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1. Introduction

Welcome to the latest edition of the Digest of Tourism Statistics.

The Digest is written about Tourism Research in the Liverpool City Region and is intended for all users
of Tourism Research data; whether businesses, consultants or students. Each edition sees a
presentation of key tourism statistics i which may change only once during a year i together with the
latest statistics and any recent research that The Mersey Partnership has commissioned or
sponsored, together with links for further information.

Within this report we can present the actual visitor numbers recorded by the city and across the wider

city region in 2008. This shows, as can be seen, a significant leap in visitor numbers especially for
Liverpool itself as a result of Basides this, mterpretatian®f 6 Eur op e a
any data needs to be treated with a certain degree of caution as a great number of factors may have

affected demand. On the one hand, the global recession may have suppressed tourism visits, coupled

with a poor summer weather-wise. On the other hand, the state of the UK economy i in particular with

Sterling performing poorly against the Euro i may have |l ed to increased O6stayoc
population as well as making the country more affordable for visitors from the Eurozone.

Tourismior the 6Visitor Economyd6 as it sometimes referred
sector i is of increasing importance. On the background of the current and future growth patterns, it
has been selected as one of the four transformational actions set out in the Liverpool City Region Multi
Area Agreement in order to make a step change in the economic performance of the area. The four
areas comprising these actions are:
e Culture and the Visitor Economy
e Liverpool Superport
e Low Carbon Economy
e The Knowledge Economy
For more detail on the Multi-Area Agreement, see the details of available publications, in the appendix.

The Liverpool City Region

Although there are a number of definitions of what comprises the Liverpool City Region, as
faras tourism data is concerned this covers|the six distr
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The next edition of the Digest will be published before Easter 2010, and will contain updated data from

a range of sources including the 2009 Visitor Attractions survey and first look at the data from the

2008 Visitor Study, a year-long r esear ch coll aboration bet ween Il mp
Partnership.

Engl andbés Northwest Research Service

The Digest is produced by the research team at The Mersey Partnership, who are also
responsible for the annual Merseyside Economic Review and conducting many of the local
tourism surveys including Destination Benchmarking, the Airport Gateway study and a
quarterly Tourism Business Performance Survey.

Under the bannerof Englan d 86 s Nor t hwe st Resear ch &mmercialc|e , the tea
research in a range of different sectors across the Northwest, with a particular specialism in
the tourism industry and event impact evaluation.

Amongst the research packages we can offer are:
Customer profiling and segmentation

Customer satisfaction studies

Economic impact studies

Gap analysis

Marketing / branding evaluation and assessment
Performance monitoring

For more information, contact research@merseyside.org.uk

England's Northwest
Research Service

for Economic Development and Tourism
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2. Core Tourism Statistics

2.1 Volume and Value of Tourism in the Liverpool City Region (STEAM?)
2.1.1 Headlines

The volume and value of tourism to the Liverpool City Region refers to how many visitors there are to
the area and how much they were worth to the local economy i either through direct or indirect spend.

e In 2008, there were 75m visitors to the Liverpool City Region, who generated £1,594m for
the local economy.

e Based on this, it is estimated that in Capital of Culture year:
0 Tourism volume grew by 19% from 2007 to 2008
0 Tourism value grew by 14% from 2007 to 2008.
e Both of these figures are somewhat eclipsed by the growth experienced within the city of
Liverpool itself.

Key STEAM figures 20081 Liverpool City Region

Tourist Tourist Revenue
Type of visitor numbers (m) days2 (m) (Em)
Staying i serviced accommodation 2.15 3.85 £417.20
Staying I non-serviced accommodation 0.20 1.36 £54.03
Staying i with friends and relatives 2.26 6.14 £130.66
All staying visitors 4.61 11.34 £601.89
Day visitors 70.44 70.44 £991.98
All visitors 75.05 81.78 £1,593.87

Change from 2007 to 2008 1 Liverpool City Region

Tourist Tourist Revenue
Type of visitor numbers (m) days (m) (Em)
Staying i serviced accommodation +6.5% +6.5% +5.5%
Staying I non-serviced accommodation +10.7% +11.8% +11.9%
Staying i with friends and relatives +0.6% - -
All staying visitors +3.7% +3.4% +4.8%
Day visitors +20.2% +20.2% +20.1%
All visitors +19.1% +17.6% +13.9%

! Scarborough Tourism Economic Activity Monitor. So-called as Scarborough was the first location the model was
implemented within the UK.
% Tourist days refers to the number of days that visitors spent, as opposed to the absolute number of tourists.
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2.1.2 About the volume and value estimates

To estimate volume and value of tourism, the Northwest region uses the STEAM model i this model is
widely, thought not universally, used across the UK. STEAM is owned and operated by Global
Tourism Solutions (UK) Ltd.

STEAM relies on local-level data to drive the estimates, principally3:
0 Accommodation stock

Local occupancy surveys

Visits to attractions / events

Visits to Tourist Information Centres

Hotel Occupancy in the City Region

Visits to Tourist Information Centres

O O O0OO0Oo

A key component of the way in which STEAM works is its definition of d@ay visitors§ this is defined as a
person travelling to a district other than that in which they live, for a non-routine purpose and a stay of
over 3 hours. Thus, someone making a trip to Southport Pier from Liverpool could be classed as a day
visitor, but not someone making a similar trip who lived in Formby. The important note to make here is
that the number of the day visits recorded by STEAM for the Liverpool City Region will contain a
certain amount of intra-city region tourism.

Local data for the preceding year is gathered by the research team in January-March each year. This
data is passed to Global Tourism Solutions, with reports typically available by mid-year.

Methodological Note:

A particular accuracy for STEAM is in its tracking of year on year changes in tourism volume
and value. In order to improve the underlying accuracy of the baseline data in the STEAM
model for Northwest England, the Northwest Regional Development Agency is funding a
series of studies which will provide a much greater understanding of the volumes of visitors.
Reporting is projected to be in early 2010, with the aim of the results being fed to Global
Tourism Solutions for inclusion in the 2009 STEAM reports.

% Notice that STEAM uses a further range of inputs, although the components which influence the model most are
listed here.

Digest of Merseyside Tourism Statistics, December 2009 5



2.1.3 Volume of tourism

Total visitors by district

Halton, 5.2m,
7%

Wirral,

13.3m, 18% Knowsley,

5.2m, 7%

St.Helens,
8.5m, 11%

Liverpool,

27.7m, 37%
Sefton,

15.2m, 20%

The above chart shows the number of all visitors broken down by district, whilst that below breaks this
down in more detail for each district in terms of visitor type.

Number of visitors (000s)

Staying Total

visitors Day visitors visitors
Halton 342 4,861 5,576
Knowsley 331 4,838 5,169
Liverpool 1,913 25,761 27,673
Sefton 913 12,932 13,845
St.Helens 451 8,053 8,503
Wirral 699 12,643 13,342
Total 4,611 70,438 75,049

N
o 40% A N . . )
§ 3 For its Capital of Culture year, Liverpool
v 9% 1 itself saw its visitor numbers leap 34%.
S 30% - o
0 © This includes:
3 25% - X
o <) . . ..
E N S e A 36% increase in day visitors
S 20% - . % | i - o
o S 1] e A 16% increase in staying visitors
o A . . .
= 15% - o (using serviced accommodation).
(2]
2 <
= 10% - o B
B £ o
2 5% - o
©
<
O % T T
[ D wn o
5 £5 2828
@ I 83823
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>
©
o
OLiverpool MLiverpool City Region
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2.1.4

The above chart shows the value of all visitors to the Liverpool City Region economy by district. In the

Value of tourism

Wirral,

Total value bydistrict

£235.8m,

15%

St Helens,
£157.0m,
10%

Sefton ,
£374.1m,

23%

Halton,
£112.1m, 7%

Knowsley,
£98.0m, 6%

Liverpool,
£616.9m,
39%

table below, this is broken down in terms of spend by differing visitor types.

Value of tourism (£000s)
Staying Total
visitors Day visitors visitors
Halton £44,497 £67,643 £112,140
Knowsley £30,654 £67,360 £98,014
Liverpool £260,136 £356,736 £616,870
Sefton £158,827 £215,238 £374,066
St.Helens £46,121 £110,872 £156,993
Wirral £61,656 £174,132 £225,787
Total £601,889 £991,981 £1,593,870
g 40% ; 5
S D
v 5% For its Capital of Culture year, Liverpool
S 30% A itself saw its value of tourism increase by
N
» 25%.
o 25% -
< .
5 20% < < < This came from:
- o)} c o)}
% 15% - - . - e A 25% increase from the day visitor
> o market
10% - S =3 ) )
E ’ % 2 e A 14% increase from the staying
2 50 - = visitor market
£
O 0% T T
Qo 8o T o 820
> n > hS>8 3
>
©
[a)
O Liverpool M Liverpool City Region
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2.1.5 Employmentin tourism

Based on the value figures, STEAM estimates those both the number of jobs supported by tourism in
the Liverpool City Region. This covers both direct and indirect employment.

Employment Supported i Full-time
equivalent (FTE)

Direct Indirect Total
Halton 1,198 361 1,558
Knowsley 1,077 322 1,399
Liverpool 6,512 2,009 8,521
Sefton 3,699 1,632 5,331
St.Helens 1,735 516 2,251
Wirral 2,794 785 3,580
Total 17,015 5,625 22,640

Of course, the STEAM data is somewhat hampered in its calculations of tourism related employment,
as this is based solely on how much visitor spend it takes to support a job, and may represent
something of an underestimation.

In the past we have made use of data from the Annual Business Inquiry (ABI) to come up with an
alternative estimation of employment levels, through identifying employees in SIC* codes connected to
tourism. As we observed in the previous Digest, the SIC codes have their limitations too, but from
2007 onw?rds the Office for National Statistics has introduced revised codes which improve the
definitions”.

In the table below we indicate what these employment levels are, whilst to the right we give an
indication as to which SIC codes have been used. Please note that this may be subject to further
revision as we attempt to better define the sector.

ABI Tourism sector 56--- Food and beverage service activities
employees 55--- Accommodation
2007 2008 Change 90---  Creative, arts & entertainment activities
Halton 3,095 3,636 +17% 49.32  Taxi operation
Knowsley 2,243 2,188 -2% 50.10 Sea & coastal passenger water transport
Liverpool 17,921 18,637 +4% 50.30 Inland passenger water transport
Sefton 8,467 8,568 +1% 77.11 Renting & leasing of cars
St.Helens 5,246 5,041 4% 77.21 Renting & leasing of recreational & sports goods
Wirral 7,672 7,697 i, 79.12  Tour operator activities
Total 44,644 45,767 +3% 79.90 Other reservation service & related activities

82.30 Convention / trade show organizers

91.02 Museum Activities

91.03  Operation of historical sites & buildings &
similar visitor attractions

91.04 Botanical & zoological gardens & nature
reserve activities

93.11  Operation of sports facilities

93.21  Activities of amusement parks & theme parks

93.29 Other amusement & recreation activities

* Standard Industrial Classification. Just as STEAM data has its limitations, so ONS data is somewhat hampered

by there being no clear SIC codes defined as o6touri smb. Th e
businesses which are not tourism related i but equally, may omit some which are.

® The revised SIC definitions may be found at
http://www.statistics.gov.uk/methods_quality/sic/downloads/SIC2007explanatorynotes.pdf. Please note that due

to the 1947 Statistics of Trade Act we cannot provide a breakdown for many of these individual codes as these

are deemed to be too disclosive.
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2.2 Hotel data
2.2.1 Hotel room occupancy

The Mersey Partnership uses a tool called the LJ Forecaster, created by Lynne Jones Research, to
analyse hotel occupancy levels and trends. This is funded by The Mersey Partnership and the
Northwest Regional Development Agency. LJ Forecaster measures occupancy for the previous month
as well as advance bookings for the year ahead, with a separate module providing analysis of average
revenues for this period. There are currently 20 hotels participating in the LJ forecaster. Although
predominantly reflective of the larger hotels in Liverpool City Centre, it includes a number of
establishments based in the districts.

The average room occupancy in 2008 was 76%; significantly above the 71% recorded in 2007. As
far as 2009 goes, based on the first three quarters of the year occupancy levels were below those
seen in recent years, potentially an impact of the current economic situation, although recent months
indicate an improvement.

‘ Room Occupancy Summary

2007 2008 2009
Whole Year 71% 76%
January-September 71% 7% 69%

Monthly room occupancy

90% 1

82%
81%
| 74%
81%
73%
] 73%
81%
7%
| 7%
| 81%
] 81%

X
[«
~

78%
75%
| 79%

| 75%

80% -+

| 67%
71%
66%
| 71%
73%
67%
| 72%
71%
| 72%
70%
| 73%
71%

70% A

61%

54%

| 59%
| 64%
[61%

60% A
50% A
40% A
30% A
20% A

10%

0% T T T T T T T T T T T )
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

02007 02008 W 2009 |

Note: When viewing any monthly tourism data, it should always be remembered that the different
position of Easter each year (and associated school holidays) can represent a distorting influence.

A particular feature of the hotel market in Liverpool is the peak seen in weekend occupancy levels. In
2008 the pattern of occupancy was as follows, whilst the table beneath compares the most recently-
available figures for 2009 with those of previous years:

0 2008 Weekday occupancy (Mo-Thu) 7%
0 2008 Weekend occupancy (Fr-Sa) 86%
0 2008 Sunday occupancy 54%
| Jan-Sep 07 Jan-Sep 08 Jan-Sep 09
Weekday occupancy (Mo-Th) 70% 7% 66%
Weekend occupancy (Fr-Sa) 84% 86% 84%
Sunday occupancy 46% 55% 51%

On the face of this it would appear that despite the prevailing economic climate the weekend market
maintained a strong performance, it being the weekday market experiencing greater pressures.
Nevertheless this is not the full story i occupancy also needs to be viewed in terms of the actual level
of hotel stock (see 2.2.4) and the yield per room that was being achieved (see 2.2.2).
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2.2.2 Hotel revenue analysis

A number of hotels® also complete a section of the LJ forecaster dealing with revenue analysis. This
gives the Average Room Rate (ARR) and Revenue Per Available Rooms (RevPAR) i the latter

tending to be the preferred measure in terms of economic performance.

‘ Revenue Summary (RevPAR mean)

2007 2008 2009
Whole Year £48.90 £55.57
January-September £48.24 £55.55 £44.50
Average Room Rate
£90
£80 ~ O O
P = S e =
£60 a—
Sg 0O 2008
£30 —a— 2009
£20
£10
£0 T T T T T T T T T T T ]
Jan Feb Mar Apr May Jun Ju  Aug Sep Oct Nov Dec
Revenue Per Available Room
£80
£70 O ] ]
£60 0 O 00—
£50 —O L—aA
£40 WW = O 2008
£30 A —a— 2009
£20
£10
£0 T T T T T T T T T T T ]
Jan Feb Mar Apr May Jun Ju  Aug Sep Oct Nov Dec
ARR RevPAR

Average Room Rate Revenue Per Available Rooms
(total room revenue / total rooms sold)

Often referred

(total room revenue / total available rooms)

to as

| Jan-Sep 2007  Jan-Sep 2008

Jan-Sep 2009

Weekday RevPAR (Mo-Th)
Weekend RevPAR (Fr-Sa)

£45.89
£64.24

£54.16
£68.01

£40.76
£58.64

To date the yield is significantly lower in 2009 for Liverpool hotels than that reported on for the same

period in 2008; an average of £44.50 compared to £55.57 last year.

When this is broken down by weekday / weekend, it is clear that although the weekday market (as
expected from occupancy levels) was weak, there has also been some discounting behind the

weekend occupancy figures too.

® Note: this does not mean all hotels; for example in the most recent monthly survey, 17 out of the 20 supplied

revenue figures.
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2.2.3 Hotel rooms sold

Although occupancy and rates tell one side of the story, with a background of changing room stock

l evel s it does not gi ve tihigfeakibidtd have m towes @acoupadcy levElo r
across the destination, and a higher level of staying visitors if hotel stock (see 2.2.4) has increased
significantly.

To calculate the total rooms sold across the city centre, we overlay the LJ Foecaster occupancy
figures onto the level of known hotel roomstock in the city centre. Thus, in the year to date, the total
level of visitors staying in hotels is down by some 4% on 2008 but is up by 21% on 2007.

‘ City centre rooms sold Summary

2007 2008 2009
Whole Year 724,783 915,204
January-September 539,648 681,616 653,313
City centre rooms sold i by month
100 o 8 8_ 8c Sg 8 8
§. 8- 8, g2g 88 88 g 8
90 - g 4S8 4S8 g8 ®3 95 @5 @ o
88 ©o w2 S r® 28 o8 g @ °
80 238 99a o g of I¥ 8| [T 8 8 3 S S
o8 82 8 8~ 38 [S] 8 e <) N~ N o o2
01582 898 o S S = 3 3 °l M “ 3 S8
Q5B © ©o — | W u O]
—~ 60198 « ] . _ Ire}
%] ] L0 —
S 50 Y B
S
40 4
30 A
20 A
10 A
Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

02007 O 2008 m2009
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2.2.4 Hotel room stock

As indicated above, occupancy levels are one factor, but the actual level of hotel stock is another. In
the two charts below we present both roomstock and the number of establishments. Thus, from 2004
the roomstock available in Liverpool city centre has grown by 38% and in the entire city region

by 30%.
4,500 + Hotel roomstock
4,000 3.965 3 768
: 3005 34433,386
3,500 1 , g7g 3,088 3,088 3,172 '
3,000 4 = 2,623 2,650 2,798
2,500 1
2,000 -
1,500 -
1,000 -
500 A
0 T T T T T
2004 2005 2006 2007 2008 2009
B City centre roomstock O Total city region roomstock (excl. city centre)
90 - No. of hotels 82
80 | 75 74 76 76 80
70 1
60 A
50 1
36
40 - 30 32
27
30{ 2 25
20 1
10 1
0 - T T T T T
2004 2005 2006 2007 2008 2009
B City centre hotels O Total city region hotels (excl. city centre) |
Note: charts do not currently include small Sefton hotels.
2009 Hotel stock summary

Rooms Establishments
Liverpool City Centre 3,965 36
Liverpool Suburbs 572 10
Halton 628 10
Knowsley 352 5
Sefton 1,707 67
St.Helens 641 8
Wirral 629 32
Total 8,494 168
Note: table includes small Sefton hotels.
Hotel grading information:

number of establishments where

2009 grading is known

Total city
City centre region

4 star 10 21
3 star 10 24
2 star 1 5
1 star - 1
Budget 7 29

Note: table excludes accommodation where grading is not currently known.
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2.3 Tourist Information Centres

Note that a total of 1,155,282 people visited tourist information centres (TICs) in the city region
during 2008, a rise of 59% on 2007 (727,182). It is felt that this was particularly reflective of the level
of first-time visitors in the city. Besides the influence of Capital of Culture, there are a number of other
factors behind these changes to be aware of:

o Mar 2007 Closure of Wirral Woodside TIC.
o Oct 2007 Albert Dock TIC reopens
180,000 -
160,000 |
140,000 A
120,000 A
100,000 - —
80,000 -
60,000 -
40,000 -
o o o o
S SISk [SIBIE 18k 1818 28] B8] (818
20,000 1 S Slatd Sl Bl ok- Ble|l [Ble| [Ble
o G| o] (07| [Ee) (o0 Lo B M o BN (s [Ts) [32) (%<}
© LO |l [N~ |O |~ije] ||l OO L0 [©© < |©
1000 T T T T T T 1
May Jun Jul Aug Sep Oct Nov Dec
02007 02008 W2009
Viewing the year-to-date figures for Liverpool TICs, t he i mpact of | ast yearbés C
visible; note that the data seems to show a lower level of visits to The 08 Place i this may reflect on a
certain amount of <callers being 6abstractedé by the

To date this year the TIC at the airport has seen a significant increase in visits above even 2008. In
section 2.6 we show that the passenger numbers have fallen. This may, however, be a reflection on a
net increase in inbound’ visitors, against a greater net decrease in UK residents flying overseas.

Year to date TIC Statistics
‘ Jan-Sep Jan-Sep  Jan -Sep

2007 2008 2009
The 608 Pl a 169,746 317,451 134,588
LILA 85,313 84,334 106.299
All Liverpool TICs 255,059 628,041 369 ,959

" Inbound visitors are defined as those from overseas visiting the UK. By characteristics, visitors from Northern
I reland tend to also reflect the behaviour of the 6inboun
8 Queen Square January 2006 and previous.
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2.4 Attractions

A number of attractions respond monthly with figures on their visitor numbers, and these attractions
form a panel. As the chart below shows, this indicates a trend of growth in visitors when indexed to
2002 as a base year, at a time when i as noted in section 2.3 7 there has been in general a fall in
numbers using the TICs.

Understandably, there was a huge jump in the visits on both measures during Capital of Culture Year.
To date, projections for 2009 suggest that although visits to attractions this year will be lower than in
2008, they will be above 2007 levels.

200% A

182%
N 180% A
(@)
o 160% A 45%
% 120% 136%
$ ’ 116% 119% 0
° © 113% 115%
< 120% 1 - ‘F/'\, —— Visits to core attractions
(2] . .
E 1009% { ¥ Visits to Liverpool TICs
2 103% 103%
c 80% A 95% doon
S
S 60%
5 40% 59%
6
20% 41%
0 T T T T T T T 1

N [52] g 0 © ~ o)

o o o o o o

o o S S S S S

N N N N N N N

2009
(projected)

Comparison of growth in visits to core Liverpool attractions against change in visits to: Liverpool TICs.

Note that the 2009 projections are based on data from January i September only, and should therefore be
treated as qualitative results at this stage, not quantitative.
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As well as the panel of attractions, we regularly provide an annual update on the dop attractionsé i n our
area. This is based on those who have both provided data for 2008 and who have not indicated that
their data be kept confidential.’

Where an attraction has not responded in 2008, but reported numbers in 2007 we use these i

although note that with the impact of Capital of Culture, 2008 figures might be expected to be
somewhat higher, especially for those attractions based in Liverpool itself.

2.4.1 Top 10 free attractions 2008

Attraction District Attendance
1 Tate Liverpool Liverpool 1,088,504
2 Merseyside Maritime Museum Liverpool 1,020,712
3 World Museum Liverpool Liverpool 787,767
4 Liverpool Cathedral Liverpool 520,355
5 International Slavery Museum Liverpool 414,480
6 Walker Art Gallery Liverpool 396,356
7 National Trust, Formby* Sefton 370,710
8 Liverpool Metropolitan Cathedral Liverpool 364,347
9 Southport Pier Sefton 292,741
10 Atkinson Art Gallery* Sefton 217,122

* 2007 figures

2.4.2 Top 10 paid attractions 2008

Attraction District Attendance
1 Mersey Ferries Liverpool / 697,222
Wirral
2 Knowsley Safari Park Knowsley 525,000
3 Beatles Story Liverpool 188,834
4 Aintree Racecourse Liverpool 188,603
5 Haydock Park Racecourse St.Helens 182,774
6 Croxteth Hall & Country Park Liverpool 171,071
7 Royal Court Theatre* Liverpool 143,905
8 Liverpool Football Club Museum & Tour* Liverpool 143,122
9 The Brindley* Halton 124,499
10 | Speke Hall, Gardens & Estate Liverpool 82,392

* 2007 figures

° Note this currently omits certain key attractions who have not supplied recent data in the last two years; where
this becomes available, an updated list will always be provided in the next edition of the Digest.
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2.5 Events

In addition to the list of top attractions we also record the top 10 free and paid events. Where local
authorities or event organisers have published a figure we use this; other than that, use is made of

figures quoted in the press.

It should be noted that a higher degree of reliability is associated with the visitor numbers at paid

events, owing to the ticketed nature meaning data is more easy to source.

251 Top free events

Event District Attendance
1 Tall Ships Races Liverpool / 325,000
Wirral
2 Wirral Show Wirral 300,000
3 La Machine Liverpool 200,000
4 Mathew Street Festival Liverpool 185,000
5 Vintage Organ & Steam Rally Halton 50,000
6 Halton Fireworks Halton 45,000
7 OpeningEventi The Peopl eds Op Liverpool 38,500
8 Southport Food & Drink Sefton 36,000
9 Hoylake RNLI Open Day Wirral 30,000
10 Birkenhead Festival of Transport Wirral 28,000
2.5.2 Top paid events
Event District Attendance
1 Southport Airshow Sefton 150,000
2 Grand National Liverpool 149,114
3 Southport Flower Show Sefton 71,200
4 Imagine Liverpool 63,750
5 Creamfields Halton 48,000
6 Liverpool Sound Liverpool 36,000
7 Musical Fireworks Sefton 30,000
8 Wirral Food and Drink Festival Wirral 26,000
9 Southport Jazz Festival* Sefton 22,000
10 World Firefighters Games Liverpool 18,000

* 2007 figures

In addition to those events shown, during 2008 Liverpool played host to a number of city-wide public

art festivals including:

Go Superlambananas
Liverpool Biennial of Contemporary Art

Whilst both these and other such events were expected to draw significant numbers of visitors to

Liverpool, attendance numbers are not as easily quantified.
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2.6 Travel Data
2.6.1 Passengers through LIJLA

A range of airlines, including the scheduled operations of EasyJet, FlyBE, Ryanair and Wizz Air,
provide routes out of Liverpool John Lennon Airport.

e Since June 2009 KLM has been operating out of Liverpool Airport, with flights to its
Amsterdam Schiphol hub providing global connections.

e Since July 2009 Eastern Airways has been providing flights to Aberdeen and
Southampton.

During 2008 there were 5,402,982 passengers travelling through Liverpool John Lennon Airport
(LJLA). This is a 2% drop on levels in 2007 (5,517,667), which might be considered unexpected, given
the draw presented by Liverpool as a European capital of Culture. However, two points should be
noted here:

1. This figure represents both inbound and outbound travellers, so there is no way of
disaggregating changing tourism levels from (potentially lower) domestic outbound travellers™®.
2. Over this period the earlier part of 2008 saw increased fuel costs affecting travel patterns,

whilst the latter part of the year also saw the initial impact of the economic downturn.
LJLA Passengers
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To date this year, passenger numbers were lower than last year. Some 3.8m passengers were
recorded between January and September, compared to 4.3m in 2008. Again as mentioned above
this reflects on a range of factors, including changes in schedules and routes as airlines respond to
the economic situation. It should be noted that the situation has improved in the most recent quarter
(as displayed above).

LIJLA Jan-Sep 07 Jan- Sep 08 Jan- Sep 09
Passenger numbers 4,277,367 4,259,929 3,762,694
Change on period preceding year +13.4% -0.4% -11.7%
All UK Airports Jan- Sep 07 Jan- Sep 08 Jan- Sep 09
Passenger numbers 159.6m 160.9m 149.2m
Change on period preceding year +2.5% +0.8% -7.3%

Looking at the figures for all UK airports over this period provides some measure of context, showing
the drop that there has been nationally.

0 Every two years The Mersey Partnership conducts the Gateway Survey, which provides an analysis of
outbound visitors and includes a measure of what the split is between inbound and outbound travellers.
Indications from the 2009 study i highlighted in this edition of the Digest i suggests an increase in the inbound
ratio.
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In the chart below, using data from the Civil Aviation Authority, each bubble represents a country or
area flown to by scheduled service from LJLA. The size of the bubble represents the number of
passengers, whilst the vertical height represents the level of increase or decrease in numbers when

compared against 2007.

60%
40%
g 9
L ]
[20% A
5
@ 0% 1 & . .
c U
©
520%
=
-40% .
® o
[Ly) -
-60% — S & -
=+ © w ) Qo P ) —
N 0 o w0 @ 5 = o
+ ¢ WD [4s] Lo [+ =] b= A w©
- & S S o s N © o 3 R
S ® o ) S, S-S . 0 & - @ &
S © 83 T O8N X T35 ¢ =2 @
P S(S < 0 s 2 T 9 ¢ « i - a
T — - — N P w - = o ™ \c‘: Q
T oz = ¥ . < T8 £ % & s
g 8 T T X » £ £E F - ® X w
= = = - ~ : S o = © £ c - c
n = o =i - o R F @ [=2] S ] 8 H
2 5 B £ £ Q " 2 N 3 c E = o
£ o ¢ ® © 5 = = t £ @ = 17} 7]
c 2 = T o o = @ = o 0 [ S @
o 2 =z = w L = = n o 1] g <C [

Source: CAA domestic™ / international route analysis
Note that the next edition of the Digest will provide an analysis of the 2009 data

This suggests significant increases for 2008 in travel to/from the Iberian peninsula, Scandinavia and
Northern Ireland, and to a lesser extent France and Eastern Europe.

The biggest drop appears to be in terms of domestic air travel, with the ceasing of routes to
Southampton, Aberdeen and Inverness (although the first two have been re-launched in 2009 by

Eastern Airways).

2007 2008

No. of pax No. of routes No. of pax No. of routes
Domestic 119,849 5 54,241 1
Liverpool - Isle of Man 141,924 1 133,869 1
Liverpool - N Ireland 567,801 3 629,506 3
Liverpool - Ireland 469,888 4 466,526 4
Liverpool - Spain 1,440,618 17 1,535,001 16
Liverpool i France 526,438 7 541,091 9
Liverpool - Italy 404,516 6 369,133 6
Liverpool - Netherlands 292,419 1 255,905 1
Liverpool - Switzerland 217,381 2 213,904 2
Liverpool - Portugal 138,400 3 186,909 3
Liverpool - Scandinavia 82,452 3 103,738 2
Liverpool - Austria 10,912 1 13,695 2
Liverpool - Germany 160,424 3 100,713 3
Liverpool - Eastern Europe 608,085 12 621,812 13

“"Note: 6Domesticé figures do not include the di

rect

from Virgin Trains on the now-upgraded West Coast Main Line, offering London to Liverpool in as little as 2 hours

and 8 minutes.
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2.6.2 Irish Sea Ferry passengers
Four passenger routes are operated from the area:

Liverpool i Isle of Man (Steam Packet)
Liverpool i Dublin (P&O)

Birkenhead i Dublin (Norfolkline)
Birkenhead i Belfast (Norfolkline)

O O oo

Latest figures from the Sea Passenger Statistics (DfT) appear to show strong that although the
compounded issue of increased fuel costs and the onset of the recession are evident, levels
remained above 2006 with particularly strong performance in this light on the Belfast link. There has
been considerable investment over recent years by both Norfolkline® and the Isle of Man Steam
Packet in terminals, vessels and branding; this coupled with negative perceptions of air travel may

drive future growth.

Sea Passenger Statistics
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Source: DfT.
Just as with air travel, 2009 may present a more challenging year. The table below shows market

levels of Irish Sea ferry passengers. Note that January-September saw passenger numbers on the
route from Liverpool to Douglas at 66,000 compared to 69,000 in January-September 2008",

Irish sea passengers | Jan-Sep 07 Jan-Sep 08 Jan-Sep 09

Passenger numbers 2,665,389 2,519,163 2,360,295

Change on period preceding year +1.7% -5.5% -6.3%
Source: DT

Liverpool-specific data will be included in the next digest; however the above indicates a drop for the
last two years overall in the UK 1 Ireland passenger market, although this can vary significantly on a
route-by-route basis.

2 Now owned by the Maersk shipping group
13 However, July to September at 38,000 was the strongest year since before 2004 for the Liverpool to Douglas

route.
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2.6.3 Cruise ships

With Liverpool s crui

Dock facilities.

s e

ne t mgside thawatenfrantwatherdtHaro wi n g
mid-river or in the North Docks, the cruise market is expected to show significant growth. Whilst most
cruise ships, for which Liverpool is a calling point, have been able to use this new facility since
September 2007, those which are on a cruise originating or terminating in Liverpool use the Langton

Cruise Ship statistics

2006 2007 2008 2009  2010“
Cruise calls 8 9 13 15 17
(potential pax)™® 5,790 8,159 17,700 24,384 26422
Originating / terminating cruises 10 14 29 25 12
(potential pax) 4,061 6,146 15,995 10,990 10,160
Total calls 18 23 42 40 29
(potential pax) 9,851 14,305 33,965 35374 36,582

% Note that cruise ships calls and originating cruises for 2010 are provisional and based on operator publicity.
“Apotential p gpatantiak metimeum aumbeo of passengers, if each ship were operating at capacity,

(based on the | isted passenger

numbers.

capacity on

t hpassengexr at or s 6
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3. Recent TMP Surveys

A number of major surveys are conducted periodically by The Mersey Partnership, which aids the
tourism intelligence of the area. These include the Merseyside Visitor Survey™ and the Destination
Benchmarkingl7 survey. Here we present the key results from these surveys. (Note that the visitor
market is changing all the time and these figures should be viewed as representing the situation in the
year of the survey, not necessarily of that at the present time).

Also please note that the next edition of the Digest will convey headline profile data from the 2008

Liverpool Study. A collabor ati on bet ween | mpacts 0608 and the t
conducted across the whole of 2008 with almost 3,00
study to Destination Benchmarking it provides a much more robust analysis base as well as enabling

tracking of changing profiles throughout the year.

3.1 Visitor Origin

The Destination Benchmarking (DB) study was based on 700 interviews in the city centre. Hence,
whilst this may be viewed as representing the situation in Liverpool itself, it should be noted that the
visitor profile across the whole of the city region may differ somewhat.

100% -
80% -
0% { | 238% 57.9% 33.3%

60% -
50% A
40% A
30% A
20%

OOverseas

B Elsewhere UK
37.9% 92.5% DElsewhere NW
OMerseyside

10% -
0% -

Staying visitor Day visitors on Day visitor from
holiday/staying home
business trip

The above charts break the visitor market down between those on a staying visit in Liverpool /
Merseyside and those who are on a day visit i both those on a day outing from home and those
on a day visit whilst staying somewhere else in the UK.

e 54% of staying visitors in Liver@ool were identif

e 43% of staying visitors in Liverpool were identified asbeing fiel sewher e UK.

% The Merseyside Visitor Survey is conducted every 5 years, most recently in 2005. It is expected to be run
during 2010 with results due late in the year.

Y The Liverpool Destination Benchmarking study is conducted on alternate years, most recently in 2008. The
data used here is summarised with a fuller version due in the next digest.
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3.1.1 The domestic market

In the table below, the origin of all domestic visitors is shown (including City Region residents) to
identify where our UK visitors come from. Note that both staying and day visitors are shown.

Day visit Day visit
Staying whilst staying from

Origin by region visitor elsewhere home Total
East 4% 6% <0.5% 3%
East Midlands 4% 5% 3% 4%
Isle of Man 1% 1% 2% 1%
London & Southeast 13% 10% 1% 6%
Northeast <0.5% 1% <0.5% <0.5%
Northern Ireland 5% 4% <0.5% 2%
Northwest 3% 4% 86% 48%

Cheshire <0.5% <0.5% 12% 6%

Greater Manchester 1% 3% 11% 7%

Lancashire <0.5% 1% 10% 6%

Liverpool City Region 1% <0.5% 52% 29%
Scotland 2% 5% <0.5% 2%
Southwest 4% 2% <0.5% 1%
Wales 1% <0.5% 4% 2%
West Midlands 2% 3% 4% 3%
Yorkshire 8% <0.5% 2% 4%

Note: due to re-weighting figures may appear differently to in previous editions of the Digest.
Percentages are based on all domestic visitors

Other than the Northwest, areas of particular draw appeared to be:
e Staying visitors:
0 London & the Southeast (13%)

0 Yorkshire (8%)
o Northern Ireland

e Day visitors: Understandably, the Liverpool City Region and Northwest England dominate
here. If these are excluded, key day visitor markets appear to be:

0 West Midlands (8%)
o Wales (7% -thispr i nci pally being 6Northoé Wales)
o East Midlands (6%)
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3.1.2 The overseas market

Similarly, we analyse the overseas visitor market below by key areas. Note that the percentages
shown are as a percentage of all overseas visitors, not a percentage of the total visitor market.

Origin by area

% of all overseas

visitors

Eire

Western Europe
Eastern Europe

Africa

Asia

North America

South America
Australia / New Zealand

4%
38%
5%
1%
14%
22%
3%
14%

A frequent request received is for the top countries of origin of overseas visitors; this is estimated as

follows (note 1 includes figures from Northern Ireland as partofthei | r el andd fi gur e) :
o USA 12.1%
0 Australia 11.1%
0 Spain 10.6%
o Canada 9.8%
o Germany 9.8%
o lIreland 8.9%
o France 3.8%
o Netherlands 3.8%
o Japan 2.3%
o Malaysia 2.3%
o Poland 2.3%
0 Belgium 2.3%
o Brazil 2.3%
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3.2 Visitor Spend

The following details key components of visitor spend. All figures are per person across the course of
their whole visit to the destination. Note that the spend for staying visitors is amended from the

previous Digest following rebasing of the data.

3.2.1 Spend by staying visitors

Spend by staying visitors

3
£140 - e
—
—
£120 A <
£100 A b
NS
£80 + G\
£60' < 3
o 2 o
£40 - 9 X ®
£20 - o N
] . . .
EO' T T
= g < g 85 5 § <
f a n @ T o = = 2
a o gg > @ © © .S
s 2 == EE 8 = B&zo
° n gt == ET® Ew
S =2 5 Eo &
g <5 o 33
3] o £
< e

Total spend per staying visitor is estimated at £147.10 per person:

accommodation)

Naturally, we would expect spending to vary by the type of visitor and the table below shows how this
varies when comparing visitors to Liverpool from UK locations against those from overseas. Although

UK visitors appear to have a higher spend on accommodation, those from overseas appeared much

more likely to spend on attractions and entertain

ment.

Mean spend per person per visit UK visitor Overseas visitor
Food & Drink £25.23 £27.22
Shopping £27.22 £31.54
Attractions & entertainment £8.28 £16.43
Travel & transport £4.16 £6.24
Accommodation (all) £88.02 £65.15
_Acco_mmodatlon (tho_se staying £129.19 £102.44
in paid accommodation)

Total £152.91 £146.57

Note that with the fluctuation in exchange rates, figures for 2009 might have been expected to be

higher than shown for overseas visitors.
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3.2.2 Spend by day visitors

Spend by day visitors

o
£35 ¥4 g
[e0]
£30 ] W Day visitor from Home
£25 o ODay visit whilst staying
‘o_o; elsewhere
£20
£15 g
B Q .~ 3
£10 ~ 5 .
[ ; @
3 9
£0 - , . , ,
X =2 g g £
= £ > )
a 2 g E S a
o o c T S
a1 & S s E S
g ? £
LC b %

Total spend for Day Visitors is estimated at:

0 £67.23 per person for those on a day visit whilst staying somewhere outside Liverpool.
0 £44.57 per person for those on a day visit from home.

For day visitors the largest spend clearly comes from retail, and this is felt to be a strong reflection of
the growth of Liverpool as a retail destination with the phased opening of Liverpool One during the
survey period. It can be seen by visitor origin that this strong retail spend was prevalent across all
visitor types.

Mean spend per person i Day City region Visitor from

visit from home resident NW resident further afield

Food & Drink £5.69 £9.73 £9.62
Shopping £27.47 £33.47 £21.00
Attractions & entertainment £2.36 £2.33 £3.96
Travel & transport £5.24 £5.33 £9.37
Total £40.77 £50.86 £43.95
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3.3 Visitor Behaviour
3.3.1 Visits to attractions
The following looks at what attractions visitors attended whilst visiting the city.

As we have seen in previous visitor surveys in Liverpool, the Albert Dock was the single most
mentioned attraction; bearing in mind the widely dispersed nature of surveying outlined in the

methodology, this is not just a function of interview location. Other than this, the top mentions went to:

The Beatles Story (24%)

Liverpool Cathedral (20%)

The Walker Art Gallery (19%)

Tate Liverpool (19%)

The Merseyside Maritime Museum (19%)

0% 10% 20% 30% 40% 50% 60% 70%

59.2%

Albert Dock

Beatles Story

Liverpool Cathedral 19.6%

Walker Art Gallery 19.4%
Tate Liverpool 19.2%
Merseyside Maritime Museum 19.0%
Metropolitan Cathedral
Mersey Ferries

World Museum Liverpool
St.George's Hall

Anfield Stadium & Museum
Bluecoat

Empire Theatre

Williamson Tunnels

National Conservation Centre
52 Rodney St

Everyman

Victoria Gallery

Everton Stadium tour

Playhouse Theatre
Note: approximately a fifth (21%) of all visitors did not indicate any visits to attractions.

Note also that as visitors could have visited more than one attraction during the course of their visit,
the percentages above will add up to more than 100%.
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To gain a different idea as to the activities of different visitors, we show below the top 10 attractions by
three different types of visitor:

Repeat visitor i from
1% time visitor outside NW Repeat visitor - local™®
1" Albert Dock Albert Dock Albert Dock
(86%) (73%) (35%)
2 Beatles Story Beatles Story The Walker Art Gallery
(51%) (33%) (13%)
3" Merseyside Maritime Museum Liverpool Cathedral World Museum Liverpool
(34%) (33%) (12%)
4" Liverpool Cathedral ~ Merseyside Maritime Museum Tate Liverpool
(33%) (32%) (9%)
5" Tate Liverpool The Walker Art Gallery Liverpool Cathedral
(31%) (25%) (5%)
6" Metropolitan Cathedral Tate Liverpool Beatles Story
(28%) (25%) (5%)
7" The Walker Art Gallery Mersey Ferries Merseyside Maritime Museum
(22%) (23%) (4%)
g" Mersey Ferries Metropolitan Cathedral St. Georg
(21%) (21%) (4%)
o World Museum Liverpool World Museum Liverpool Mersey Ferries
(12%) (12%) (4%)
10" | Anfield Museum/Stadium Tour  Anfield Museum/Stadium Tour Metropolitan Cathedral
(11%) (8%) (3%)
No attractions
visited: 3% 7% 39%

3.3.2

Tours Participated in

In total a fifth (21%) of all visitors indicated that they had been on a tour; the most likely mentions
being the city sightseeing tour (7%) and Magical Mystery tour (6%).

0% 1%

2%

3% 4% 5% 6%

7%

8%

City Sightseeing tour

7.1%

Magical Mystery Tour

Yellow Duckmarine

5.4%

Open top bus

5.2%

1.0%

Shiverpool Tours

1% time visitor

Repeat visitor i from
outside NW

6.7%

Repeat visitor - local

1% Magical Mystery tour (19%) Yellow Duckmarine (10%) Open top bus (2%)
2 City Sightseeing Tour (17%) City Sightseeing Tour (9%) Yellow Duckmarine (1%)
3 Open top bus (9%) Open top bus (8%) Shiverpool Tours (1%)
4" Yellow Duckmarine (6%) Magical Mystery tour (7%) -
5" Shiverpool Tours (2%) Shiverpool Tours (2%) -
No tours
participated in: 57% 68% 96%
YFor the sake of data integrity, within the whole of
Liverpool City Region or the Northwest region
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3.3.3 Retail activity

Below, we present the areas where visitors indicated that they shopped in. It should be noted that
Liverpool One dominates the list, despite this being not fully open during the period of this study i this
may indicate more an anticipation relating to the development.

Liverpool One
Church St
Albert Dock
Met Quarter
Cavern Walks
Clayton Square
St.Johns

Bold St
London Road

Heritage Market

0%

10%

30% 40% 50%

| 40.4%

[ 39.0%

1% time visitor

Repeat visitor i from
outside NW

70%

65.6%

Repeat visitor - local
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Liverpool One (64%)
Albert Dock (51%)
Church Street (36%)
Met Quarter (25%)
Cavern Walks (23%)
Clayton Square (11%)
St.Johns (6%)
Bold St (3%)
London Road (1%)

Liverpool One (71%)
Albert Dock (52%)
Church Street (39%)
Cavern Walks (23%)
Met Quarter (21%)
Clayton Square (14%)
St.Johns (13%)

Bold St (12%)
Heritage Market (4%)
London Road (3%)

Liverpool One (63%)
Church Street (43%)
Albert Dock (23%)
Met Quarter (20%)
Clayton Square (19%)
St.Johns (11%)
Cavern Walks (8%)
Bold St (8%)

London Road (2%)
Heritage Market (1%)
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3.4 Visitor Satisfaction
A key part of Destination Benchmarking is in its use of mean scores: Respondents are asked to rate a

series of aspects using the Likert Scale (where 1 is very poor and 5 is very good); hence any score
above 3.0 represents net positive feedback, any score below 3.0 represents net negative feedback.

Accommodation

2006
Overall enjoyment Car parking — 2008

Attractions

Feelings of safety Places to eat & drink

Overall atmosphere

Nightlife Ease of finding way

Destination Cleanliness Public toilets

With this report we find that in terms of the opinion of visitors, Liverpool has raised its game

significantly as a tourism destination, with improvements in many areas (see above chart). We would
particularly single out improvements in fAshopso, #dplac
improvements are not just limited to these.

Some of these improvements are related to the physical offering in terms of the range of shops, places
to eat and drink, quality of shopping environment (reflecting the opening of Liverpool One) but other
improvements relate to improved staff training, with quality of service in shops, attractions and places
to eat and drink all being noted.

Areas of particular weakness include car parking and toilet provision, although it may be considered
that there may yet be improvements to be made in helping visitors find their way around the city
(potentially, weak scores here may be a product of the ongoing construction work).
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All large towns / cities

Accommodation = Liverpool

Overall enjoyment Car parking

Attractions

\

Feelings of safety Places to eat & drink

Overall atmosphere

Nightlife

Destination Cleanliness Public toilets

What is particularly noticeable (see chart on this page) is that not only has Liverpool significantly
improved on its previous performance, but also that it has improved above the benchmark for all large
towns and cities.

Here again we can see that compared to the benchmark Liverpool is particularly weak regarding toilet
provision and car parking elements (the latter largely reflecting cost issues). There would also appear
to be a need to raise further the barrier for destination cleanliness and accommodation (although this
may since have been achieved with the new developments) in order to outperform other destinations

The table overleaf provides the detailed data behind this, illustrating the change for Liverpool, set in
context against that reported for all large towns and cities.
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Liverpool Liverpool Large towns Large towns
Element 2006 2008 & cities 2006 & cities 2008
Car parking
Ease of parking 3.47 381 ¢ 4.05 395 D
Cost of parking 2.71 261 D 3.49 305 D
Accommodation
Quiality of service 4.09 4.07 é 4.19 433 ¢
Value for money 3.99 4.02 é 4.11 428 ¢
Visitor attractions
Range 4.23 461 ¢ 4.17 413 é
Quiality of service 4.03 454 ¢ 4.18 416 é
Value for money 3.92 401 ¢ 4.13 434 ¢
Places to Eat and Drink
Range 4.21 458 ¢ 4.18 436 ¢
Quiality of service 3.91 441 ¢ 4.1 416 ¢
Value for money 3.64 407 ¢ 3.96 3.94 &
Shops
Range 3.95 467 ¢C 4.22 428 ¢
Quality of shopping environment 4.4 462 C 4.24 414 D
Quiality of service 3.85 446 C 4.14 413 é
Finding way around
Road signs 3.83 398 ¢ 3.98 388 D
Pedestrian signs 3.92 394 ¢ 4.03 397 D
Display maps & info. Boards 3.86 372 D 3.93 381 D
Public toilets
Availability 3.72 3.04 D 3.56 324 D
Cleanliness 3.73 361 D 3.71 361 D
Nightlife
Choice of nightlife 4.11 452 ¢ 4.21 431 ¢
Overall impressions
General atmosphere 4.36 468 C 4.31 435 é
Feeling of welcome 4.3 465 C 4.27 432 é
Feelings of safety
Safety from crime 3.93 431 ¢ 3.96 435 ¢
Safety from traffic 3.90 435 ¢ 4.08 413 ¢
Enjoyment
Overall enjoyment of visit 4.19 433 ¢ 4.09 421 ¢
Likelihood of recommending 4.48 467 C 4.35 426 D

M OO

Significant improvement in rating
Significant decrease in rating
No significant change
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4, Tourism Business Performance

4.1 Introduction

I'n previous edition

(sometimes referred tSinceaae 2608thiwé sr begi hassbrpen
crunchdé monitor, ta

economic situation improves.

An email invite is sent to all tourism or tourism-related businesses. A link in the email takes
respondents to a short (2 page) web survey form, which collects data in a completely anonymous
manner. Typically, the response levels vary between 30 and 60 businesses, which is a comparatively
low response, meaning it is not possible to provide any detailed in-depth analysis i either for a
particular sector or a particular district.

For the period July-August, the invite was sent out at the start of the month; by the third week some 31
responses had been entered i a hit rate of approximately 3%.

4.2 Business Profile

4.2.1 Business Location

Respondents were asked to indicate within which local authority area their business was located.

Halton Knowsley Liverpool Sefton St Helens Wirral Total
4% 4% 36% 29% 7% 21% 100%

4.2.2 Business Activity

Respondents were asked to state their main business activity.

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

Hotel, guesthouse or B&B 39.3%
Self-catering

Visitor attraction
Transport / tour operator
Restaurant, pub or cafe

Activity provider

Other

The majority of those responding (61%) were accommodation providers. 18% were visitor attractions
and 11% were transport or tour providers.

Just 14% of those responding had a turnover of below £50k per annum and over a third (37%) had a
turnover above £¥am per annum i hence this report tends to be more reflective of the larger
businesses.

king place every few months,
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4.3 Business Performance

How has business been over the month compared to the same time last
year?

100%
90%
80%
70%
60%
50%

. 46.4%
40% 32.1% —
30% 37.9%

51.7%
20% —

0 9
10% 21.4% 21.4% 13.8%
0%

Turnover Costs Visitor Numbers Profitability

The experience during August appears to representa si gni fi cant i

This may seem somewhat surprising, gi ven
although note that most of those recording increased profitability were non-Liverpool businesses. Also
note (as indicated below) that businesses found it harder to pin down where the increase in visitor

numbers above had come from.

And in terms of these specific types of trade?

100%

[1L.%]
80%
20% 29.6% 50.0% |
60% |— 32.1% 36.4% [—
50% |—25.0% | BUp
40% OLevel
30% |— 59.3% [ |ODown
20% |—139.3% 42.9% °0.0% 40.9% |—
10% [— [—
0%
UK visitors Overseas Business trade  Conferences Group trade
visitors
The experiences of different types of tradeare6 bal anced6; the proportion
increase less those reporting a decrease.
e UK visitors -4%
e Overseas visitors -18%
e Business trade -48%
e Conferences -50%
e Group trade -18%
All sectors show a net negative level 7 thoughpossi bly indicating

of these figures owing to lower response rates.

BUp
OLevel
ODown

t hat
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4.4 Forecasting

How would you forecast profitability for September 2009 compared to
September 2008?
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Turning now to the forecasts made by businesses, the last there reports all report similar forecast
levels for the forthcoming month; over a fifth of businesses expecting profitability to be up compared to
the previous year, half expecting profitability to be down. A similar story is evident when looking at

expectations for the year overall compared to 2008.

What are your business expectations overall for 2009 compared to 2008?
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0O About the same
ONegative
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Now approaching the end of the year, businesses were more likely to be able to accurately assess
their economic condition for 2009 as a whole. Although just over half (52%) indicated that they felt
2009 would be down on 2008, still a third (31%) felt positive for the year.

Again, the above figures are Obalancedb6 to assess
| Jan Feb Mar May Jun Aug Sep
Forecast for the coming month -33.3% -50.0% -35.3% -26.7% -32.4% -25.0% -31.0%
Forecast for the year overall -20.0% -33.3% -31.4% -19.4% -9.1% -15.7% -20.7%

Thus, overall the mood would seem to have improved during the year up to June i but that then there
was the feeling was that the summer peak season was not quite as some businesses had hoped for or

expected.
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4.5 Steps taken to protect the business

Have you taken any steps to protect your business against the credit crunch and
potential decline in consumer spending?

0% 10% 20% 30% 40% 50% 60% 70%

Offered special deals/promotions 57.9%

Developed website/invested in search engines 55.7%
Targeted previous customers 51.1%

Targeted new customers 50.6%

Reduced business costs | 45.4%

Reduced prices | 41.9%

Reduced staffing levels | 37.3%

Identified niche markets | 31.0%

Increased press/PR coverage | 29.9%

Invested in facilities | 28.3%

Increased marketing/advertising spend | 27.8%

Reduced marketing budgets | 19.8%
Invested in developing workforce skills | 18.8%

Reduced training budgets :I 5.1%

Note: in the chart above, to better represent the experiences of 2009, we have provided an average of
the actions recorded throughout the year. Remember that most businesses were likely to use a
multitude of actions to protect themselves, so the percentages above will equal more than 100%.

e Those actions businesses were most likely to engage in were:
o Offering special deals / promotions (58% - which fits nicely with the point made in
2.2.2 about room rates being significantly down this year.
o Developing their website (56%)
0 Targeting previous and new customers

e Those actions least likely to be engaged in were:
0 Reducing training budgets (just 5%, perhaps indicating the importance of this,
although just 19% indicated that this year they invested in developing their

workforcebs skills.)
o0 Reduced marketing budgets (20% - as we saw above, attracting more customers was
seen as key.

¢ We have already mentioned the probable importance of marketing; reinforcing this:
0 31% identified niche markets to target
o0 30% increased their press and PR coverage
0 28% increased their marketing spend

e Product improvement was also used:
0 28% of businesses invested in the facilities in their business

¢ Note that with all these steps, some 37% of businesses also reported that reducing staffing
levels had been necessary too.

Digest of Merseyside Tourism Statistics, December 2009 36



4.6 Current trading difficulties

Businesses were asked if they were currently facing any trading difficulties. They were then asked
what these difficulties were.
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Following on from the higher levels reporting trading difficulties earlier in the year, this has been much
lower in the months since i although with a higher level recorded in the August survey. This may
reflect on the less positive net expectations for the year recorded in 4.4.

The chart below shows what trading difficulties were being met; note that these are shown as a
percentage of all businesses, not just of those facing trading difficulties.

0% 5% 10% 15% 20% 25% 30%

] 15.6%
Less demand 3.0%
24.1%
] 15.6%
Cash flow problems 15.2%
13.8%
) 3.1%
Increased business costs 6.1%
13.8%
o . 9.4%
Unavailability of credit 6.1%
10.3%
. . . . I 6'3%
Difficulties with mortgage/loan repayments
I 3.4%
) ] 9.4%
Cancellations
. . 3.1%
Bank loans being renegotiated 3.0%

Thus it can be seen that less demand was the key issue, being reported by a quarter (24%) of all
businesses i i.e., all those facing trading difficulties.
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5. Information from VisitBritain

5.1 The wider visitor economy

As in the previous edition of the Digest, here we include some of the latest figures and details coming
out of VisitBritain, the national tourism organisation. Of course, it must be emphasised that at all times
this represents the national picture rather than that pertaining to the local business environment.

5.1.1 International Passenger Survey

VisitBritain continues to produce data related to the current economic situation: much of the material in
this section is sourced from their main website, www.tourismtrade.org.uk.

Data from the International Passenger Survey showed that in September 2009 visits by UK residents
abroad were down by 10% on September 2008 and that expenditure abroad down by 13%. However,
it should be noted from the chart below that this was even more significant for the peak months of July
and August, hinting at the greater propensity for stay-at-home holidays, visits abroad were on average
14% down on the same period in 2008 and expenditure 16% down.
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Although visits to the UK by overseas residents were comparable to 2008, their expenditure was up by
some 8% - possibly a reflection of the weaker exchange rate of the pound.
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This quarter the data presents a somewhat mixed bag for analysis:

e Visits from the Eurozone were down by 4%. This might be considered unusual considering the
relative strength of the Euro against the pound; although a growth in visits were recorded from
some countries (including France Spain, Denmark) there were significant drops from other
locations (including Italy, Poland, Sweden and Norway).

e Visits from Long Haul West destinations were up by 7%. This represents growth principally
from South American markets rather than North American.

In the year to date the following significant19 market changes were observed:

Visits Jan-Sep Visits Jan-Sep

Market Area 2008 2009 Change

Austria Europe 205 237 156% ¢
Spain Europe 1,489 1,591 6.9% ¢
Denmark Europe 436 459 53% €
France Europe 2,853 2,939 3.0% ¢
Switzerland Europe 529 531 03% é
Irish Republic Europe 2,349 2,254 41% D
USA Long-Haul West 2,436 2,272 -6.7% D
Australia Europe 764 709 71% D
Germany Europe 2,276 2,093 -8.1% D
Czech Republic Europe 365 334 -83% D
Netherlands Europe 1,412 1,282 92% D
South Africa Long-Haul East 225 201 -10.8% D
Belgium Europe 732 640 -126% D
Norway Europe 532 428 -19.6% D
Sweden Europe 562 433 -230% D
Canada Long-Haul West 712 542 -239% D
Italy Europe 1,226 913 -25.6% D
India Long-Haul East 302 219 276% D
Poland Europe 1,246 773 -38.0% D

Source: IPS, Visit Britain

19 Showing all markets with over 200,000 visits per annum.
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5.1.2 England Attractions Monitor

Available statistics on the performance of the domestic tourism market are limited. One source is the
England Attractions Monitor, produced by Visit England. This is a quarterly survey conducted with a
wide range of attractions across England to identify trends in number of visits, and the chart beneath
summarises results from the first quarter of this year.

40% - 36%

30% A

9%
20% -
9%

10% { 5% 4% 6% 6%

2%
0% 4—L1

I .|_| = = M [
1] U H H L
-10% - -5%0y, 8% 7%

-20% A -14%
-19% 21% -20%

% O North West
OEngland

% change visitor numbers
on same time last year

-30% -
Jan Feb Mar Apr May Jun Jul Aug Sep

Source: VisitEngland: quarterly England attractions monitor

In general there appears to be an indication that from May onwards attractions in England generally
experienced better performance than in the previous year; the figures from Northwest England are
noted to be lower principally due to the performance during 2008.

Note the data is distorted early on by the changing position of Easter (March last year, April this year).

5.1.2 Short-term domestic tourism tracker

Further information can be gleaned from the short-term domestic tourism tracker, also produced by
Visit England.

This is a survey conducted by Visit England three times a year, collecting data on those Great Britain
consumers who may be planning to take an overseas within the next fortnight. The research results
below were conducted over the week before the August bank holiday weekend (in each year
indicated).
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Source: Visit England: Short Term Domestic Tracker

There seems to have been an increase in the proportion who were actually planning an overnight visit,
emphasising the value that consumers placed on their holiday trips. This does seem to confirm a
growth in the domestic market for home trips, with the proportions planning an overseas visit in this
period having declined dramatically.
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5.2

National v. Local Comparisons

Comparing the experience of the Liverpool City region against that of the rest of the country is not
easy, but one mechanism is to use the England Occupancy Survey (EOS) i nt o whi ch
forecaster results (see section 2.2) are fed.
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At this stage occupancy in the area outstrips the national performance. Clearly there may be some
discrepancies between the sets of data i for example, the England Occupancy Survey records data
from a wider range of establishments than the LJ Forecaster, including guesthouses and bed &

breakfast properties.

However, if the data is presented to show just the large establishments (100+ rooms), the city region
still shows performance above national levels i albeit to a lesser extent.
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6. Recent research articles

6.1 The 2009 John Smithdéds Grand National
6.1.1 Background
The John Smit hds oremnfahe greniea tburismnaad|leisiires events in the northwest of

England, acting as a significant economic driver for the region. The 2009 meeting was held from the
2" to the 4™ of April 2009, with an attendance of 146,070 over the three days of the event; although
this total is down slightly on previous years, attendance was higher on Grand National Day itself.

‘ Grand Total
Thursday Ladies Day National Day  Attendance
2007 27,060 52,922 68,100 148,082
2008 27,608 53,146 68,360 149,114
2009 25,218 50,722 70,130 146,070

Engl andds Nort hwest Re s e ar c-housé& essearchcaeam of HhieWRSY,
Partnership, undertook an independent study of the event. Some 422 face-to-face mini depth
interviews were conducted with race-goers across all three days of the event.

6.1.2 Audience Profile

Although a high proportion of the attendees were local (39% being from the Liverpool City Region and
22% from elsewhere in the Northwest 1 this still left a sizeable number of visitors drawn in from
outside the area, including an estimated 17,000 visitors from lIreland, 15,000 from London and
southern England, 9,000 from Yorkshire and the Northeast and 8,000 from the Midlands. There has
been strengthening of the market from the West Midlands, Southwest and London.
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In general, attendees were most likely to be at the event with ether friends (40%) or their partner /
spouse (27%). A quarter of all event attendees were in the high-spending A/B social grades, with a
further 34% being in 6C16.
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38%
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e OntheThursdayof t he event, there was a higher proport
visiting with family members (but not children) (26%) than seen on other days.
0 This day had an older age profile in general.
0 The social grading of attendees on this day of the event tended to show more
inclusion of those in C2/D/E than was evident on the other days (44%).
e Ladies Day saw the highest proportion of those attending with friends (47%).
0 This day also saw a much younger age profile than on other days.
e Grand National Day saw the highest levels of those attending with their partner (29%) i and
was also the day most likely to see visitors travelling from further afield.
o0 The day saw a much higher |l evel of tBedtop s

|lThursday B\ adies Day OGrand National Day

Thursday Demographics

Category % Est. No.
Male: 65.5% 17,000
Female: 34.5% 9,000
Children: 0.4% <1,000
Age 17171 21: 9.2% 2,000
Age 227 39: 22.6% 6,000
Age 407 59/64: 47.9% 12,000
Retirement age: 19.8% 5,000
Ladi es6 Day Demographics
Category % Est. No.
Male: 50.3% 25,000
Female: 49.7% 25,000
Children: 0.7% <1,000
Age 17171 21: 7.3% 4,000
Age 227 39: 34.9% 18,000
Age 407 59/64: 42.2% 21,000
Retirement age: 14.8% 8,000
Grand National Day Demographics
Category % Est. No.
Male: 55.1% 39,000
Female: 44.9% 31,000
Children: 1.7% 1,000
Age 17171 21: 9.6% 7,000
Age 2271 39: 29.1% 20,000
Age 401 59/64: 44.6% 31,000
Retirement age: 15.0% 11,000
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