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What topics I am going to cover…

❖ The big picture

❖ Spotlight on York

❖ Domestic vs inbound visitors​

❖ Travel trends

❖ (Bonus)



The big picture



Based on available data for 2025, there are signs of domestic 
and inbound trips volumes stabilising.
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1 The start of the 

return of 

domestic 

tourism 

Travel restrictions 

removed from 

April.

Staycations 

prioritised over 

outbound due to 

ongoing concerns 

around COVID.

Inbound was 

similarly affected.
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2 The start of the 

return of 

inbound tourism 

… but also of 

outbound 

tourism, 

especially in 

summer, which 

impacted 

domestic travel.

Cost of living 

crisis started 

impacting 

consumers’ travel 

choices.
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3 The move 

towards 2019

Inbound still 

behind 2019 

levels.

Domestic 

declined:

1. Outbound 

travel prioritised 

over domestic.

2. Some 

domestic 

overnight trips 

replaced by day 

visits. 
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4 The return of 

inbound, while 

domestic 

struggles

Inbound travel 

reached 2019 

levels.

Domestically, 

2024 was weaker 

than 2023 and 

2022. Overnight 

trips and day 

visits reduced as 

a result of 

increased cost 

within the tourism 

industry.
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5 The stabilisation 

of domestic and 

inbound trips 

volumes

Inbound probably  

very slightly up* 

with slow end of 

year.

Domestic day 

trips volume 

performance 

appears similar to 

2024. 

Overnight trips 

volume so far 

weak, while 

spend is up.

* Note: data not released yet



England: total overnight trips (millions)
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2025 Jan-Sep volume of domestic overnight trips is 5% below 
2024.

Source: Great Britain Tourism Survey, VisitEngland

Volume: 99m trips

Spend: £26.0bn

20232022 2024

Volume: 105m trips

Spend: £26.8bn
Volume: 90m trips

Spend: £27.3bn

2025



England: total tourism day visits (millions)
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After a decline in 2024, domestic tourism day visits volume in 
Jan-Sep 2025 remained in line with Jan-Sep 2024.

Source: Great Britain Tourism Survey, VisitEngland

Volume: 1,030m

Spend: £46bn 

Volume: 951m

Spend: £40bn 

Volume: 906m

Spend: £48bn 

20232022 2024 2025



Total UK outbound trips (millions)
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Outbound trips volume increased visibly from 2022 to 2024 with UK 
consumers choosing (sometimes cheaper) trips abroad over domestic 
overnight trips. In 2025, growth has slowed down.

Source: International Passenger Survey, ONS

Base: UK residents

20232022 2024

Volume: 86.2m

Spend: £72.4bn 

Volume: 71.0m

Spend: £58.5bn 

Volume: 91.4m

Spend: £77.4bn 

Outbound 

trips volume 

growth 

slows down.



Total UK inbound trips (millions)
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By 2024, inbound trips reached 2019 levels. 2025 data to date indicate 
2025 inbound tourism being very slightly up on 2024.

Source: International Passenger Survey, ONS

Base: overseas residents

Volume: 38.0m

Spend: £31.1bn 

Volume: 31.2m

Spend: £26.5bn 

20232022 2024

Volume: 39.0m

Spend: £31.9bn 

Short haul 

air arrivals  

up,

long haul 

slightly 
down.



Spotlight on York



While domestic overnight tourism in England declined in 2024, 
York and North Yorkshire kept the share of England trips.

Source: Great Britain Tourism Survey (2024), Domestic Tourism Data Viewer

YORK AND NORTH YORKSHIRE: DOMESTIC

3.6%3.6%3.8%

SHARE 

OF TRIPS

SHARE 

OF TRIPS

SHARE 

OF TRIPS

2.6%2.5%2.6%

https://www.visitbritain.org/research-insights/domestic-tourism-latest-results#view-and-analyse-data


Over half of overnight trips to York and North Yorkshire are 
holidays, which is above England average.

Source: Great Britain Tourism Survey (2024)

54%

21%

3% 2%

20%

30%

38%

6%
9%

18%

Holiday Visiting friends /
relatives

Business Domestic stay, part of
outbound

Miscellaneous

YORK & NORTH YORKSHIRE ENGLAND

Share of domestic overnight trips by purpose

YORK AND NORTH YORKSHIRE: DOMESTIC



Sightseeing and visitor attractions are among the top activities 
to visit beautiful York and North Yorkshire.

Source: Great Britain Tourism Survey (2024)

Most popular activities for domestic 

overnight trips

Sightseeing

Food, drink, night out, speciality 
shopping

Visitor attractions

Outdoor leisure activities/sports

Hobbies, interests

Visiting friends and relatives

Visitor attractions

Sightseeing

Food, drink, night out, speciality 
shopping

Outdoor leisure activities/sports

Most popular activities for domestic 

tourism day visits

YORK AND NORTH YORKSHIRE: DOMESTIC



In 2024, the volume of inbound visits to York and North was 
below 2019 levels.

2019 2022 2023 2024

Number of inbound visits 445,000 329,000 416,000 368,000

Total visitor spend £169m £162m £209m £188m

Source: International Passenger Survey 2019, ONS, 2022-24

YORK AND NORTH YORKSHIRE: INBOUND

1.2% 1.2% 1.2% 1.1%



Domestic vs inbound 

visitors



In 2024, 45% of domestic overnight trips and 51% of inbound 
visits included serviced accommodation.

Source: Great Britain Tourism Survey (2024) and International Passenger Survey (ONS, 2024)

Serviced 

accommodation 

(e.g. hotel or 

B&B)

51%

Self-Catering 

property rental

8%

Caravan/ 

Camping/ 

Glamping

1%

Someone's 

private home

32%

DOMESTIC

INBOUND

45% 11% 9% 30%

Share of overnight trips by type of accommodation



Two thirds of serviced accommodation stays were domestic trips 
and one third inbound.

Source: Great Britain Tourism Survey (2024) and International Passenger Survey (ONS, 2024) 

* Above shares are estimates based on volume statistics sourced from two separate surveys.

Serviced 

accommodation 

(e.g. hotel or 

B&B)

Self-Catering 

property rental

Caravan/ 

Camping/ 

Glamping

Someone's 

private home

DOMESTIC INBOUNDShares of domestic and inbound overnight trips in each accommodation*

66%

34%

75%

25%

97%

3%

68%

32%



Inbound visitors tend to spend more money in the UK and time per 
average trip than GB domestic visitors.

Source: Great Britain Tourism Survey (2024) and International Passenger Survey (ONS, 2024)

UK inbound 2024

Average number of nights per 

trip
6.9

Average spend per trip £763

Average spend per night £111

GB domestic 2024

Average number of nights per 

trip
2.9

Average spend per trip £312

Average spend per night £107



Middle East residents spend most on their holidays in the UK, 
and visits from these markets are expected to rise.

Source: International Passenger Survey, 2023, 2024

Top 10 markets
Spend per visit 

(data from 2023-2024)

Kuwait £   2,672 

Qatar £   2,506 

Saudi Arabia £   2,118 

Oman £   1,913 

Bahrain £   1,737 

UAE £   1,607 

China £   1,582 

Indonesia £   1,424 

Other Middle East £   1,375 

Hong Kong £   1,359 

From 25th October 2023, Qatar 

residents are able to apply for ETA, 

and from February 2024 other 

countries within the Middle East 

region followed.

Visits from Saudi Arabia grew in 

2024 by 36%, China by 29% and 

Indonesia by 31%. 

INBOUND



US has been setting records, though might see softer growth 
next couple of years, while China is forecasted to accelerate its 
previously slow recovery to pre-pandemic levels.

Source: IPS/Oxford Economics 
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Out of all inbound visits to England, 61% were to London. 
VisitBritain is working on encouraging regional spread and bringing 
inbound visitors to other regions than just London.

Source: Great Britain Tourism Survey (2024) and International Passenger Survey (ONS, 2024)

2024
Share of England 

domestic overnight trips 

Share of England 

inbound visits 

London 17% 61%

North East 3% 1%

North West 16% 10%

Yorkshire & the Humber 10% 3%

West Midlands 9% 6%

East Midlands 8% 3%

East of England 11% 7%

South West 17% 7%

South East 16% 13%



Domestic pilot campaign

Liverpool City Region LVEP/Rob Jones/Antony Gormley: Crosby

Launching in 2025/26, a new £300,000+ VisitEngland 

pilot programme to promote seaside domestic breaks in 

the North West of England.

The campaign will target families, encouraging 

multi-generational breaks and family bonding, as 

well as promoting the ease of accessibility.

Ambition to make the North West coast the destination 

of choice, highlighting value for money, driving 

consideration and demonstrating urgency to visit.

More information will follow on how businesses

can get involved



Travel trends



Overview of recent travel trends

Sustainability Personalisation Wellness Technology Authenticity

• Off season travel 

• Low-impact travel 

methods

• Discounts for green 

arrivals

• Visiting less known 

(and less crowded) 

places

• Rewards for tourists 

who litter pick

• Tailored experiences 

based on data from 

previous trips and 

interests

• Personalised 

itineraries

• Catering for different 

dietary needs/ tastes

• ‘Whycations’ (travel 

starts with purpose)

• Solo travel

• Leisure upgrade

• Mass exclusivity

• Maximizing value

• Silent travel / 

‘Hushpitality’

• Sleep travel

• Spa retreat

• Digital detox

• Social wellness

• Travel as an 

antidote to 

loneliness 

• Transformational 

indulgence

• Light relief / just 

relax

• Mastering the mind

• AI use in trip planning 

• Optimisation of 

itineraries to avoid 

crowds

• Augmented Reality 

• Data collection for 

personalised 

experiences

• AI Chatbots for 

personalised, human-

like interaction

• Set-jetting / screen 

tourism

• Event tourism

• Travel Dupes

• Astro Tourism 

• Traditional skills and 

crafts 

• Ancient Rituals 

• Off the beaten track

• Human encounters 

• Escape the algorithm

Source: VisitBritain



Consumers are seeking entertainment and leisure without an end 
goal. Unproductive leisure pursuits, from puzzles to colouring are 
growing in popularity. 

Source: Foresight Factory

LIGHT RELIEF

of global consumers agree that “just 
relaxing” is valuable to their entertainment, 
a figure which is rising in a number of global 
markets, such as Japan, Brazil and GB.

67%

67%
make sure to regularly have some time with 
nothing specific to do.

How to act

Make purpose-free 
activities guilt-free. 

Ensure vacations 
promote relaxation and 

fun by tackling any 
pain points that can 

cause stress.



The stigma of solo consumption is fading, and ‘me-time’ has 
become an essential aspect of self-care. Solo travel is also on 
the rise.

Source: Foresight Factory

SOLO TRAVEL

of global consumers agree with 
the statement “I actively set 
aside time to be by myself”.

23%

70%

47%

agree that restaurants should 
make dining more comfortable 
and welcoming for solo 
diners.

do out-of-home leisure 
activities alone at least 
weekly.

How to act

Celebrate & cater to 
solo adventurers.

Help travelers mitigate 
the risks of traveling 

alone.

Help solo travellers to 
find community.

Singapore’s ST Signature 
Hotel is Singapore’s first ‘co-
living’ hotel featuring 
communal spaces that 
encourage socialising, and 
its website and social media 
content emphasise the 
benefits of meaningful human 
interactions.



Exclusivity is a powerful consumer desire. It can be a lucrative 
source of social status – especially in a world where access to 
many experiences and products is progressively democratized.

Source: Foresight Factory

MASS EXCLUSIVITY

of global consumers have signed up to a loyalty 
program with exclusive benefits.53%

25%

73%

have paid to join an exclusive fan club that 
gives access to special events.

like it when brands provide extra benefits 
exclusive to customers. 

How to act

Curate limited-edition 
travel experiences for 

set-jetters.

Consider which brands 
you could partner with 
to bring new, attractive 

benefits to your 
visitors.



Value is a holistic proposition. Consumers are looking beyond 
just price and factoring in quality, longevity and aftercare.

Source: Foresight Factory

MAXIMIZING VALUE

of global consumers switch providers they use 
regularly in order to get the best deals. 46%

70%

63%

specifically look out for promotions when 
shopping online and in- store.

compare prices of products or services 
online at least weekly.

How to act

Provide inspiration and 
advice for how people 

can still travel on a 
budget.

Create crossover 
benefits through 

partnerships.



Consumers want the human touch – both online and off. Brands 
are under pressure to provide the human touch at scale, even as 
they increasingly rely on technology. 

Source: Foresight Factory

HUMAN ENCOUNTERS

of global consumers want to know if they are 
dealing with human or AI customer service.77%

64%

59%

agree companies should prioritize human 
employment over automation.

use chat messenger customer service at least 
monthly.

How to act

Ensure that tech 
interfaces retain the 

human touch.

Empower employees 
to deliver quality, 

empathetic 
interactions. 

Harness the power of 
immersive channels to 

drive empathetic 
engagement.



Bonus



Economic Value of Tourism report coming up
(likely around 20th January)



Few links

VisitEngland and VisitBritain Research and Insights (latest releases, database of reports, data visualisation, 

dates for upcoming releases): UK Tourism Industry Statistics & Research | VisitBritain.org

State of the Nation report: State of the Nation | VisitBritain.org

Domestic tourism statistics: Domestic tourism: latest results | VisitBritain.org

Domestic Sentiment Tracker: UK Domestic Travel Sentiment Tracker | VisitBritain.org

Inbound tourism statistics: Inbound visits and spend: annual, UK | VisitBritain.org

Inbound markets insights: Inbound markets | VisitBritain.org

Inbound tourism forecast: UK Inbound Travel & Tourism Statistics | VisitBritain.org

Nation Brand Index (UK’s image overseas): UK Ipsos Nation Brand Index Score (NBI) | VisitBritain.org

Annual attractions survey: England Visitor Attractions: latest | VisitBritain.org

VisitBritain newsletter for latest updates: https://www.visitbritain.org/newsletter_signup

Business Advice Hub: https://www.visitbritain.org/business-advice

https://www.visitbritain.org/research-insights
https://www.visitbritain.org/research-insights/state-nation
https://www.visitbritain.org/research-insights/domestic-tourism-latest-results
https://www.visitbritain.org/research-insights/domestic-sentiment-tracker
https://www.visitbritain.org/research-insights/inbound-visits-and-spend-annual-uk
https://www.visitbritain.org/research-insights/inbound-markets
https://www.visitbritain.org/research-insights/inbound-tourism-forecast
https://www.visitbritain.org/research-insights/uks-image-overseas
https://www.visitbritain.org/research-insights/england-visitor-attractions-latest
https://www.visitbritain.org/newsletter_signup
https://www.visitbritain.org/business-advice
https://www.visitbritain.org/business-advice
https://www.visitbritain.org/business-advice


Katerina.Rysova@visitbritain.org

Thank you

mailto:Katerina.Rysova@visitbritain.org
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