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Introduction

Between November and December 2015, over 120,000 individuals 
were emailed with a request from Visit Isle of Wight that they 
complete an online consumer survey.

The purpose of the survey was to identify key tourism related 
insights along with potential opportunities and barriers to people 
visiting the Island.

Given that those who were contacted have in most cases made 
contact with either an Island based organization or a South of 
England tourism organization, their views and responses should 
be treated as those from prime prospects and actual visitors, and 
therefore considered extremely valuable.
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Executive summary

“A gentler pace of 21st century living.”
This is just one of more than 11,800* similar comments given from responders 
just living in England alone. 

It would seem that the Isle of Wight makes a very emotional connection with 
visitors, they don’t just like spending time on the Island, they love spending time 
on it - 78% of all England based responders said that they would be visiting in the 
future. 

At the same time, 31% of previous visitors said that they were likely to be 
returning sometime in the next 6 months, whilst another 36% within the next 12 
months and 33% within the next three years.

All responders irrespective of whether they’ve visited the Island recently, some 
time ago or never, seem to be very reflective when they describe the Island and 
what they perceive to be the benefits of visiting the Island.

The Island makes a very emotional connection with them.

They often mention memories and childhood, family and home but not in a 
saccharine way.  

They are both contemplative and thoughtful in the way that they respond to 
prompts - these are some descriptive words that could quite easily sum up the 
Island: 

Innocent Safe Relaxing Calm Timeless  
Simple Easy Gentle Composed Laid back 
Unspoilt Unhurried Friendly Away from it all

This is not to say that excitement and fun are missing, far from it. These virtues 
are also recognised but in juxtaposition to the ultimate ‘take out’ from what the 
Island offers, which is relaxation.

The Island could easily be presented as an antidote to the ‘always on’ 21st 
Century - perfectly simple to appreciate and provides pure happiness.

*See Open comments, page 43 for more examples

2 EXECUTIVE SUMMARY 



3 BARRIERS & OPPORTUNITIES 

Barriers  
and opportunities

Whilst it would be easy to say that everything was rosy and perfect, there are 
some issues that could provide a barrier to visiting the Island - especially at short 
notice or for shorter visits.

Barriers
Distance from the Island
This is a fixed problem, and whilst journey times can be made to look less of an 
issue, people will always self asses and make considerations against local travel 
issues that are beyond marketing control. 

Cost of the ferry
Likewise, this is a fixed issue, because - whatever the actual cost is - it will always 
be an additional expense compared to travelling to other destinations around 
mainland Britain.

With those who have never visited the Island, the cost of the ferry was the 
overwhelming issue for them. 

Dated product - some areas are seen as being a bit run down
Whilst this was not highlighted in open comments as being a major issue, in 
product statements 49% believed that some areas of the Island were a bit run 
down and only 16% actually disagreed with the statement. 

Perhaps the reason that it wasn’t highlighted as a major issue in open comments 
is because ferry costs and distance to travel are seen as the more obvious 
issues. 

However, ‘never visited’ responders, mentioned old fashioned 26 times and whilst 
in most cases this wasn’t presented as an actual negative, it can easily be turned 
into something that can be used to put off the idea of visiting the Island.

The perception of something being old fashioned is harder to sell as a benefit as 
opposed to it proving to be a possible discouragement.



Opportunities
Create ferry/accommodation packages
By creating special offers and travel packages ferry travel as a barrier can be 
reduced. 

Make ferry travel more appealing on an emotional level
By including more emotionally led ferry (visual and language) propositions, the 
benefit of ferry travel could be made more appealing, especially to prospective 
visitors from prime and secondary locations. 

‘The relaxation begins the moment you step off the mainland’, is a phrase often 
used by visitors.

Given that coast and countryside are such key elements, along with sea and air, 
what better way to connect with these assets than on the ferry? Peace and quiet, 
rest and getting away from it all can also be easily linked to ferry travel. 

69% of responders believe visiting the Island is made more special and enjoable 
because of the ferry journey.

Create visitor get visitor and friends & family promotions
Given that 78% of responders who had visited the Island would recommend 
it to others and that 18% said that visiting friends and family was the factor for 
them coming to the Island, combined with the additional fact that 22% of those 
who had never visited said that a recommendation from a friend or family might 
influence or encourage them to visit. Then promotions designed specifically for 
that purpose might prove extremely popular – especially during quieter travel 
periods.
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Product truths

Strong positives
Rest and relaxation

Coast and countryside – including beaches, sea and fresh air

Picturesque towns and villages

Friendly and welcoming

Easy to travel around

Is different from other UK destinations

Positives
Accommodation

Range of things to do – including walking and cycling

Has some of the best events in the UK – sailing and festivals

Reputation for great food and drink

Positives with issues
Pleasantly old fashioned
Not universally agreed with and as already mentioned, some see the Island as 
being old fashioned in a negative way. 

Old fashioned is a proposition that comes with issues and would require 
explaining. However, any justification might seem like an excuse, especially as 
people are so emotionally expressive about what they believe the Island has  
to offer. 

Easy to get to
This is only the case with people who live relatively close to the Island and even 
some of those identify the ferry as an issue for them.
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Location data of respondents was segmented into county and regional 
groupings then segmented by perceived importance to the Island in terms of 
tourism performance: low ‘never visited’ percentage; high visited ‘within 3 years’ 
percentage and then overall number of responses from that region. 

The following are the groupings ranked in importance in regards to the Islands 
visitor numbers.

Prime market (orange)

7,327 responders (51% of all English response), 7 regions plus 1 generic regional 
description (Sussex).

Characteristics include low rejection (‘never visited’) rate and high visit rate within 
the last 3 years.

Observations - Selected regions are the closest ones to the Island with the 
exception of Kent and Essex.

Regional  
segmentation
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Secondary market (green)

2,448 responders (17% of all English responders), 9 regions.

Characteristics include a higher rejection rate but less than 10%, 
combined with a high more recently visited rate. However, they also 
show a much lower market penetration rate (overall response rate). 

Given that these regions are further away from the Island it is only natural 
that they will have a higher rejection and lower penetration rate. 

Observations - Although West Midlands and Staffordshire are further 
away from the Island than most of the tertiary regions they still score very 
well.

London and Greater London (dark grey) 

1,188 responders (8% of all English responders) 

Characteristics include high rejection rate and lower recently visited rate. 

Observations - Response rates here indicate that London should be 
treated as a poorer performing tertiary region, however given the size 
of the market, a lower response rate here would still equate too much 
higher actual visitor numbers. 

Tertiary market (mid grey) 

1,668 responders (12% of all English responders), 9 regions. 

Characteristics are much the same as with the secondary market but 
with a lower recently visited rate. 

Generally speaking, these regions are slightly further away from the 
Island.

Others 

1,663 responders (12% of all English responders).

Note: See Appendix II - response rates data by region matched to annual ferry traveller data (September 2014 - 

August 2015).
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Prime locations   
   
 Since visit Numbers

Dorset Never 27 4%
 Within 3 years 439 73%
 More than 3 years 133 22%
 No visit data 2
 Total 601

East Sussex Never 15  4%
 Within 3 years 302 72%
 More than 3 years 100 24%
 No visit data 6
 Total 423

Essex Never 51 7%
 Within 3 years 483 71%
 More than 3 years 142 21%
 No visit data 5
 Total 681 

Hampshire Never 80 3%
 Within 3 years 1885 76%
 More than 3 years 510 20%
 No visit data 15 
 Total 2490

Kent Never 57 6%
 Within 3 years 664 71%
 More than 3 years 218 23%
 No visit data 5
 Total 944

Surrey Never 56 5%
 Within 3 years 897 74%
 More than 3 years 253 21%
 No visit data 16
 Total 1222

Sussex Never 14 7%
 Within 3 years 154 73%
 More than 3 years 42 20%
 No visit data 2
 Total 212

West Sussex Never 14 2%
 Within 3 years 613 82%
 More than 3 years 121 16%
 No visit data 7
 Total 754

Secondary locations   
   
 Since visit Numbers

Avon/Bristol/Bath Never 7 8%
 Within 3 years 63 70% 
 More than 3 years 21 23%
 Total 91

Bedfordshire Never 11 6%
 Within 3 years 138 73%
 More than 3 years 40 21%
 No visit data 1 
 Total 190

Berkshire Never 24 6%
 Within 3 years 286 70%
 More than 3 years 102 25%
 No visit data 1
 Total 413

Hertfordshire Never 29 6%
 Within 3 years 303 67%
 More than 3 years 113 25%
 No visit data 1 
 Total 446

Northamptonshire Never 15 7%
 Within 3 years 139 70%
 More than 3 years 39 19%
 No visit data 3 
 Total 196

Oxfordshire Never 22 9%
 Within 3 years 178 71%
 More than 3 years 53 21%
 No visit data 1
 Total 254

West Midlands Never 40 9%
 Within 3 years 324 74%
 More than 3 years 71 16%
 No visit data 2  
 Total 437

Wiltshire Never 22 8%
 Within 3 years 190 73%
 More than 3 years 48 18%
 No visit data 4 
 Total 264

Staffordshire Never 14 9%
 Within 3 years 115 72%
 More than 3 years 28 17%
 No visit data   
 Total 157
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Secondary locations (volume)  
 
 Since visit Numbers

Greater London Never  44  10%  
 Within 3 years  305  68%  
 More than 3 years  102  22%  
 No visit data  4
 Total  455

London Never  94 1 3%  
 Within 3 years  494  68%  
 More than 3 years  142  19%  
 No visit data  3
 Total  733

Tertiary locations   
 Since visit Numbers

Buckinghamshire Never 26 8%
 Within 3 years 200 64%
 More than 3 years 81 26%
 No visit data 6 
 Total 313

Cambridgeshire Never 15 8%
 Within 3 years 122 68%
 More than 3 years 37 20%
 No visit data 3 
 Total 177

Devon Never 22 9%
 Within 3 years 163 68%
 More than 3 years 55 23%
 No visit data 2 
 Total 242

Gloucestershire Never 23 11%
 Within 3 years 129 61%
 More than 3 years 61 29%
 No visit data 2 
 Total 215

Herefordshire Never 2 8%
 Within 3 years 18 75%
 More than 3 years 4 16%
 No visit data 
 Total 24 
 
Somerset Never 23 8%
 Within 3 years 172 64%
 More than 3 years 74 27%
 No visit data 2 
 Total 271

Suffolk Never 14 9%
 Within 3 years 104 65%
 More than 3 years 37 23%
 No visit data 1 
 Total 156

Warwickshire Never 14  11%
 Within 3 years 88 68%
 More than 3 years 27 21%
 No visit data 1
 Total 130

Worcestershire Never 16 11%
 Within 3 years 82 59%
 More than 3 years 41 29%
 No visit data 1 
 Total 140
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Wastage locations   
   
 Since visit Numbers

Cornwall Never 15 14%
 Within 3 years 70 64%
 More than 3 years 24 22%
 No visit data  
 Total 109

Derbyshire Never 28 17%
 Within 3 years 96 60%
 More than 3 years 32 20%
 No visit data 3
 Total 159

Leicestershire Never 27 15%
 Within 3 years 117 65%
 More than 3 years 34 19%
 No visit data 3 
 Total 181

Lincolnshire Never 14 12%
 Within 3 years 86 72%
 More than 3 years 20 17%
 No visit data  
 Total 120

Norfolk Never 19 12%
 Within 3 years 105 66%
 More than 3 years 38 24%
 No visit data 3
 Total 165

Nottinghamshire Never 16 11%
 Within 3 years 88 63%
 More than 3 years 34 24%
 No visit data 1
 Total 139

High wastage locations  
   
 Since visit Numbers

Cheshire Never 33 21%
 Within 3 years 94 59%
 More than 3 years 29 18%
 No visit data 5 
 Total 161

Cumbria Never 8 22%
 Within 3 years 21 61%
 More than 3 years 7 19%
 No visit data   
 Total 36

Greater Manchester Never 11 %
 Within 3 years 26 %
 More than 3 years 9 %
 No visit data   
 Total   
 

Merseyside Never 19 32%
 Within 3 years 28 47%
 More than 3 years 12 20%
 No visit data 1 
 Total 60 

Shropshire Never 13 19%
 Within 3 years 38 54%
 More than 3 years 16 23%
 No visit data   
 Total 67
  
Durham, Cleveland Never 23 26%
Northumberland Within 3 years 48 64%
Tyne & Wear More than 3 years 26 29%
(North East) No visit data  
 Total 86
    
 
Yorkshire Never 64 19%
 Within 3 years 187 57%
 More than 3 years 83 25%
 No visit data 
 Total 334 

Overall - England

England Never 1087 8%
 Within 3 years 9989 70%
 More than 3 years 3056 21%
 No visit data 115 
 Total 14247 
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Why haven’t you visited  
the IoW recently?

Observations 
No surprises here, most people choosing to spend time at alternative UK locations (51%) and 

abroad (40%) when not choosing the Island. 

Whilst 9% and 6% state that distance and hassle are their main reasons. Again no surprise, the 

further away someone is the greater the likelihood that it will affect their decision making processes 

(41% of Yorkshire responders see distance as a key reason, whilst 0% from Hampshire identify with 

that option)

Key Observation – Londoners attitude to the Island is slightly less positive than others.

Surprisingly, Londoners see distance as a greater issue than those living in Kent (5% to 4%), 

combined with a higher percentage seeing ‘difficult to get to’ as an issue (9% against the 6% 

average). 

Likewise, they are less likely to have the Island on their radar (10% against the 9% average). In fact, 

those from Yorkshire are more likely to have the Island on their radar as only 7% said that this was 

an issue for them.

Combined, these poorer percentages with Londoners are matched by their overall softer visitor 

response rates.

Note: Question answered by only those visitors who have not visited the in the last 3 years

The IoW is a long way  
from where I live

The IoW is difficult to get to 

I’ve been holidaying in  
other areas of the UK 

I’ve mainly been taking  
holidays abroad 

The IoW has not been  
on my radar 

Don’t know 

Average

Hampshire
Kent
Yorkshire
London

9%

6%

51%

40%

9%

6%

2%

38%

33%

5%

5%

4%

6%

45%

40%

7%

4%

45%

5%

35%

25%

4%

4%

5%

9%

38%

43%

10%

7%
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Factors for taking a holiday  
or short break on the IoW

Rest and relaxation

Range of things  
to do and see

Coast and countryside

An event(s)

Opportunities for outdoor 
activities

Choice of family resorts

Picturesque towns  
and villages

Special offer

Visit friends or relatives

Adventure of travelling  
by ferry

Average

Hampshire
Kent
Yorkshire
London

41%

38%

52%

7%

16%

6%

33%

9%

18%

16%

45%

36%

52%

9%

19%

5%

31%

13%

17%

16%

43%

37%

51%

6%

18%

5%

35%

10%

17%

15%

35%

27%

44%

4%

14%

3%

37%

6%

18%

15%

43%

35%

51%

8%

16%

4%

31%

7%

16%

15%
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Observations 
Again no surprises, physical aspects of the Island score highest (coast & countryside 52%, 

picturesque towns & villages 33% and range of things to do & see 38%) along with the main reason 

for taking a break (rest & relaxation 41%).

However, it should be noted that whilst  ‘Rest…, Range… and Coast…’ were the first three options 

and possibly score high due to their location on the list - these scores also match with the most 

popular words that responders used to describe the Island.

Key observations – ferry travel is seen by some as a positive factor and those living 
closest to the Island seem to have a greater product knowledge and desire for offers.

16% of responders identify with the adventure of travelling by ferry as a key factor. 

Also, those living closest to the Island score product factors slightly higher than those living further 

away.

Likewise, it seems that offers will have a better effect on those living closer – probably because it’s 

easier for them to take them up at short notice.

Note: This question was answered only by those who have visited the Island

I saw an advert

5%

5%
4%

3%
4%
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How likely are you to visit  
the IoW again?

Observations 
31% of previous visitors stated that they expect to visit the Island within the next 3 years, and 

another 31% within 12 months, whilst a further 28% expect to visit within 6 months.

Key observation – the importance of visitors from prime locations.

Given that these are potentially very high retention rates, it should also be noted that 51% of all 

responders come from locations classified in this document as prime locations. In fact 70% of all 

Hampshire responders said that they expect to visit the Island within the next 12 months. 

The only surprise here is that London scores much higher than Kent even though the actual visit 

data indicates that the reverse should be the case (31% to 23% [visit within 6 months] and 34% to 

29% [visit within 12 months]). 

Perhaps Londoners are more optimistic than those from Kent but these figures suggest that when 

prompted Londoners might be more open to consider a visit to the Island.

Note: This question was answered only by those who have not visited the Island in the last 3 years

Yes - within the next six 
months

Yes - next year

Probably sometime in the 
next 3 years

Not likely to revisit

Average

Hampshire
Kent
Yorkshire
London

28%

31%

30%

1%

35%

35%

17%

1%

23%

29%

33%

1%

14%

27%

31%

1%

31%

34%

34%

1%
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Why haven’t you considered a holiday  
or short break  on the IoW?

Observations 
No surprises here, by far the biggest reason is ‘no reason - just not considered it’ (68%).

17% noted that the hassle of getting to the Island was an issue for them and another 10% 

highlighted cost. Again, no real surprises there.

Hampshire (the Island’s closest neighbour) scores much lower than the other regions in terms of 

not considering the Island.

Surprisingly though, Kent scores much higher with ‘no reason’ (77% against an average of 68%). 

Londoners again indicate that the hassle of getting to the Island is a much greater issue with them 

than those from Kent (19% to 7%). 

Key observation - Hampshire responders indicate that cost is a much greater issue for 
them (34% against the 10% average). 

Given that Hampshire seems to provide the greatest number visitors and prospects, as well as 

showing a greater knowledge of what the Island has to offer - this issue is probably to do with ferry 

costs as it is highlighted again in the following sections.

Note: Question answered by only those who have never visited the Island 

No reason - just not  
considered it

Prefer other UK destinations

The ‘hassle’ of getting there

Cost compared to other 
comparable destinations

Doesn’t offer what  
I am looking for

Average

Hampshire
Kent
Yorkshire
London

68%

3%

17%

10%

1%

56%

5%

7%

34%

77%

2%

7%

7%

65%

33%

12%

70%

3%

19%

5%
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Why would you not consider  
a break on the IoW? 

Observations 
Unfortunately, this question followed one that had previously asked ‘would you consider visiting 

the IoW in the future’ and as 97% of people answered yes! Many gave answers that related to 

answering yes.

Subsequently only 242 people gave a correctly considered response to this question (22%), 

however those from Hampshire were amongst the highest number of responders.  

In regards to the reasons mentioned - 25% included the word cost, another 13% expense or 

expensive (38% in total), whilst 16% specifically mentioned ferry.

Hassle, distance and weather were also mentioned a number of times.

Key Observation – those rejecters from Hampshire overwhelmingly mention ferry costs 
as the reason for not considering or promoting the Island.

43% of Hampshire’s ‘never visited’ responders stated ferry costs as their issue. 

Again, the reason that this is such a key observation is because of the importance of Hampshire to 

the Island and visitor numbers.

Note: The example comments shown above are a broad selection and not just from one region.

Generally travel to Europe as the cost is less and the 
weather is better.

It suits some people but we have never found 
accommodation to suit us.

It’s too expensive for us.

Don’t know what it offers apart from beach.

Less accessible than other areas.

I thought it would be hard to get there.

I didn’t have enough details about it.

Perceived to be outdated and rundown

Travel abroad a lot.

Weather. 

Unsure how expensive the crossing would be.

Awkward to get to and expensive to take the car.

No reason, depends on the offers.

The cost to get there. Ferry adds a further £100.

Getting there, not sure what there is to offer.

Cost of ferry transport.

Difficulty of getting there and amount to do

I would consider it, just haven’t previously as it does 
seem a bit of a hassle to get there.

The hassle of getting there compared to other UK 
destinations. 

Cost.

Ferry cost.

Too expensive.

Found finding accommodation difficult.  

Expensive when you add all the different costs 
together.

Too cold.

I would consider it. Even living next door, the cost 
of the Ferry on top of accommodation makes it an 
expensive weekend. 

I think of it as full of retirees.

Usually go abroad for holidays. 

Getting there.

Just not on my radar.

Just know nothing about it.

Would rather go abroad.

Wife got seasick on the cutty sark.

Seems very similar to other UK locations.

Does not appeal. 

Ridiculous ferry prices.

Thought it would be expensive to take the car 
and family, but just checked the ferry costs and 
surprisingly reasonable.

Only a small island.

Too expensive.

Hassle of getting there.

The weather and the time to travel there compared 
to europe.
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Would you consider visiting  
the IoW in the future?

Observation 
With such an overwhelmingly positive response to this question there is obviously a 
great opportunity to convert prospective visitors into actual visitors.

Yes

Average

Hampshire
Kent
Yorkshire
London

97%

100%
92%

100%
100%
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What might influence or encourage  
you to visit the IoW?

Observations 
With both ‘never visited’ and previous visitors, a ferry accommodation package was clearly the 

most important proposition (58% and 53%).

With ‘never visited’ responders, more information was also highly rated 43% compared to just 14% 

from those who had visited the Island.

Likewise, there were no surprises with regional variations other than that Londoners would like a bit 

more information (25% against an 18% average).

Key observation - Hampshire  responders are slightly more keen on ferry/
accommodation packages and are less interested in more information.

This matches with previous observations where those closest to the Island are slightly more 

interested in offers and have greater product knowledge.

Offers such as this could play an important part in closing a deal after a prospective visitors has 

been tempted by a more emotional hook.

Note: Question answered by only those visitors who have not visited the in the last 3 years

More information about what 
the Island offers

A particular type of event

A ferry/accommodation 
package

Recommendation from a 
friend or relative

Recommendations on Trip 
Advisor/social media

Average

Hampshire
Kent
Yorkshire
London

18%

17%

58%

8%

6%

14%

19%

61%

5%

5%

17%

18%

57%

6%

6%

21%

15%

54%

9%

7%

25%

21%

53%

12%

8%
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54%

37%

42%

37%

44%

34%

22%

32%

45%

32%

28%

23%

38%

23%

14%

19%

Never visited
Visited

Where else would you consider taking  
a UK holiday or a short break in preference 
to the IoW?

Cornwall

Devon

Dorset

Wales

Lake District

Peak District

Scotland

City break
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Cornwall

Devon

Dorset

Wales

Lake District

Peak District

Scotland

City break

Average

Hampshire
Kent
Yorkshire
London

46%

39%

33%

24%

29%

14%

24%

20%

48%

42%

34%

22%

26%

12%

22%

20%

44%

37%

35%

19%

26%

14%

21%

17%

38%

30%

24%

23%

46%

15%

40%

21%

49%

40%

37%

25%

34%

18%

32%

24%

Observations 
Whilst there are some differences in terms of preferences in regards to ‘never visited’ 

and those who have visited, this is primarily due to the fact that the further away 

responders live the higher the percentage of ‘never visited’ becomes and the closer 

they physically are to some of the alternative locations. 

For instance, Scotland and the Lake District are of much higher appeal to those living 

in Yorkshire as opposed to those living in Hampshire.
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Product statement
The IoW is a friendly and welcoming place

Observations 
Scores very highly with those that have visited the Island and quite highly with those that have 

never visited.

Likewise with regional selections, this is seen as a product truth

Strong product truth

Agree

Neither agree or disagree

Disagree

Agree

Neither agree or disagree

Disagree

Average

Hampshire
Kent
Yorkshire
London

64%

39%

1%

92%

8%

1%

94%

5%

1%

91%

8%

1%

93%

6%

1%

84%

13%

1%

86%

10%

2%

Never visited
Visited
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Product statement
Some areas of the IoW are a bit run down

Observations 
Whilst more than 10% of both audiences disagrees with this statement, 51% of those who have 

visited do agree with it and likewise 18% of ‘never visited’ also believe this to be true.

Those with greater knowledge of the Island agree with this statement even more so with 59% of 

Hampshire responders agreeing with it against an average of 49%.

Those less familiar with the product are far more ambivalent. 

Key observation – this statement should not be treated as a barrier to visiting the Island.

Given that responders are very predisposed to revisiting or visiting for the first time, the fact that the 

Island is perceived to be a bit run down is not preventing people from being attracted to what it has 

to offer.

Also, this statement is not obviously replicated in peoples open comments

Can be treated as a soft product truth 

Agree

Neither agree or disagree

Disagree

Agree

Neither agree or disagree

Disagree

Average

Hampshire
Kent
Yorkshire
London

18%

71%

14%

49%

36%

16%

51%

33%

16%

59%

29%

11%

43%

37%

21%

34%

46%

18%

42%

38%

17%

Never visited
Visited
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Product statement
The IoW is pleasantly old fashioned

Observations 
Again, this scores very highly with those that have visited the Island and quite highly with those that 

have never visited.

Likewise with regional selections, most people agree with this statement and very few disagree.

However, when people make open comments old fashioned and dated are mentioned and not 

always in what seems to be a complimentary fashion.

Key observation - whist this can be seen as a product truth it should be qualified and 
not just taken for granted that references that might suggest something that is ‘old 
fashioned’ in nature will be seen as something appealing.

Product truth
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40%

2%
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13%
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Product statement
The IoW has beautiful coast  
and countryside

Observations 
This statement has the highest positive response by all responders. 

Key observation – given that this is so highly mentioned in open comments and 
elsewhere, it should probably be treated as the Island’s greatest asset.

Absolute product truth.
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Disagree

Agree
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Disagree
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87%

15%

1%

97%

2%

1%
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1%

1%

96%

2%

1%

97%

1%

1%

91%

6%

1%

92%

3%

2%
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Product statement
The IoW has a great range of high quality 
accommodation

Observations 
Only 4% disagree with this statement and not surprisingly those that have visited have agreed with 

it much higher than those who have never visited (68% to 42%).

However, whilst most people agree with this statement or give no preference, again Londoners 

seem to require a bit more persuasion (57% agree against an average of 67%).

Key observation - given that quality is a very personal judgement, the fact that 42% of 
those who have ‘never visited’ agree with this statement can be seen as being quite 
significant.

Product truth
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Neither agree or disagree

Disagree

Agree

Neither agree or disagree

Disagree

Average

Hampshire
Kent
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42%

57%

4%

67%

30%

4%

68%

27%

4%

62%

31%

5%

71%

26%

3%

67%

28%

3%

57%

36%

5%
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Visited
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Product statement
The IoW offers a great range  
of quality attractions

Observations 
Scores very similar to the previous accommodation statement and again should be seen as a 

product plus. 

Key observation - it seems that those who have to make a bit more commitment to get 
to the Island (those from Kent) seem to believe this statement a little bit more. 

Perhaps by making the commitment they are a more willing visitor and less ambivalent about what 

the Island has to offer, because it is not just on their doorstep.

Product truth
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Neither agree or disagree

Disagree

Agree

Neither agree or disagree

Disagree

Average

Hampshire
Kent
Yorkshire
London

40%

56%

8%

75%

22%

4%
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19%

4%
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80%

18%

2%

70%

24%

4%

66%

22%

4%
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Product statement
The IoW is easy to get to

Observations 
Unsurprisingly this scores quite differently in regards to ‘visited’ and ‘never visited’ audiences. 

Given that hassle and distance have been identified as a barrier to choosing the Island as a place 

to visit, those that have never visited disagree with this statement more so than those that agree 

with it (36% to 28%).

Alternatively, 71% of those who have visited have ‘post-visit’ knowledge and experience, and 

therefore believe this statement to be true.

Key observation - the fact that 12% of ‘visitors’ do disagree with this statement 
only goes to reinforce the fact that getting to the Island is a barrier that needs to be 
appreciated.

Even 10% of Hampshire responders disagree with this statement, whist 15% of Kent and London 

responders also disagree.

Product truth 

Based on the fact that an average of 68% of responders believe this to be true, however given 

that distance and the ferry is often mentioned as a negative it should only ever be treated as a soft 

Agree

Neither agree or disagree

Disagree

Agree

Neither agree or disagree

Disagree

Average
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Kent
Yorkshire
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28%

38%

36%

68%

17%

14%
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12%
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16%

15%

49%

23%

25%

61%

21%

15%
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Product statement
The ferry travel is good value

Observations 
This statement splits audience views across the board - both with those who have visited and 

those who have never visited.

In fact, those that have visited and have experienced the ferry crossing disagree with this statement 

more so than those who have never visited (37% to 20%).

This becomes even more apparent with prime locations - 47% of Hampshire responders disagree 

with this statement whist only 28% agree with it. Likewise, 38% of Kent responders disagree 

against 37% who agree. 

Key observation - those who live further away are the people most likely to agree with 
this statement.

This is probably because they have to make a more considered decision to visit the Island and 

therefor the ferry is probably seen as less of a barrier and more of something to be excited about.

Not a product truth

Given that only 37% of visitors believe this statement to be true and only 19% of ‘never visitors’, this 

cannot be treated as a product truth.
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Neither agree or disagree

Disagree

Agree

Neither agree or disagree

Disagree

Average
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Kent
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London

19%

64%

20%

36%

29%

36%

37%

26%

37%

28%

24%

47%

37%

27%

38%

35%

36%

27%

36%

31%

31%
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Product statement
The IoW is cheap compared  
to other UK destinations

Observations 
Whilst ‘never visited’ disagree with this statement more so than agree with it (24% to 9%), those 

who have visited are split (21% to 23%).

Given that the cost of the ferry has been highlighted as an issue by many responders it is likely that 

that issue also affects this one – especially as this statement follows the ferry value statement.

However, with more than half of all responders neither agreeing nor disagreeing, this statement 

should not be treated as a product truth. 

Key observation – cheap is a more relative comment and responders are more likely to 
consider this against where they actually live.

Unlike ferry value, the further away a responder lives does not make them less likely to disagree 

with this statement.

Londoners and those from Kent are more positive towards it than people from other regions (26% 

and 24% agree, against 18% who disagree).

Whilst with Hampshire responders, 25% disagreed with the statement compared to only 19% who 

agreed with it. 

Not a product truth
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Neither agree or disagree

Disagree

Agree

Neither agree or disagree
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Average

Hampshire
Kent
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9%

70%

24%

22%

56%

21%
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54%
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24%

58%

18%

19%

56%

22%

26%

53%

18
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Product statement
The IoW is a great place  
for activity holidays

Observations 
Unsurprisingly, those that have experienced the Island agree with this statement far more so than 

those who have never visited (63% to 30%).

Likewise, when looking at regional variations - those who are likely to be more familiar with the 

Island are slightly more likely to agree with this statement.

However, given that only 6% of ‘never visited’ and 2% of ‘visited’ disagree with this statement it can 

be treated as a product truth.

Although, with 37% having no view either way and an average of only 67% agreeing with it, this 

should not be treated as a strong truth.

Product truth
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30%

67%
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63%
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2%
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43%

3%
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36%
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Product statement
The IoW has some of the best  
events in the UK

Observations 
This is probably a very personal response and is affected by a responders appeal to those events 

that are held on the Island.

When looking at the responses from ‘never visited’ people and specifically their open comments, 

they are twice as likely to mention Cowes and nearly fives times more likely to mention festival than 

those that have visited. So, it is hardly surprising that 19% of them agree with this statement even 

though they haven’t actually experienced what the Island has to offer. 

With ‘visited’ responders that agreement rises to 40%.

However this is still a relatively soft truth, with more than half of responders neither agreeing nor 

disagreeing with this statement.

As with the previous statement, there are no massive regional variations. Although 7% of 

Hampshire responders disagree with this statement, 8% of responders from Kent disagree with it 

and 11% of Londoners also disagree with it.

Soft product truth

For this statement to have any real traction it would need substantiation.
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Product statement
The IoW has a great reputation  
for food and drink

Observations 
Even though 51% of visitors agree with this statement it should be treated as no better that a soft 

truth, because of the number of responders who neither agree nor disagree with it.

Also, an average of 8% actually disagree with it.

Key observation – like with other statements, the response from Londoners is softer 
than from other regions with only 43% of agreeing and 11% actually disagreeing.

The reason here for London being slightly softer may be down to the wealth of quality restaurants it 

has.

Soft product truth

Agree

Neither agree or disagree

Disagree

Agree

Neither agree or disagree

Disagree

Average

Hampshire
Kent
Yorkshire
London

27%

64%

11%
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Product statement
The IoW Is easy to travel around

Observations 
Again unsurprisingly, those that have experienced the Island agree with this statement far more so 

than those who have never visited (85% to 52%).

However, given that only 5% of ‘never visited’ disagree with this statement it can be treated as a 

product truth.

Key observation - again those from London are slightly less positive (70% agreeing 
against an average of 80%).

Strong product truth
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Product statement
The IoW is different to other  
UK destinations

Observations 
As with other statements, those that have visited are more positive than those who have never 

experienced the Island.

However, because there are very few people who actually disagree with the statement, it can be 

treated as a strong product truth.

Key observation - given the emotional context of this statement and the positive 
response to it, it could be used as a strong benefit in terms of product positioning 
against alternative competitive destinations.

However, the need for substantiation in marketing material should not be overlooked.

Strong product truth
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Product statement
The IoW is special and more enjoyable  
because of the ferry journey

Observations 
Given that ferry value splits peoples views, with this statement amongst visitors there’s a much 

strong view that visiting the Island is actually special and more enjoyable because of the ferry 

journey.

Again however, this view is much stronger with those who have visited as 15% of those that haven’t 

do actually disagree with it, which would suggest that whilst this can be treated as a product truth 

it should also be viewed as a potential barrier.

Also, the scores here are quite consistent across regions and at just under 70% this can be treated 

as a product truth.

However, whilst this statement is seen positively, nearly 10% actually disagrees with it and with 

Kent responders, it rises to 11%.

Key observation – this part of the Island experience is an asset but also a potential 
serious barrier

Product truth
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Product statement
Would you recommend the IoW  
to your friends and family?

Observation 
Out of 12,634 responses only 91 responders said no.

Key observation – motivating visitors to promote the Island to others ought to be easy 
given these scores.
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Maybe
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Open comments
What words immediately come to mind 
when you think of breaks on the IoW?

This word cloud just uses the most popular words.

This word cloud uses the 150 most often used words, without any editing or 
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Whilst there are some words that clearly prove very popular with respondents, 
unfortunately many words that are used are either similar to others or they are 
mere ‘hygene’ descriptions that cannot be treated as differentiators, words such 
as holiday, travel, offer and visit.

Also, too many common words are positively over shadowing others.

To help refine the process of identifying insights, words that are saying the same 
things - Beach/Beaches, Coast/Coastline, Relaxing/Relaxed, Relaxation/Relax, 
Walks/Walking - have been combined.

Likwewise ‘hygene’ words that offer no real insights have been deleted and then 
the words have been grouped together into three categories that fit with the 
phrases:

The Island is…

People come to the Island for…

People identify the Island with… 

Whilst these phrases have been retrofitted to the words used by responders,  
they do allow for a greater understanding and more insightful appreciation of what 
the key attributes of the Island are in relation to what visitors and prospective 
visitors think. 

This word cloud excludes the most popular words.
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The Island is...

This word cloud uses all the most often used words in relation to the phrase ‘the 
Island is…’, without any editing or consolidation.

People choose the Island because it’s peaceful, beautiful, friendly and 
most importantly – relaxing. Plus…
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People come to the Island for…

This word cloud uses all the most often used words in relation to the phrase 
‘People come to the Island for…’, without any editing or consolidation.

People come to the Island for peace and quiet, fun and most importantly 
– relaxation. Plus…
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People identify the Island with…

This word cloud uses all the most often used words in relation to the phrase 
‘People identify the Island with…’, without any editing or consolidation.

People identify the Island with beaches, coastline, family and most 
importantly – the ferry. Plus…
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Observations 
There’s an innocence to many of the words used – peaceful, relaxing, lovely, 
picturesque, happy, tranquil, sunshine, fun, scenery, beaches, memories, family, 
home. The words are uncomplicated and very consistent.

There’s also thoughtfulness to them. In many cases people seem to be 
reflecting on a different time, one that they can relate to but are somewhat vague 
about.

People seem to find it reassuring to relate the Island to a time where things 
seemed simpler, more innocent, less rushed and safer. 

For many, there seems to be a personal connection between themselves and the 
Island.

A simple way to describe this, is Island time, it’s different because it’s less 
physical, more emotional. 

“A gentler pace of 21st century living.”

This quote seems to sum up what a lot of people are saying – the Island is 
modern but emotionally it’s more in tune with how they would like to live – even if 
it’s only for a brief moment.

People come to the Island for a relaxing time in beautiful and peaceful 
surroundings. To them the Island is a friendly and welcoming place 
where the sun shines and they can lay back and get away from the 
stresses and strains of the mainland. People come to the Island for 
good beaches, coastline and countryside, fresh air and nature. They like 
walking, cycling, good food and drink. They like simple things that are 
homely and remind them of family values.

Even those who haven’t visited the Island use the same words.

The 100 most popular words from ‘Never visited’ responders
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Open comments
If you were recommending the IoW  
to someone who had never visited, how 
would you describe it?

“Something for everyone, whatever your budget. Beautiful, un-spoilt coast 
and countryside and you can be where the action is or relax in tranquil 
surroundings.”

“Whatever the weather it’s great, views are amazing, you really don’t have to do 
anything as the island is so relaxing.”

“Absolutely gorgeous, beautiful beaches, fantastic countryside and 
friendly people. A gem of an isle.”

“Beautiful coastline providing great cliff walks. Empty beaches and hidden 
coves. Slower pace of life.”

“Beautiful un-spoilt island with a relaxed atmosphere.”

“Very pretty, small and quaint.”

“Beautiful, relaxing and amazing food.”

“Always recommend it especially to friends with families. Something to do 
everyday and reasonably priced and the trip over the ferry is always fun.“

“A slower pace.”

“It’s beautiful, relaxing very friendly and reminds us of years gone by.” 

“The Isle of Wight is wonderful; small but perfectly formed with a good 
balance of things  to see and do, and rest and relaxation.”

“Perfect for a short break to get away from it all.”

“A gentler pace of 21st century living.”

“Plenty of things to do, tranquil and relaxing.”

“A small island with lots to do and see with the chance of good weather.”

“Lovely countryside very peaceful.”

“A great small island which is easy to get around. Fantastic views and 
beaches.  Great mix of quiet, peaceful places and busy touristy places.”

“Peaceful & relaxing, like stepping back in time.” 

“A southern England surprise, with plenty of variety and space to explore.”
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“Totally relaxing, and the feeling, resulting in a very long breath out 
when the ferry sets off,  and the adventure begins.”

“Peaceful and relaxing, with beautiful places to visit and exciting things to do.”

“A beautiful island, perfect for a proper old fashioned holiday with 
something for everyone.” 

“Feels like you’re going on a proper holiday with the ferry trip. The Isle of 
Wight feels safe and relaxed. Beautiful countryside and beaches, loads 
to do in all weather.” 

“Lovely beaches and places of interest to see. Great places to eat - we 
love it.”

“Lovely beaches, walks and very friendly. Small island so very easy to get 
around.”

“It is the perfect holiday destination for all age ranges. There is a higher 
percentage of sunshine but whatever the weather there is something to do 
and see in every corner of the Island. The people are very friendly and 
make you feel very welcome. Once you’ve tasted your first visit you’ll be 
hooked like we are and will return every year.”  

“Old fashioned, beautiful, relaxing.”

“Classic English downland countryside, touching down onto beautiful 
beaches as far as the eye can see.”

“A semi-rural island with lots of places for walks and tourist spots.”

Observations

People are happy to describe the Island in glowing terms which they also seem 
to find it very easy to do, and like with the words they used to describe it, they are 
also very consistent.

Of all the responders who had visited the Island from around England, 90% of 
them felt happy enough to give a description like the ones above.
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Appendix I 
Review criteria and selections

In regards to the original data that provided the different contact mailing lists, no 
de-duplication was carried out due to issues with timings, ownership and data 
protection, therefor it was assumed that there would be a number of duplicate 
addresses within the files used.

Of the total number of surveys completed (15,226) there were only 2 totally 
duplicate responses. 13,302 responses gave their email address of which there 
were 478 duplicates, however there were no serial duplicates and given that on 
inspection the answers seemed to be honest, added value and impossible to 
select which one to delete, they were all retained. 

Additionally, all duplicates were spread across all locations and visited data, and 
therefor would have little or no affect upon overall responses.

All responses were collated, segmented and then grouped together for analytical 
purposes with the focus on providing useful, workable and credible conclusions.

Selection criteria:

1. Segment data by the home location given by responders

2. Data cleaned into specific county based regions and then where appropriate 
regrouped into regional selections i.e. Middlesex into Greater London; West 
Berkshire into Berkshire, North Yorkshire, West Yorkshire, South Yorkshire 
into Yorkshire.

3. Data segmented by national borders. Note: Welsh responses - although 
in many cases closer than some regional English groupings had no more 
positive visitation data than those from more distant regions. 

4. Data segmented by visitor history: Never visited; Visited within 3 years; Visited 
but more than 3 years ago.

5. County and regional groupings then segmented by perceived importance to 
the Island in terms of tourism performance: low ‘never visited’ percentage; 
high visited ‘within 3 years’ percentage and then overall number of responses 
from that region.

Focus of analysis: 

1. English responders – ‘never visited’ compared to ‘visited’ responders

45 APPENDIX I - REVIEW CRITERIA & SELECTIONS 



2. Comparing different responsive performance regions

c. Most responsive region – Hampshire

d. Less responsive ‘prime’ region – Kent

e. Poor performance region – Yorkshire

f. Large potential market – London & Greater London

g. Overall English average

Overall English data:

9,989 have visited in the last 3 years

3,056 have visited - but more than 3 years ago

1,087 have never visited the Island

3,649 have stated that they are likely to visit the Island in the next 6 months (26%)

4,275 have stated that they are likely to visit the Island in the next 12 months 
(30%)

3,927 have stated that they are likely to visit the Island sometime in the next 3 
years (28%)
Only 89 people stated that they were unlikely to visit the Island (0.6%)

Additionally

78% of people who had visited the Island stated that they would recommend it to 
others
Whilst another 11% said that they might recommend it

Only 41 people who had visited the Island said that they would not recommend it
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Appendix II 
Comparison data

The following data comparison, matches regional data splits generated from  
on-ferry research (staying trips) to the regional data splits generated from the 
online consumer survey.

The importance of this comparison, is to establish if there are any major variances 
between the two sets of figures that might have a baring on the validity of the 
survey and its insights.  

Ferry data  Response data  Variances 
Ranked by percentage  Ranked by percentage  
of overall visitors  of response

Hampshire 18.6% Hampshire 17.5% -1.1
G. London 11.7% Surrey 8.5% +0.8
Surrey  7.7% G. London 8.3% -3.4
W.Sussex 4.9% Kent 6.6% +1.7
Kent  4.9% W.Sussex 6.0% +1.1
Essex  3.9% Essex 4.8% +0.9
E.Sussex 2.8% Dorset 4.2% +2
Berkshire 2.8% Hertfordshire 3.1% +0.5
West Mids 2.7% E.Sussex 3.0% +0.2
Hertfordshire 2.6% West Mids 3.0% +0.3
Somerset 2.5% Berkshire 2.9% +0.1
Wilts  2.3% Somerset 2.5% 
Dorset  2.2% Yorks 2.3% +0.3
Yorks  2.0% Buckinghamshire 2.2% +0.2
Buckinghamshire 2.0% Wilts 1.8% -0.5
Oxfordshire 1.9% Oxfordshire 1.8% -0.1
Leicestershire 1.5% Devon 1.7% +0.5
Cambridgeshire 1.4% Gloucestershire 1.5% +0.2
Gloucestershire 1.3% Northamptonshire 1.4% +0.8
Bedfordshire 1.2% Leicestershire 1.3% -0.2
Devon  1.2% Bedfordshire 1.3% +0.1
Derbyshire 1.2% Cambridgeshire 1.2% -0.2
Staffordshire 1.1% Norfolk 1.2% +0.7
Cheshire 1.0% Derbyshire 1.1% -0.1
Nottinghamshire 1.0% Staffordshire 1.1% 
Lincolnshire 1.0% Cheshire 1.1% +0.1
Suffolk  0.9% Suffolk 1.1% +0.2
Warwickshire 0.9% Nottinghamshire 1.0% 
Worcs  0.7% Worcs 1.0% +0.3
Northamptonshire 0.6% Warwickshire 0.9% 
Shropshire 0.5% Lincolnshire 0.8% -0.2
Cornwall  0.5% Cornwall  0.8% +0.3
Norfolk  0.5% Shropshire 0.5% 
Herefordshire 0.4% Merseyside 0.4% +0.1
Merseyside 0.3% Cumbria 0.3% +0.1
Cumbria  0.2% Herefordshire 0.2% -0.2

Observations and outcome

The largest minus variences between response data and actual visitor data is 
with Hampshire and Greater London, the largest plus variences are with Kent and 
West Sussex. Given that these are amongst the most responsive regions, there is 
no reason to doubt the validity of the observations and insights.

Likewise all other variances are minimal and in terms of rankings have no effect 
on the validity of the survey outcomes.
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