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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

Coastal tourism
A growing industry with untapped potential

• £8bn domestic overnight and day 
trip spend 

• 15% of all international visitors 
go to coast (c.1.8 million)

• 210,000 jobs valued at £3.6bn 
(1% growth)

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

• Pace of change is slow on coast
• Growing industry but not as fast 

as visitor economy nationally
• Perception issue
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2016 Coastal Tourism

Summary report of opportunities 

and challenges to growth

Available at 

www.coastaltourismacademy.co.uk/resource-hub 
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Coastal Business Monitor
Real time snapshot of performance on the coast

• September – November 2016
• 401 tourism businesses

• 83% business same or better
• + Weather biggest impact 
• - Fewer visitors in the area
• 88% say next 3 months look 

same or better than last year
• 36% said visitor profile is 

changing = 
– more demanding and 

higher expectations
– more overseas visitors
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Opportunities 
for Growth

Reducing seasonality
Little change since 2008

• Health and Wellness
• Business Events
• Under 35s:

– pre-family
– Young families

• Empty nesters (over 55s)
• Active Experiences

• Challenging perceptions

• Open for business year round

• Encouraging more local and 
regional visitors in winter

Off peak growth markets Other growth opportunities
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Wellness Tourism
1 in 5 have taken a wellness holiday in last 12 months

Preferred Setting

59

4

37 Coastal

Urban

Rural

Yet only 8% currently visiting coast for a 
wellness break

Wellness Tourism
Six pillars of wellness
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Under 35s
Unaware of coast’s offer

Quick wins:

• Beach holidays

• Romantic holidays

• Family holidays

• Ultra-short breaks (one night)

Long term:

• Wellness

• Activity

• Unique experience

Empty Nesters
Key opportunity for shoulder season

• 1 in 2 over 55s 

• Fastest growing - by  2024, 
over 55s will make up a third 
of UK population (22.6m)

• Majority appeal – taking it 
easy, local experiences,   
gentle walking and historic 
properties

• Six sub-segments interested in 
visiting coast off-peak
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Activity Holidays
Wider appeal but confused identity

Definition “participation in one 
or more activities such as hiking, 
cycling, golf, watersports…”

29% 
CYCLING

50% 
HIKING/

WALKING

11% 
SURFING/

BODYBOARDING

11% 
KAYAKING/

CANOEING

14% 
HORSERIDING

16% 
GOLF

8% 
SAILING/

YACHTING

12% 
SCUBA-

DIVING/SNORKELING

SOURCE: NCTA ACTIVITY HOLIDAYS RESEARCH SEPTEMBER 2016

18%

o f  U K  
h o l i d a y m a k e r s  

t o  E N G L A N D  
h a v e  b e e n  o n  a n  

a c t i v e  h o l i d a y  
i n  t h e  p a s t  2  

y e a r s *

49%

Activity Holidays
Wider appeal but confused identity

• 16% enthusiasts

• Broad mix of activities –
especially among younger 
audiences

• Average 2.3 activity experiences 
per holiday

• Awareness and bookability
challenge

– 45% booked activity element 
after main trip

– Google and accommodation 
provider key sources
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Challenges

16

Awareness and perception
Mainly international and under 35s – but 42% other places they’d rather go
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Sharing:

• Best practice

• Market intelligence

• Product development guides

• Toolkits

• Courses

• Case studies and lessons learnt

Predominantly NCTA resources but 
also links to .gov business support, 
VisitEngland and other resources

Resource hub
Online resource for industry
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Raising awareness of 
coastal issues

National focus for the coast
Engaging with Industry, Government and Destinations

• Raising awareness of the coast

• Tourism Industry Council

• Regular engagement with 
Government

• Leading on vision for Coastal Visitor 
Economy

• DCMS Select Committee Inquiry in 
to Tourism 2015

• All Party Parliamentary Group 
February 2017

• Tourism Minister

• Coastal Communities Minister
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Vision for Coastal Visitor 
Economy

Visitor economy is growing but has 
significant unrealised potential.

Key part of coastal economy needs 
to be strong to support wider 
economic growth on the coast

Available to download via:

www.coastaltourismacademy.co.uk/

resource-hub 

Four key objectives
and realistic actions for delivery in current climate

• Improving the Visitor 
Economy to support wider 
sustainable growth

• A quality experience, 
distinctive activities and 
places to visit

• Working together

• Presenting a positive image of 
the coast
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Priorities for action
Industry identified top areas of action 

• Working together

• Raising awareness of the 
coastal offer and changing 
perceptions (especially off 
peak)

• Sharing best practice and 
research with actionable 
insight

• Support to develop the 
product

The New Economic Foundation 
estimate that the equivalent of 
an additional 64,000 jobs in 
England could be generated by 
2025 if the visitor economy is 
supported to achieve national 
growth rates (3.8% per year)

National Coastal Tourism Academy
Key messages:

Leading organisation on Coastal Tourism – understand 
coastal issues, opportunities for growth and how to 
overcome challenges that are exaggerated on the 
coast

 Supporting industry

 Bridging gaps in coastal tourism research

 Sharing lessons learnt and best practice

 Development projects to make change happen 

 Vision, leadership and advocacy for coast

Please get involved…

Economic Growth

Job creation

Best practice

Resource Hub
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