes: socialising with the…

All journey purposes: dining in restaurants

Business: went to pub

Business: socialising with the locals

Business: dining in restaurants

Holiday: went to pub

Holiday: socialising with the locals

Holiday: dining in restaurants

VFR: went to pub

VFR: socialising with the locals

VFR: dining in restaurants

Spain All markets



Market and Trade Profile Spain

1.4 Inbound activities
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Source: International Passenger Survey by ONS 2013
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Understanding 

the market

Chapter 2:

29
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Chapter summary 

• Spain has a population of about 46 million.

• Whilst roughly one in three Spanish did not take overnight trips 

away from home it is very common for the majority to go on more 

than one such trip indicating that travel is important to them.

• The majority of Spanish visitors tend to start thinking about their trip 

to Britain early, often more than half a year in advance.

• More than 60% of holiday bookings of a trip to Britain were made 

within two months before arrival. 

• Friends, family and colleagues are the most important influence on 

the holiday destination choice.

• The Spanish rate Britain highly for its contemporary culture, culture 

in general, sport and vibrant cities. One of Britain’s strengths is the 

perception that it is a good destination for shopping.

30

2.Understanding the market 

Source: Oxford Economcis, VisitBritain/IPSOS 2016, GfK Anholt Nation Brands Index 2014, Flash Eurobarometer 432 by EC 2016 

Culture
Most important 
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visitors
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Demographics & society
• Population of about 46 million.

• Spain is a unitary parliamentary constitutional monarchy; there are 17 

autonomous regions.

• The official language is Spanish and there are several regional 

languages including Aragonese, Asturian, Basque, Catalan, Galician 

and Occitan; English is taught as a foreign language in school, however, 

information for visitors in Spanish should be provided.

• The usual annual leave entitlement is 22 days and there are 14 public 

holidays per year. Quite a few ‘puentes’ (bridging days) allow short 

breaks. 

31

2.1 Structural drivers 

Source: Oxford Economics, CIA World Factbook 2017, World Bank

46.4m
Spanish

population
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2.1 Structural drivers: population and economic indicators 

32

Source: Oxford Economics, CIA World Factbook 2017

Measure 2016 

estimate

Total population 46,448,000

Net No. migrants per 

1,000 population
8

Overall growth rate per annum 0.0%

Population dynamics

Indicator 2016 2017 2018

Real GDP 3.2 3.1 2.5

Consumer spending 3.2 2.3 2.0

Unemployment rate 19.6 17.6 15.9

Average earnings 2.5 3.5 3.4

Consumer prices -0.2 2.0 1.6

Economic indicators (% growth unless 

stated)
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2.1 Structural drivers: general market overview

33

Source:, Oxford Economics, Capgemini World Wealth Report 2016, CIA World Factbook 2017

Key demographic and economic data

Measure (2016 data) Spain Eurozone

Population (m) 46.4 336.8

GDP per capita PPP (US$) 32,986 38,070

Annual average GDP growth

over past decade (%)
0.3 0.6

Annual average GDP growth 

in 2016 (%)
3.2 1.7

General market conditions

• Spain is Britain’s 5th most important source market in 

terms of visits and 6th most important for visitor 

spending.

• The Spanish economy is growing at a robust pace, 

since 2013. GDP growth in 2016 was 3.2% and is 

forecasted to grow by 3.1% in 2017. (Oxford 

Economics)

• The country has a population of about 46 million with 

a median age of 42.

• Most people in Spain are well-educated and enjoy a 

good standard of living with GDP per capita in 

purchasing power parity terms of around US$33,000, 

forecasted to increase in the years to come.

• According to the Capgemini World Wealth Report 

2016 there were 192,000 High Net Worth Individuals 

(HNWI) resident in Spain, these being people with 

investible assets worth more than $1 million, 

representing an increase of 8% on 2014. This 

represents the fourteenth largest HNWI population 

globally.
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2.1 Structural drivers: exchange rate trends
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Source. Bank of England

Exchange rate trends (cost of GBP in EUR) 
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Please find the most up-to-date exchange rate trend based on monthly averages at visitbritain.org/visitor-economy-facts.

https://www.visitbritain.org/visitor-economy-facts
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• In 2016 82% of the Spanish population, aged 16-65, 

were connected to the Internet (INE, ONTSI). 77% of 

them were frequent users. 

• Spanish are heavy users of digital and social media.

• E-commerce continues to grow in Spain. 74% of 

Spanish Internet users aged 16-60 buy online (Iab 

Spain). Tourism generates 29% of total e-commerce 

revenue in Spain.

• M-commerce in Spain: 6 out of 10 buy from their 

devices. And 9 out of 10 use it at some point in the 

shopping process (ditrendia).

• Spain has the highest penetration rate of smartphones 

in Europe, 87% (ditrendia). Usage of mobile is 

becoming more and more important to plan and book 

for trips online, especially for millennials.

35

2.2 Consumer trends 

Source: INE, ONTSI, lab Spain, ditrendia

87% 
highest penetration
of smartphones in 

Europe
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2.2 Consumer trends: overall travel trends
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Source: Booking.com, lab Spain, ACAVE, Carlson Wagonlit Travel, INE Familitur 2017 

Travel trends

• The biggest general consumer trends include: getting 

immediate satisfaction through 2.0 technology; increase in 

bleisure trips; increased interest in new and unknown 

destinations; caring for body, mind and soul; sustainability 

on trips; enjoy experiences based on simplicity; human 

touch and personal relationship; and authenticity 

(Booking.com). Travelling to a safe destination is very 

important following the Arab Spring and terrorist attacks in 

recent years.

• Growing holiday segments: gastro and oenological 

tourism, LGBT, sport tourism, singles travel, families, 

active/adventure holidays, urban tourism, age-friendly 

tourism, sustainable destinations 

• Collaborative/peer-to-peer economy is growing and 

challenges with its regulation have arisen, examples are: 

Airbnb, Uber, Cabify.

• The cruise market keeps growing. In 2016 486K Spanish 

travelled on a cruise (+5%), mainly in the Mediterranean

• MICE and Business travel grew 5% in Spain in 2016.

• Spaniards are influenced by a special offer or a price 

discount. But, while price-sensitive, they are mainly 

looking for good value. Recommendations are important 

to them and they will proactively seek them out.

• The total number of trips taken by the Spanish in 2016 

was 182 million, an increase of 4% versus 2015. Spend 

increased 9%. Of those trips 91% were domestic and 9% 

to an international destination.

• The total number of holiday trips taken by Spaniards (86 

million in 2016) increased by 8%. The number of 

international holiday trips increased 13%. Total holiday 

spend increased 13% and 18% for international trips (INE 

- Familitur 2017). The average stay abroad for holiday 

visitors was 6.2 days, average spend per person per trip 

was 830 euros and average spend per day 134 euros.

• The travel sector in Spain continues to perform well 

with the Spanish Travel Agent’s Association reporting a 

+10% increase in trips booked for Easter 2017 

compared to last year. ACAVE forecasts an increase of 

8% on summer trips. Prices for trips are only going to 

increase marginally, according to Carlson Wagonlit 

Travel. The trend is to adjust prices and improve services. 
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2.2 Consumer trends: motivation and attitudes to holidays
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Source: Oxford Economics, GfK, Cofidis, Flash Eurobarometer 432 by EC 2016: During 2015, how many times did you travel for professional or personal reasons where you were away from home for a 

minimum of one night?

Number of overnight trips away from home 

for all journey purposes (%)
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• Whilst roughly one in three Spanish did not take overnight 

trips away from home it is very common for the majority to go 

on more than one such trip indicating that travel is important 

to them.

Motivation and attitudes to holidays

• Travel is what most excites Spaniards (GFK, Cofidis) 

• Whilst the majority of Spanish said that they were 

unlikely to amend their holiday plans due to the 

economic situation (36%), one in five (21%) said that 

they go on holidays in 2016 but are likely to spend less 

(Flash Eurobarometer 432 by EC). This shows a slightly 

higher impact than the European average.

• Spain is the most popular destination amongst Spanish 

tourists especially for the summer holidays. France, UK, 

Italy, Portugal, Andorra and Germany follow within 

Europe. The USA, Mexico and Dominican Republic are 

also popular destinations in America. In Asia, destinations 

like Japan and Thailand are also in growing demand.

• Sales to Britain are healthy. All major tour operators are 

including itineraries and programmes to UK. Destinations 

like Egypt, Turkey and Tunisia have been suffering in the 

past years and also some other Mediterranean 

destinations have seen a decrease in bookings such as 

Italy and Croatia.
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2.2 Consumer trends: reasons for holidays

Main reasons for going 

on holiday (%)

38

Reasons to return to the same destination 

for a holiday 

• Asked for reasons which would make them come back, the 

majority of Spanish tend to value natural features and the quality 

of the accommodation. Cultural and historical attractions are also 

found to be key for 28%.

• Amongst the main reasons for going on a holiday for Spanish 

travellers are: visiting family/friends/relatives, sun/beach, 

nature, culture, nature and city trips.

39%

13%

27%

12%

31%

26%

38%

9%

37%

6%

21%

5%

23%

29%

40%

7%

0% 20% 40% 60%

Sun/beach

Wellness/Spa/health treatment

City trips

Sport-related activities

Nature

Culture

Visiting family/ friends / relatives

Specific events

Spain EU28

32%

45%

24%

21%

20%

31%

6%

34%

38%

23%

16%

16%

28%

6%

0% 20% 40% 60%

The quality of the accommodation

The natural features

The general level of prices

How tourists are welcomed

The activities/services available

Cultural and historical attractions

Accessible facilities

Spain EU28

Source: Flash Eurobarometer 432 by EC 2016: What were your main reasons for going on holiday in 2015? Firstly? And then? and Which of the following would make you go back to the same 

place for a holiday? Firstly? And then? 
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• A large proportion of Spanish holiday visitors 

tend to start thinking about their trip early with 

40% doing this as early as half a year or more in 

advance.

• 30% of bookings were made in the three to six 

month window before the arrival to Britain; 

however, more than 60% of Spanish bookings 

happened within two months before the trip.

• Most bookings to Britain were made online;

however, when travel and accommodation are 

booked together, more than one in three visitors 

made the booking face-to-face.

39

2.3 Booking and planning 

Source: VisitBritain/IPSOS 2016

>60%
of Spanish visitors booked 
within two months of their 

arrival in Britain
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2.3 Booking and planning: booking channels and ticket sales
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Source: VisitBritain/IPSOS 2016, base: visitors (online survey)

How trips to Britain were booked Propensity to make a purchase before or 
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• Spanish visitors have become increasingly comfortable 

with booking their trips to Britain online, especially when 

they booked travel (i.e. transport to Britain).

• One in three bookings were made face to face when they 

booked a holiday arrangement (i.e. travel and 

accommodation combined). This compares to the global 

average of 27%.

• Prior to trip: The proportion of purchases of the above 

items before the trip was below or on par with the all 

market average across all categories amongst Spanish 

respondents.

• During the trip: Nearly one in four purchased 

theatre/musical/concert tickets or guided sightseeing tours 

in London. Nearly half of Spanish visitors bought 

tickets/passes for miscellaneous tourist attractions. 
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2.3 Booking and planning: lead-times 
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Source: VisitBritain/IPSOS 2016, base: visitors
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• Two in five Spanish tended to start thinking early about 

their trip to Britain, i.e. half a year or more in advance of 

their journey; 34% did this three to six months in 

advance.

• Roughly one in four decided to travel to Britain either six 

months or earlier and 68% knew at least three months 

prior to the actual journey.

• More than two in five Spanish visitors looked at options 

and prices between three and six months ahead of the 

trip and 30% also made the booking in the same time 

frame. 29% were more spontaneous and looked at 

options between one and two months before the trip and 

12% within one month. 17% booked their trip to Britain 

in the month leading up to the departure. This highlights 

a tendency to book later than many other markets.

• The majority of Spanish visitors who booked travel and 

accommodation separately booked it directly with the 

service provider e.g. airline (66% and 49% respectively). 

48% of those who booked accommodation separately 

used a travel agent/tour operator or travel comparnison 

website. When they bought travel and accommodation 

together as a package 67% chose to book it through a 

travel agent, tour operator or travel comparison website. 
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• The most influential source for destination 

choice for the Spanish are friends, relatives and 

colleagues followed by travel blogs and travel 

guidebooks. 

• These are closely followed by websites 

providing reviews and information on search 

engines.

• TV is still the leading media followed by radio, 

magazines and online media. The audience of 

all traditional media is decreasing in contrast to 

the Internet.

• TV content on demand gains importance in 

comparison to traditional channels with 

YouTube and Netflix strong players.

42

2.4 Reaching the consumer

Source: Oxford Economics, VisitBritain/IPSOS 2016, EGM 2016, CCS 2016, Media Hotline, Barlovento barometer, Kantar Media

Friends, family 
& colleagues

#1 Influence for the 
destination choice 

of the Spanish
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Broadcast media
• Spaniards watch TV for 246 mins. on average each day 

(Kantar Media 2017) and more than 35.5 million people 

watch the television daily. (Barlovento barometer)

• The biggest TV Groups are Atresmedia (A3 and La 

Sexta, and Mediaset (Telecinco) (Source Media Hotline)

• 31% had pay-TV in their homes in 2016, an increase of 

5% year-on-year (Source EGM). Movistar + is leading 

the segment of pay TV with an audience share of 15% 

followed by Vodafone TV with 6%. (Source EGM). Fox, 

TNT and AXN are the strongest channels in pay TV 

(Source Kantar Media)

• Content on demand: YouTube is the most popular 

platform (38%) followed by RTVE (30%) A3 Media 

Player (25%) and Netflix (18%) (Source CCS 2016)

• Netflix started in Spain in 2016. It has now 1% of the 

total audience (Source CCS 2016)

Radio
• The average radio consumption is 103 minutes daily. 

More than 24.4 million of people listen to the radio daily *

2.4 Reaching the consumer: broadcast media, radio and papers 

• General radio stations: SER, with 11% share of the 

Spanish audience is the leader followed by COPE (7%), 

Onda Cero (5%) and RNE (3%)*

• Thematic radio stations: Los 40 (7%) Dial (5%) Europa 

FM (4%)* 

Newspapers
• While total Spanish readership continues to decrease, 

more than 12 million people read newspapers every day 

(27% of the population)*

• The biggest national newspapers are: El País (1.2m), El 

Mundo (761k)*

• Regionals like La Vanguardia from Catalonia (586k), La 

Voz de Galicia (572k) and El Periódico from Catalonia 

(462k) are other leading newspapers*

• Economic newspapers are also important: Expansion 

(136k), El Economista (60k) Cinco Días (45k)*

• Sports newspapers: Marca with 2.1 million and As with 

1.1 million*

• Many of them are distributed with lifestyle supplements; 

the most important are: XL Semanal (2.9m), El País 

Semanal (1.9m) and Mujer Hoy (1.9m) *

Source: *EGM 2016, CCS 2016, Media Hotline, Barlovento barometer, Kantar Media
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Magazines*
• Total readership is in decline but still comprises more 

than 16 million in 2016 (35% of total population).

• Top 3 Spanish weekly magazines: Pronto (2.8 million), 

Hola (2.2m), Lecturas (1.3m).

• Top 3 Spanish monthly magazines: Muy Interesante (1.6 

m), National Geographic (1.5m) Saber Vivir (1.02m).

• Top 3 Spanish lifestyle magazines: Vogue (712k), Elle 

(562k), Cosmopolitan (504k).

• Top 3 Spanish travel magazines: Viajes National 

Geographic (502k), Viajar (211k) and De Viajes (115k).

Online and social media
• The number of Internet users and time of consummation 

continue to increase (108 minutes per day; 28.5 million of 

users). Smartphones are used by 70% followed by laptops 

(53%) and tablets (32%).

• YouTube is the biggest site in terms of unique users with 

more than 28 million followed by Google.es, Facebook.com, 

Android.com; Positions 5-8 are occupied by online sites of 

national newspapers: Elmundo.es, ElPais.com, Abc.es and 

LaVanguardia.com.

• The readership of online media was 6.2 million in 2016*

• Top 5 of online media: El Pais (7.2m), El Mundo (6.8m), 

ABC (5.1m), 20Minutos (4.8m) and La Vanguardia (4.3m)*.

• According the Observatorio de la Comunicación Turística, 

travel blogs have the same power of influence as traditional 

media because of their transparency, proximity and 

freshness. However, the more that blogs are paid for their 

content the more negatively their objectivity is perceived by 

their audience. 

2.4 Reaching the consumer: magazines and online media

Source: *EGM 2016
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2.4 Reaching the consumer: social media on holiday
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Source: VisitBritain/IPSOS 2016, base: all respondents: Have you used social media in any of the following ways whilst on your last holiday to Britain (visitors) /on your last holiday to a foreign 

destination (considerers)?

Use of social media on holiday • The Spanish are heavy users of social media and 

digitally savvy in general. Many use social media on 

holiday to post their holiday photos or to keep in touch 

with people at home. The social media channels most 

used in the Spanish market are Facebook, Youtube, 

Twitter, Instagram, Google + and LinkedIn.

• 72% of Spanish like to stay connected whilst they are 

on holiday and 75% regard a smartphone as essential 

whilst they are on holiday.

• 83% of Spanish love to take photos when they are on 

holiday which is above average compared to all other 

markets and only topped by Germans and Italian 

respondents when compared to other European 

markets.

• 66% of Spanish have shared holiday photos online 

and 17% would like to do so and 2 in 5 have shared 

holiday video content and 1 in 4 would like to do so. 

More Spanish than the average from other markets 

have already used location technology to find places 

to visit (62%) and a further 30% are interested in 

using it. Trust in reviews on social media from other 

tourists is high (62%) compared to other Europeans.
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2.4 Reaching the consumer: influences 
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Influences on destination choice 

Source: VisitBritain/IPSOS 2016, base visitors & considerers. Which of the following sources influenced your choice of destination? (Market scores have been adjusted so that the sum of all influences 

for each market is equivalent to the global total, to enable meaningful comparisons)
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• Spanish rate Britain highly for contemporary culture, vibrant cities, 

sport, cultural heritage and historic buildings and monuments, but 

less so for scenic natural beauty and welcome; Britain was rated 

11th and 22nd out of fifty nations respectively on these two 

attributes in 2014.

• Museums and music are the cultural products or services most 

strongly associated with Britain among the Spanish.

• A trip to Britain would be expected to be ‘Educational’ and ‘Exciting’ 

followed by ‘Fascinating’ by the Spanish.

• Italy, the US, France and Australia are the destinations that 

Spanish consider the ‘best place’ for delivering the things they 

most want from a holiday destination.

• Areas of strength for Britain include good shopping, the ease of 

getting around, party and to watch sporting events while very few 

consider Britain is the best place for ‘food and drink’.

47

2.5 Perceptions of Britain

Source: GfK Anholt Nation Brands Index 2014, Arkenford 2013

Areas of strength for Britain:

Contemporary 
culture, vibrant 
cities, sport and 

heritage
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2.5 Perceptions of Britain

48

Source: GfK Anholt Nation Brands Index 2014 and 2016

Measure Spanish 

respondents 

(2014)

All

respondents 

(2016)

Overall Nation Brand 2 3

Culture (overall) 4 5

The country has a rich cultural heritage 7 7

The country is an interesting and exciting place for contemporary culture such as 

music, films, art and literature
4 4

The country excels at sports 5 5

People (overall) 4 7

If I visited the country, the people would make me feel welcome 11 12

Tourism (overall) 4 5

Would like to visit the country if money was no object 4 5

The country is rich in natural beauty 22 24

The country is rich in historic buildings and monuments 8 5

The country has a vibrant city life and urban attractions 4 4

Britain’s ranking (out of 50 nations)
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2.5 Perceptions of Britain
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Source: GfK Anholt Nation Brands Index  2014 and 2016
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2.5 Perceptions of Britain

50

Holiday wants and % saying destination is best place for…

Source: VisitBritain/Arkenford 2013  

Importance GB FR IT AU US GE
6.14 Offers good value for money 16% 19% 28% 10% 16% 14%

6.06 Have fun and laughter 12% 15% 34% 18% 36% 13%

6.06 Enjoy the beauty of the landscape 22% 36% 41% 58% 28% 22%

5.96 Explore the place 18% 28% 37% 33% 33% 13%

5.91 Do something the children would really enjoy 18% 33% 21% 22% 44% 12%

5.88 Enjoy local specialities (food and drink) 11% 41% 54% 10% 15% 16%

5.85 See world famous sites and places 33% 51% 65% 15% 34% 28%

5.84 Experience activities/places with a wow factor 20% 26% 39% 41% 48% 18%

5.83 Have dedicated time with my other half 31% 53% 55% 31% 33% 26%

5.82 Broaden my mind/ Stimulate my thinking 22% 26% 31% 39% 42% 22%

5.76 The people are friendly and welcoming 15% 21% 43% 21% 22% 13%

5.75 Enjoy peace & quiet 13% 23% 28% 29% 10% 8%

5.74 Visit a place with a lot of history/historic sites 27% 47% 74% 9% 17% 22%

5.73 Be physically healthier 15% 24% 25% 26% 21% 16%

5.68 Do what I want when I want spontaneously 16% 15% 29% 12% 27% 9%

5.66 Feel connected to nature 22% 19% 20% 51% 22% 11%

5.65 Experience things that are new to me 19% 13% 13% 39% 47% 6%

5.58 Feel special or spoilt 12% 30% 24% 34% 42% 12%

5.57 It offers unique holiday experiences 21% 25% 35% 50% 48% 16%

5.56 Soak up the atmosphere 19% 17% 34% 22% 27% 20%

5.56 A good place to visit at any time of year 19% 31% 42% 26% 34% 17%

5.51 Provides a wide range of holiday experiences 24% 33% 41% 38% 51% 20%

5.49 Enjoy high quality food and drink (gourmet food) 13% 57% 48% 12% 18% 9%

5.45 Chill/ slow down to a different pace of life 11% 22% 26% 17% 18% 7%

5.38 Easy to get around by public transport 35% 35% 30% 13% 32% 33%

5.35 Revisit places of nostalgic importance to me 21% 28% 27% 15% 18% 15%

5.28 Meet the locals 23% 21% 43% 18% 26% 14%

5.04 Visit places important to my family's history 14% 18% 26% 11% 21% 11%

4.93 Do something environmentally sustainable/ green 31% 37% 31% 42% 29% 32%

4.82 Good shopping 42% 24% 32% 8% 68% 14%

4.81 Experience adrenalin filled adventures 15% 9% 9% 47% 54% 18%

4.80 Get some sun 5% 11% 31% 28% 24% 6%

4.76 Party 31% 17% 44% 21% 37% 26%

4.69 Go somewhere that provided lots of laid on entertainment/nightlife 30% 31% 43% 20% 49% 28%

4.67 Meet and have fun with other tourists 17% 31% 36% 24% 31% 23%

4.61 Get off the beaten track 19% 22% 21% 41% 21% 13%

4.59 To participate in an active pastime or sport 14% 19% 17% 27% 41% 22%

4.44 Watch a sporting event 24% 20% 18% 17% 42% 20%

4.32 Do something useful like volunteering to help on a project 18% 15% 21% 30% 23% 15%

3.92 Fashionable destination 23% 24% 30% 26% 50% 18%
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2.5 Perceptions of Britain 
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Source: VisitBritain/IPSOS 2016, adjusted data

Motivations for choosing Britain as a holiday destination
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Access and travel 

trade

Chapter 3:
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• Access to Britain is easy with the vast majority of visitors from 

Spain travelling over by plane.

• Monthly airline seat capacity from Spain to Britain has grown 

again in the last year. Many airlines operate flights from Spain to 

Britain with Ryanair and easyJet accounting for more than 40% of 

the annual seat share in 2016.

• Virtually all tour operators feature Britain either in a dedicated 

brochure or as part of a European programme.

• Generally tour operators use ground handlers in the UK.

• Meetings are often for the dissemination of information or the 

issuing of instructions rather than for open debate. Agendas, 

when used, will not necessarily be adhered to, as creativity and 

debate are favoured in such meetings.

• Personal relationships are very important to the Spanish and take 

time to build.
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3. Access and travel trade

Source: Apex Rdc 2016 

92%
of visits to Britain from 
Spain were made by 

plane in 2016
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3.1 Access: key facts 

• Most Spanish travel to the United Kingdom 

by plane. It is a short non-stop flight: usually 

about 2-2.5 hrs flight time. A few (8%) come 

to the UK by other means of transport i.e. by 

ferry crossings or through the Channel 

tunnel.

• Annual seat capacity from Spain grew 20% in 

2016.

• Spanish visitors departing Britain by air pay 

£13 in Air Passenger Duty.

• The good regional spread of Spanish visitors 

is supported by the connectivity to many 

regional airports in the United Kingdom.

• The small annual share of some regional 

airports can be due to seasonal connectivity 

e.g. only included in the summer schedule.
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Most Spanish travel 

to the UK by plane.

Source: Apex RdC 2016, non-stop flights only

Measure 2016

Weekly aircraft departures 2,452

Weekly seat capacity 499,280

Airports with direct routes in Spain 32

Airports with direct routes in Britain 28

Weekly ferry crossings 7

Access to Britain
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3.1 Access: mode of transport

55

Source: International Passenger Survey by ONS

Visits by mode of transport Sea and tunnel travel (000s) in 2016
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3.1 Access: capacity
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Source: Apex Rdc 2016: non-stop flights only

Annual airline seat capacity trends Origin airport annual seat capacity

23,165,501
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Asturias, Santiago de Compostela, Santander, A Coruña, Zaragoza, Castellon de la Plana, Jerez 

Airport, Santa Cruz de la Palma, Tenerife North, Granada, Lleida, Vigo, San Sebastian and Leon. 
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3.1 Access: capacity
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Airline seat capacity by carrier (2016)

Source: Apex Rdc 2016: non-stop flights only

Destination airport annual seat 
capacity

Airports with less than 2% annual seat share: Glasgow Prestwick, Cardiff, Bournemouth Intl., London 

City, London Southend, Doncaster Sheffield, Exeter Intl., Belfast City, Norwich, Southampton, Cornwall 

Airport Newquay, Aberdeen, Humberside, Guernsey 
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• Structure: Mayoristas (Tour Operators), Mayoristas-

Minoristas (Tour Operators/retailers) and Minoristas

(retail Travel Agencies).

• Tour operators are mainly based in Madrid and 

Barcelona.

• Generally tour operators use ground handlers in UK.

• Personal relationships are very important to the 

Spanish and take time to build.

• Tour operators work very closely with their circle of 

travel agencies.

• Planning cycle: Jan-Apr (start programming the 

summer brochure and sell Easter), May-Sep (after 

Easter, summer brochures distributed to outlets and 

start planning winter brochures), Oct-Dec: winter 

brochures distributed to outlets.

• 67% of bookings which combined accommodation 

and travel were made through a travel agent/tour 

operator or travel comparison website.
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3.2 Travel trade: general overview

Source: VisitBritain/IPSOS 2016

Virtually all 
Spanish tour 

operators feature 
the UK in their 
programmes
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3.2 Travel trade: Spanish tour operators
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Source: ranking by Hostelur 

Top Ten Tour Operators Turnover €m Pax

Tourmundial 2,440 15,000

Special Tours 128 1,600

Politours 75 1,000

Proyecto Europa Not disclosed 15,000

Travelplan 450 3,000

Panavision Tours 100 900

Catai Tours 90 5,000

Europamundo 140 1,500

Mapatours 130 15,000

Nautalia 279 1,600

Top ten operators in Spain in 2015/16 The major tour operators with a 

comprehensive Britain programme 

are:
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3.2 Travel trade: online travel companies
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Source: ranking by Hostelur

Company Name Turnover 2015 

(€m)

Platform(s)

Odigeo-eDreams 4,280 Govoyages, Opodo, Travellink, liligo

Bravofly-Rumbo 2,355 Lastminute, Volagratis,Jetcost. Viajar.com

Logitravel.com 563 Traveltool

Travelgenio.com 449 Travelgenio.com

Atrapalo.com 330 Atrapalo.com

Booking.com 2,010 Priceline group, Agoda, Kayak, Momondo, 

Expedia.com 8,224 Trivago, Orbitz, Travelocity, Cheaptickets

Destinia.com 120 Destinia.com

Muchoviaje.com/hundredrooms.com Not disclosed Muchoviaje.com, hundredrooms.com

Airbnb.es Not disclosed Airbnb.es

Top ten online travel companies
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3.2 Travel trade: Spanish holidays
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Date National Holiday

1 January New Year’s Day

6 January Epiphany

13 April Maundy Thursday (except Catalonia)

14 April Good Friday

1 May Labour Day

15 August Assumption Day

12 October National Day

1 November All Saints‘ Day

6 December Day of the Spanish Constitution

8 December Immaculate Conception Day

25 December Christmas Day

National public holidays in 2017*

Public and local holidays

*Please note that there is also a 

variety of local holidays in Spain so 

please check before you travel.
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3.2 Travel trade: practical information 

General practical information:

• Business hours are usually 09:00 – 19:00 for tour 

operators, 9:30 – 13:45 and 16:00 – 20:00 for travel 

agencies from Monday – Friday.

• When introduced expect to shake hands. Once a 

relationship is established, men may embrace and pat 

each other on the shoulder. Female friends kiss on both 

cheeks, starting with the left. Many men use a two-

handed shake where the left hand is placed on the right 

forearm of the other person. People are often referred to 

as Don or Doña (pronounced Donya) and their first 

name when in formal occasion as a general rule. 

• Check your trip does not coincide with a public holiday as 

many Spanish take long weekends or holidays around 

these. Mid-September to early December is the main 

planning period for summer and all-year programmes. 

Other good times are: mid-January to two to three 

weeks before Easter and then two weeks after Easter 

until June. VisitBritain is happy to provide guidance.

• Be punctual and allow for flexibility around the duration of 

the meeting.

• Dress code: Business dress tends to be understated and 

stylish.

• Business Meeting Etiquette: Appointments are mandatory 

and should be made one to two weeks in advance. 

Meetings are often for the dissemination of information 

or the issuing of instructions rather than for open debate. 

Agendas, when used, will allow for creativity and 

flexibility. Most Spaniards tend not give their opinion at 

meetings. Therefore, it is important to watch their non-

verbal communication.

• Face-to-face contact is preferred to written or telephone 

communication. An oral understanding is reached before 

a binding contract is set up in writing. Physical contact in 

a conversation is a typical aspect of communication for 

Spaniards. Keep good eye contact and avoid 

confrontation if at all possible. Personal relationships are 

important and internal organisations are driven through 

these relationships, as are external client contacts. They 

take time to build but they are the best way to build long-

term successful business with the Spanish market. Be 

sensitive to regional differences in the Spanish market 

and aware that decision-making is often held at the top 

of the company.

• Make sure your printed material is available in both 

English and Spanish and ideally sent in advance.
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3.2 Travel trade: sales calls

Sales calls

Spain is a large regionalised country with the travel trade 

concentrated around Madrid and Barcelona but also in 

Valencia, Bilbao and Seville, with large distances between 

them. Therefore, before you embark on what could turn out 

to be a very costly and time-consuming sales visit to 

Spain, VisitBritain recommends that you take the following 

steps: 

• Provide the operators you are visiting with a 

comprehensive information pack (preferably in Spanish) 

about your product. On your return to Britain ensure that 

you follow up quickly and renew contact regularly.

• Keep in touch with VisitBritain; let us know about your 

progress. Regular market intelligence is essential for our 

future plans and activities.

• It is also important to note that a significant number of the 

key Britain players attend the VisitBritain’s ExploreGB

workshop, Best of Britain, BIM Marketplace and 

VisitScotland Expo. Please contact VisitBritain London for 

details of those attending. Some operators also visit World 

Travel Market but register with the organisers 

independently.

• Bear in mind that it is not going to happen overnight! 

Spain is a big, complex and very competitive market that 

requires hard work and commitment. It may take several 

years to become established.
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mailto:tradesupport@visitbritain.org
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3.2 Travel trade: hospitality etiquette
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Hospitality etiquette

If there is the opportunity it is definitely a good idea to 

take your Spanish business partner out for a meal –

either to build up a relationship or to thank for business 

given in the past. Here are some practical tips to help you 

plan this:

• When choosing a restaurant ensure beforehand that 

credit cards are accepted or bring enough cash. Visa and 

Mastercard are most accepted, in some restaurants 

American Express cards are not accepted.

• Arrive on time and if possible, before the invite, but 

allow for a 5-10 minute delay.

• If you order water you will be served still mineral water or 

if requested specifically sparkling water. It is uncommon 

to order tap water. 

• Bread is always served and the Spanish tend to drink 

wine with their meals. 

• Regularly VAT is not included on the menu prices and will 

be added to the invoice.

• Service is not included on the invoice. It is up to your 

discretion but a tip of 5% will be expected.

• Entertaining at meal times is an important part of the 

relationship building process. Food is to be savoured. 

Save discussions about specific business issues for the 

coffee.
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3.3 Caring for the consumer
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Language basics

English Spanish

Please Por favor

Thank you Gracias

Yes Sí

No No

Sorry! (apology) Disculpe

Excuse me! Lo siento

I do not speak 

Spanish
No hablo español

Caring for the consumer

• Spanish look for local flavour, so Bed & Breakfast 

accommodation is popular, especially outside 

London. In the absence of B&Bs they would look for 

boutique budget hotels centrally located. 

• Cleanliness is paramount to Spanish visitors. Like 

most Europeans the Spanish expect en-suite 

bathrooms. Tiled bathrooms are preferable to 

carpeted ones. Shower cabins are also preferred to 

bath tubs in hotels.

• The cost for accommodation tends to be lower in 

Spain and quality higher so the Spanish are likely to 

have higher expectations when it comes to paying so 

allow for a great service to top up this expectation.

• Please offer information in Spanish in all sorts of 

communication tools: websites, brochures, leaflets, 

signs and so on.

• Spanish guests tend to be straightforward, talkative 

and expressive in their body language.
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3.3 Caring for the Consumer
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Caring for the Consumer:

• Spanish guests have high expectations and certainly 

will not hesitate to complain if something is not to 

their satisfaction. Deal with any situation promptly 

and courteously. In Spain all establishments have a 

complaint book (“hoja de reclamaciones”) on the 

premises and this is advertised to the customer, so 

they would expect the same in Britain.

• Provide local information and generate interest. 

Spanish visitors are interested in local colour –

markets, pubs, interesting excursions and shopping 

possibilities. Spanish visitors need to feel comfortable 

in Britain. Highlight the ease and speed of getting 

around and the proximity of main attractions.

• Spaniards most commonly eat late. Lunch, which is 

the main meal, is eaten between 14:00 and 15:30 

and during the weekends an aperitif before lunch is 

usually taken in the form of a tapa and a drink. Dinner 

is late from 21:00 and as well an aperitif may be 

taken prior to dinner. 

• Spain has no single national cuisine but comprises of 

many regional ones. Spain is avant-garde in the 

gastronomy field with a high quality and large variety 

of products. This is why food and drink is largely 

appreciated when travelling abroad.

• English breakfast is largely appreciated by Spaniards 

who really enjoy the traditional angle when travelling 

to Britain, although in Spain it is only served in hotel 

chains in the form of buffets as Spanish breakfast is 

lighter. Coffee is usually taken for breakfast and 

Spanish like strong and good quality coffee.

• Please have plenty of mineral water and bread 

available over lunch and dinner. Spanish also tend to 

use utensils to eat most food; even fruit is taken with 

a knife and fork.
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3.3 Caring for the Consumer
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Caring for the Consumer:

• British pubs are very much enjoyed by Spanish 

visitors. Pub food and roast beef is also very much 

appreciated by the Spanish who enjoy the local 

traditions.

• Spanish visitors still tend to often perceive the quality 

of British food lower than the Spanish quality of food. 

So in many cases they tend to look for international 

cuisine restaurants, Indian, Chinese, Japanese, 

Turkish, Thai, with good affordable rates.

• The Spanish are more likely to pay with a credit card 

when abroad than when at home. Leaving a tip is not 

as customary in Spain, but if the service and food has 

been good, they would leave a 5% tip or a few coins 

to round up the sum. 
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3.3 Caring for the consumer: Spanish language tips
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Language tips for arrival and departure

English Spanish

Hello Hola

My name is… Me llamo...

Welcome to Britain Bienvenido a Gran Bretaña

Pleased to meet you! Encantado de conocerle

How are you? ¿Cómo está?

Enjoy your visit! Disfrute de su visita

Goodbye Adiós

Did you enjoy your visit? ¿Le ha gustado su visita?

Have a safe journey home! Le deseo un buen viaje de regreso

Hope to see you again soon! Espero poder verle pronto
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We can help you extend your reach 

through:
• Digital and social media such as through 

Twitter, our Facebook page – Love GREAT 

Britain, or Pinterest.

• Press and PR by sending us your newsworthy 

stories or hosting our journalists and broadcast 

crew

• Leisure, and the business travel trade via our 

programme of sales missions, workshops and 

exhibitions or promotion to our qualified 

Britagents and supplier directory

• Print advertising in targeted media/Britain 

supplements 

• Retailing your product through the VisitBritain 

shop

• Or as a major campaign partner
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3.4 Working with VisitBritain

We are here to support you and look 

forward to working with you.

To find out more browse our 

opportunity search 

(visitbritain.org/opportunities)

or trade website

(trade.visitbritain.com)

or contact the B2B events team 

(Email: events@visitbritain.org) 

or campaign partnerships team 

(Email: partnerships@visitbritain.org)

or trade support team

(Email: tradesupport@visitbritain.org)

http://www.visitbritain.org/opportunities
http://trade.visitbritain.com/en
mailto:events@visitbritain.org
mailto:partnerships@visitbritain.org
mailto:tradesupport@visitbritain.org
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We have dedicated research and insights 

available which include:

• Latest monthly and quarterly data from the 

International Passenger Survey by ONS

(visitbritain.org/latest-monthly-data

visitbritain.org/latest-quarterly-data-uk-overall

visitbritain.org/latest-quarterly-data-area)

• Inbound Tourism Trends by Market

visitbritain.org/inbound-tourism-trends

• Sector-specific research

visitbritain.org/sector-specifc-research

• 2017 Inbound Tourism Forecast

visitbritain.org/forecast

• Britain‘s competitiveness

visitbritain.org/britains-competitiveness
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3.5 Useful research resources

We are here to support you and look 

forward to working with you.

To find out more about Spain or other 

inbound markets browse 

our markets & segments pages or

(visitbritain.org/markets-segments)

our inbound research & insights or

(visitbritain.org/inbound-research-insights)

contact us directly

(Email: research@visitbritain.org)

https://www.visitbritain.org/latest-monthly-data
https://www.visitbritain.org/latest-quarterly-data-uk-overall
https://www.visitbritain.org/latest-monthly-data
https://www.visitbritain.org/latest-quarterly-data-uk-overall
https://www.visitbritain.org/latest-quarterly-data-uk-overall
https://www.visitbritain.org/inbound-tourism-trends
https://www.visitbritain.org/sector-specific-research
https://www.visitbritain.org/forecast
https://www.visitbritain.org/britains-competitiveness
https://www.visitbritain.org/markets-segments
https://www.visitbritain.org/inbound-research-insights
mailto:research@visitbritain.org
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We have dedicated research and insights 

available which include:

• Planning, decision-making and booking cycle of 

international leisure visitors to Britain

https://www.visitbritain.org/understanding-

international-visitors

• Technology and social media

https://www.visitbritain.org/understanding-

international-visitors

• Gateways in England, insights on overseas 

visitors to England's regions, participation in 

leisure activities, multi-destination trips and 

more

visitbritain.org/visitor-characteristics-and-

behaviour
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3.5 Useful market-specific research resources

We are here to support you and look 

forward to working with you.

To find out more about Spain or other 

inbound markets browse 

our markets & segments pages or

(visitbritain.org/markets-segments)

our inbound research & insights or

(visitbritain.org/inbound-research-insights)

contact us directly

(Email: research@visitbritain.org)

https://www.visitbritain.org/understanding-international-visitors
https://www.visitbritain.org/understanding-international-visitors
https://www.visitbritain.org/visitor-characteristics-and-behaviour
https://www.visitbritain.org/markets-segments
https://www.visitbritain.org/inbound-research-insights
mailto:research@visitbritain.org
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