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Insight & Implications

This research provides a wealth of insight into the experiences and expectations of visitors to Kent. It provides both a holistic view of how Kent is perceived 
and detail on the various elements within a visit experience (accommodation, transport, experiences etc.)
There are two reports as part of this research project, this one based on key international markets and the other based on the domestic opportunity.
The following is a headline summary of the main findings contained within this report:

Awareness 

¶ Awareness of Kent (and other counties) tends to be quite low, with people often knowing nothing more than the name. It is not dissimilar to awareness of 

other counties and is therefore a generic regional England challenge, rather than one that is specific to Kent.

Visitor Experience

¶ Visitors from the US, older people and more recent visitors are the most positive about Kent and other counties in England. Typically, people in Spain are 

the most positive of the European countries, though opinions are generally quite consistent.

¶ Satisfaction and recommendation levels for Kent are similar to those of the other counties included within the research 

¶ Overall opinions of Kent are most positive for the history & heritage, the natural environment and the range of outdoor activities 

Purchase Journey & Motivations to Visit

¶ Online search activity is key to the holiday planning, with review sites the second most mentioned source. Inbound travellers, particularly those who are 

older make good use of in-destination information (travel guidebooks, leaflets etc.)

¶ The importance of printed materials, particularly for France and Germany is of note

¶ A desire to explore Kent and the presence of special offers and discounts are important decision influencers, the latter particularly so among the Spanish

¶ Both package bookings and direct bookings are important for inbound visitors.
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Insight & Implications

Perceptions

¶ Perceptions of Kent are generally positive and reflect the core strengths of the region: 

¶ History/heritage and the natural environment score highest

¶ The countryside and historic buildings are cited as the main reasons to visit Kent. Beaches and variety of things to do, whilst important are not 

as prominent as they are in the domestic data, reflecting the lower level of knowledge of the region among inbound visitors

¶ Imagery that most appeals are the Active & Outdoors and Exciting & Unexpected themes, with visitors from Spain more drawn by the History 

& Heritage

¶ Open descriptors are generally positiveςbeauty/landscape and history the most mentioned themes. 

¶ With perceptions of Kent and other counties tested often quite similar across the inbound audiences, there is opportunity to further communicate 

YŜƴǘΩǎ ¦{tǎ ŀƴŘ ǎǇŜŎƛŦƛŎ ƻŦŦŜǊƛƴƎ ǘƻ ƎŜƴŜǊŀǘŜ ƎǊŜŀǘŜǊ ŘƛŦŦŜǊŜƴǘƛŀǘƛƻƴ ŦǊƻƳ ǘƘŜ ǿƛŘŜǊ ǾƛŜǿ ƻŦ ǊŜƎƛƻƴŀƭ 9ƴƎƭŀƴŘ

Experiences

¶ Immersive experiences provide a great opportunity to strengthen the perceptions of Kent among the inbound audience. Those that appeal most are 

ones that are easily understood and have clear potential to be unique to Kent. Generally, experiences have lower appeal amongthe German 

audience and may be reflective simply of cultural attitudes, rather than experiences not meeting German needs.
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Insight & Implications

Transport

¶ Car is the most prevalent single form of transport for inbound visitors around Kent, but overall 42% will rely on public transport, private hire or 

organised coach tours

Accommodation

¶ !ŎŎƻƳƳƻŘŀǘƛƻƴ ƛǎ ŀƴ ƛƳǇƻǊǘŀƴǘ ŜƭŜƳŜƴǘ ƻŦ ǘƘŜ ǘǊƛǇΣ ŀƴŘ ŀƳƻƴƎ ǾƛǎƛǘƻǊǎ ŦǊƻƳ 9ǳǊƻǇŜ ƛǎ ǘȅǇƛŎŀƭƭȅ ǊŀǘƛƴƎ ΨǾŜǊȅ ƎƻƻŘΩ ƻǊ ΨƎƻƻŘΩΦ 

Covid-19 & Brexit

¶ At the time of the research, some limitations to inbound visitor footfall appear set to remain, with both Brexit concerns andimpact of Covid-19 on 

international travel influencing holiday considerations. Ongoing monitoring of trends will provide future insight on this

Sustainability

¶ Whilst around half of inbound travellers claim that environmental and sustainability factors influence their choice of holiday, the view is muted, 

ǘŜƴŘƛƴƎ ǘƻ ōŜ ΨǉǳƛǘŜΩ ǊŀǘƘŜǊ ǘƘŀƴ ΨǾŜǊȅΩ ƛƳǇƻǊǘŀƴǘ

¶ The priority areas tend to be around things that benefit the traveller directly; clean beaches and protection of the natural landscape in particular
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Research Objectives

Research Requirements

Å Research awareness, image and perception of Kent and nested destinations as day trips 
and overnight holidays choice

Å Refine audiences, visitor profiles and behaviour

Å Capture destination satisfaction 

Å Identify shifts in key findings from previous research 

Å Provide consumer insights which will inform the development of future campaigns, 
products and a year-round visitor offer 

Å Inform the development of new experiential tourism products and potential audiences 

Å Compare key perceptions of Kent with competitor destinations

Background
±ƛǎƛǘ YŜƴǘ ƛǎ ƻƴŜ ƻŦ мп ǇŀǊǘƴŜǊǎ ŦǊƻƳ CǊŀƴŎŜ ŀƴŘ ǘƘŜ ¦Y ǿƻǊƪƛƴƎ ǘƻƎŜǘƘŜǊ ƻƴ 9·t9wL9b/9Σ ŀ ϵноƳ ǇǊƻƧŜŎǘ Ŏƻ-funded by the InterregFrance (Channel) England 
Programme focused on boosting off-peak visitor volume

Research Plan
Comprehensive programme of research:
Online quantitative survey

+ 10 qualitative depth interviews in England

Country Interviews Timing

Britain 2000 August

US 750

December 2021
France 750

Spain 750

Germany 750

This analysis is based on the quantitative research carried out in International markets

Note: The Covid-19 pandemic impacted the timing of the research, with the International fieldwork delayed while borders remainedclosed or subject to 
extended quarantine periods. The situation eased prior to fieldwork starting, but increased during fieldwork with the emergence of the Omicron variant.
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Online fieldwork Wednesday 1stςTuesday 21st December 2021. 
US began 10 days in advance of Germany, France and Spain.

Focus on people who have visited England and/or Kent before 
and/or will visit Kent in future for leisure or to visit friends & 
relatives. Screened out those who have never heard of or 
visited Kent

Quotas set on gender and age

France 748

Spain 750

Germany 671

US 750

Covid-19 travel restrictions from March 2020 mean 

that recent past experience of visiting England or Kent 

is limited and so much of the sentiment is based on 

assumption/expectation or historic knowledge.



Respondent Profile



11

Respondent Profile

Q1: Are you: Base: All respondents (2,919)
Q2: Which of the following age categories do you fall into? Base: All respondents (2,919)
Q60 What is your annual household income? All respondents (2,919)

Gender All 
Inbound

US Germany Spain France

Base 2919 750 671 750 748

Male 48% 51% 47% 49% 45%

Female 52% 49% 53% 50% 55%

Age All 
Inbound

US Germany Spain France

18-24 12% 8% 13% 11% 18%

25-34 21% 25% 14% 21% 22%

35-44 27% 27% 26% 29% 27%

45-54 16% 15% 13% 16% 17%

55-64 17% 11% 26% 19% 12%

65-74 6% 10% 8% 4% 3%

75 or over 1% 2% 1% <1% <1%

NET Under 35 33% 34% 26% 32% 39%

NET 35-54 43% 43% 39% 45% 44%

NET 55+ 23% 22% 34% 23% 16%

Sample in each country includes a consistent spread of age and gender. Incomes in Spain and France are lower than in Germany.

Household 
Income

US Germany Spain France

Base 750 671 750 748

Low Income 18% 23% 41% 35%

Medium Income 40% 57% 49% 54%

High Income 40% 14% 5% 7%

Note: 
[ƻǿ ƛƴŎƻƳŜ Ґ ¦{ ғϷнрΣлллΣ 9ǳǊƻǇŜ ғϵнрΣллл
Medium income = US $25,000 -ϷтпΣфффΣ 9ǳǊƻǇŜ ϵ нрΣллл -ϵ тпΣффф
High income ς¦{ ϻтрΣлллҌΣ 9ǳǊƻǇŜ ϵтрΣлллҌ



12

Sample Profile: Visiting England

Never 
Visited

Visited 
before 
2016

Visited 
between 2017 
& March 2020

Visited 
since 

March 2020

34% 29% 27% 10%
42% 58%

I will consider 
visiting England 

in future

I will definitely
visit England in 

future

Q5 Which of these statements best describes your experience of visiting England in the past, whether for a short leisure tripor vacation including visiting friends or relatives (day trip or staying for one night or more)? Base: All 
respondents (2,919) Q5a When you have visited England has that been a visit to London or to other parts of the country? Base:All respondents that have ever visited England  (1,925)
Q6 Which of these statements best describes your likelihood to visit England in the future, whether for a short leisure trip or vacation including visiting friends or relatives (day trip or staying for one night or more)? Base: All 
respondents (2919)

The impact of Covid-19 on international travel in 2020/2021 can be seen in the small volume of recent visitors. The importance of London 
can also be seen with 93% of visits including London. Recent visitors are the most likely to be returning to England in future.

Past Visits 
to England

Future Visits 
to England

85%

74%

52%

66%

15%

26%

48%

34%

Visited Since March 2020

Visited between 2017 and March 2020

Visted 2016 or before

Not visited

Will definitely visit England in future

Will consider visiting England in future

London 
only, 43%

Not visited London, 7%

Visited 
London and 
other parts 
of England, 

50%
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Sample Profile: Visiting England
Just over half of the US sample have visited England before, increasing to three-quarters of the French sample. London is almostalways 

visited from all countries.

15%

5%

11%

8%

21%

26%

36%

26%

19%

33%

24%

41%

46%

37%

29%

25%

US

Germany

Spain

France

Past visits to England

Visited England since March 2020

Visited England between 2017 and March 2020

Visited England 2016 or before

Not visited England

Q5 Which of these statements best describes your experience of visiting England in the past, whether for a short leisure tripor vacation including visiting friends or relatives (day trip or staying for one night or more)? Base: All 
respondents (2,919) Q5a When you have visited England has that been a visit to London or to other parts of the country? Base:All respondents that have ever visited England  (1,925)
Q6 Which of these statements best describes your likelihood to visit England in the future, whether for a short leisure trip or vacation including visiting friends or relatives (day trip or staying for one night or more)? Base: All 
respondents (2919)

London 
only, 35%

Not visited London, 7%

Visited 
London and 
other parts 
of England, 

58%

US

London 
only, 43%

Not visited London, 10%

Visited 
London and 
other parts 
of England, 

47%

London 
only, 42%

Not visited 
London, 5%

Visited 
London and 
other parts 
of England, 

53%

London 
only, 48%

Not visited 
London, 7%

Visited 
London and 
other parts 
of England, 

44%

Germany

Spain France
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Barriers to visiting England

Q6 Base: All respondents  including screen-outs(4129)
vт .ŀǎŜΥ !ƭƭ ǊŜǎǇƻƴŘŜƴǘǎ ǘƘŀǘ ǿƻƴΩǘ ŎƻƴǎƛŘŜǊ ǾƛǎƛǘƛƴƎ 9ƴƎƭŀƴŘ ƛƴ ǘƘŜ ŦǳǘǳǊŜ ό{ŎǊŜŜƴ-outs only: 964)

Spain had the lowest number of rejectors to visiting England in future, indicating it is a market with big potential. Barriers to visiting are quite 
passive with lack of reason to visit and other places are more appealing

41%

42%

62%

31%

28%

29%

26%

50%

30%

30%

12%

19%

US

Germany

Spain

France

Future visits to England

I will definitely visit England in the future

I will consider visiting England in the future

I will definitely NOT visit England in the future

58%

19%

21%

16%

11%

8%

8%

7%

0

1%

55%

32%

18%

11%

10%

10%

9%

8%

2%

2%

49%

39%

20%

16%

17%

8%

4%

5%

6%

5%

55%

23%

14%

10%

6%

9%

7%

5%

5%

2%

I have no reason to go there

There are other places I want to go to
more

I would prefer to visit a destination in my
own country

I don't know anything about England

I would prefer to go to a cheaper place

I would prefer to visit a country that's
closer to home

It would take too long to get there

Other

L ŘƛŘƴΩǘ ǊŜŀƭƭȅ ŜƴƧƻȅ ƛǘ ƭŀǎǘ ǘƛƳŜ L ǾƛǎƛǘŜŘ 
England

I feel that I have seen everything there is
to see in England

Reasons for not visiting England in future

US

Germany

Spain

France

The survey screening process excluded people from the main 
survey who would not visit England/Kent in future. Before closing 
the survey they were asked their reasons for not visiting in future.
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Segmentation

Segment
Global Size 
Estimate

Profile Headlines

Adventurers 16%

Older, 67% aged 45 years+
Enjoy travelling off the beaten track
Like spending time outdoors in nature 
Seek out new experiences 

Buzzseekers 38%

Younger, 64% aged 18 ς34yrs
Free spirited and spontaneous
They like to take holidays full of action and 
excitement

Explorers 23%

Older, 58% aged 55 years+
Content to enjoy holidays at a more relaxed pace
Nature lovers enjoy the outdoors as well as must-
see sites 
Enjoy embracing local culture

Sightseers 12%

Older, 57% are aged 55 years+
Like to stay within their comfort zone
Prefer cities to countryside
Seek sensible, well-planned trips

Culture Buffs 12%

Average age 37 years
Image and brand conscious
Travelling is often a status symbol
Like well-known and safe destinations

The majority of people taking part are Buzzseekers and Adventurers. These two segments and Culture Buffs are the most likely to definitely 
visit Kent in future

Explorers, 14%

Buzzseekers, 
40%

Adventurers, 
27%

Sightseers, 8%
Culture 

Buffs, 9%

VisitBritain Segmentation

Q59 Select which of the two statements in each pair BEST describes 
you. There will be a few statements, so we ask you not to think too 
long about each ςjust read and answer as quickly as you can. Base: All 
respondents (2,919)
Q6 ςWhich of these statements best describes your likelihood to visit 
Kent in the future, whether for a short leisure trip or holiday including 
visiting friends or relatives (day trip or staying for one night or more)? 
Base: All respondents (2,919

Source:  Inbound Tourism Toolkit | VisitBritain/VisitEnglandBase:  Visit Britain Segmentation Groups: Adventurers (800), Buzzseekers (1181), Explorers (423), Sightseers (246), Culture Buffs (269)

31%

47%

26%

28%

35%

 Adventurers

 Buzzseekers

 Explorers

 Sightseers

 Culture Buffs

I will definitely visit Kent in 
the future

https://www.visitbritain.org/business-advice/attract-international-visitors/inbound-toolkit-0
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Explorers37%

Buzzseekers
30%

Adventurers
17%

Sightseers7%

Culture 
Buffs9%

Germany

Segmentation
A larger proportion of the sample from Germany are Explorers (less Buzzseekers), otherwise segment sizes are quite consistentacross all 

markets

Q59 Select which of the two statements in each pair BEST describes you.There will be a few statements, so we ask you not to think too long about each ςjust read and answer as quickly as you can. Base: All respondents (2,919)

Explorers24%

Buzzseekers
46%

Adventurers
13%

Sightseers7%

Culture Buffs
10%

US

Explorers27%

Buzzseekers
41%

Adventurers
12%

Sightseers
12%

Culture Buffs
8%

Spain

Explorers22%

Buzzseekers
44%

Adventurers
17%

Sightseers7%

Culture 
Buffs10%

France
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Familiarity

21%

14%

15%

20%

32%

30%

28%

28%

47%

56%

57%

52%

US

Germany

Spain

France

Kent

Q16b How familiar are you with each of these destinations for leisure trips or holidays? Base: All respondents (2,919) 

Higher incidence of visiting among those from the US and from France. 
Among other counties, Hampshire has the highest awareness among inbound visitors 

14%

13%

18%

14%

25%

22%

27%

24%

51%

47%

46%

47%

11%

17%

8%

15%

 Norfolk

 Lincolnshire

 Hampshire

 Devon

Familiarity  - all markets 

US past visits are higher 
for all counties
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ÅAmong those who have visited Kent before typically around half have also visited one or more of Norfolk, Lincolnshire, Hampshire and/or Devon

ÅThe profile of the Kent visitor within this research, is slightly older than visitors to other counties and this is reflectedin a higher incidence of Explorers 
and Culture Buffs. Kent has the highest incidence of Adventurers and the lowest of Buzzseekers

Past Visits to Kent

The Kent visitors are a little older than those to other counties and there is opportunity to increase the share of Buzzseekers.

35% 37%
44% 40% 40%

46%
49%

45% 48% 47%

18% 13% 11% 12% 12%

Under 35 yrs 35 - 54 yrs 55 yrs & over

22% 19% 15% 20% 17%

51% 59% 63% 55% 57%

12%
9% 9% 10% 9%

6% 4% 4% 5% 8%

10% 8% 9% 9% 9%

Adventurers Buzzseekers Explorers

Sightseers Culture Buffs
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Familiarity

Q34 Which of the following places in Kent are you aware of and/or have visited? Base: All respondents  that have visited England(2,919) 

27%

33%

42%

36%

42%

42%

42%

42%

41%

45%

45%

47%

47%

44%

39%

37%

31%

36%

32%

31%

31%

31%

33%

29%

30%

28%

28%

31%

19%

18%

16%

17%

16%

16%

16%

16%

16%

16%

16%

16%

16%

15%

15%

13%

12%

11%

11%

11%

11%

11%

10%

10%

9%

9%

9%

9%

 Canterbury, Whistable, Herne Bay

 Deal, Dover, Sandwich

 Folkestone, Hythe, Romney Marsh

 Medway, Chatham, Rochester

 Maidstone

 Dartford

 YŜƴǘ 5ƻǿƴǎ !ǊŜŀ ƻŦ hǳǘǎǘŀƴŘƛƴƎ bŀǘǳǊŀƭ .ŜŀǳǘȅΧ

 Tonbridge

Ashford, Tenterden

 Thanet, Broadstairs, Ramsgate, Margate

 Tunbridge Wells

 Gravesend

 Sevenoaks

 Faversham, Isle of Sheppey

Not heard of Aware of, but know little about Know quite a lot about, but have never been there Have visited before

Knowledge of places within Kent is limited, with Canterbury most well-known and then ports of Dover and Folkestone.
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47%

44%

55%

43%

49%

29%

23%

26%

33%

32%

24%

33%

20%

24%

20%

0-6  7 - 8 9-10

Overall Experience & Recommendation of Kent

30%

18%

34%

27%

39%

37%

29%

35%

46%

37%

34%

53%

31%

27%

24%

All Inbound

US

Germany

Spain

France

1-6  7 - 8 9-10

Overall Experience of Kent 
(1: Not good at all ς10: Excellent)

Recommendation & Net Promotor Score for Kent
(0: Not at all likely ς10: Very likely)

Q19 Thinking back to your most recent trip to Kent, how would you rate your experience overall? Base: all who have visited county for a leisure trip or holiday: Total (1,229), US (309), Germany (240), Spain (339), 
France (341)
Q20 And how likely is it that you would recommend a holiday or short trip to Kent to a friend or colleague? Base: All: Total (2,919) US (750), Germany (671), Spain (750), France (748)
*Note: NPS is calculated by % promoters minus % detractors

Overall experiences of Kent are mixed. Visitors from the US are most positive and from France the least so. Net Promoter Scores (NPS)* are 
negative across all international markets, suggesting that there is an opportunity to increase the appeal of Kent everywhere.

-23

-11

-35

-19

-29

7.3

8.1

7.0

7.3

6.8

NPSMean
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Opinion and Recommendation of Kent

37%

26%

17%

34%

39%

40%

30%

35%

43%

Under 35 years

35 - 54 years

55 years

1-6  7 - 8 9-10

Overall Experience of Kent 
(1: Not good at all ς10: Excellent)

Q19 Thinking back to your most recent trip to Kent, how would you rate your experience overall? Base: all who have visited county for a leisure trip or holiday: Total (1,229), US (309), Germany (240), Spain (339), 
France (341)
Q20 And how likely is it that you would recommend a holiday or short trip to Kent to a friend or colleague? Base: All: Total (2,919) US (750), Germany (671), Spain (750), France (748)
Note: NPS is calculated by % promoters minus % detractors

Older people are more positive about their experience of Kent, though levels of recommendation are similar across all age groups.
Those with recent experience of England are more likely to recommend Kent.

6.9

7.5

7.8

Mean

Recommendation for Kent
(0: Not at all likely ς10: Very likely)

34%

38%

45%

27%

31%

33%

39%

31%

21%

Visited England since March 2020

Visited England between 2017 and
March 2020

Visited 2016 or before

1-6  7 - 8 9-10

40%

24%

34%

31%

30%

33%

27%

32%

30%

43%

39%

37%

Alone

Couple

With children

Adult group

Visit duration has little impact on satisfaction or recommendation.
Those visiting as a couple are generally more positive about their 
experience, aligning also with their older age profile
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47%

45%

45%

47%

29%

31%

31%

28%

23%

24%

25%

25%

0-6  7 - 8 9-10

Overall Experience & Recommendation of other counties

32%

31%

28%

29%

33%

34%

37%

33%

35%

34%

35%

37%

Norfolk

Lincolnshire

Hampshire

Devon

1-6  7 - 8 9-10

Overall Experience of other counties 
(1: Not good at all ς10: Excellent)

Recommendation & Net Promotor Score for other counties
(0: Not at all likely ς10: Very likely)

Q19 Thinking back to your most recent trip to each of these places, how would you rate your experience overall? Base: all whohave visited county for a leisure trip or holiday; Kent (1,229), Devon (1,459), 
Hampshire (987), Lincolnshire (905), Norfolk (989).
Q20 And how likely is it that you would recommend a holiday or short trip to each of these places to a friend or colleague? Base: All respondents (2919) 
*Note: NPS is calculated by % promoters minus % detractors

Satisfaction levels are similar for other counties and Net Promoter Scores (NPS)* are again all negative. As with Kent, more recent visitors, 
older people and those travelling as couples tend to be the most positive about their experience. 

-24

-21

-20

-22

7.3

7.3

7.4

7.4

NPSMean
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9%

13%

13%

12%

14%

15%

12%

12%

11%

12%

10%

9%

10%

10%

11%

11%

9%

9%

9%

14%

12%

12%

12%

12%

9%

9%

10%

10%

9%

8%

9%

9%

9%

10%

9%

8%

8%

8%

29%

29%

27%

27%

29%

28%

28%

27%

27%

27%

27%

25%

26%

26%

26%

27%

27%

24%

23%

26%

26%

27%

28%

25%

27%

30%

30%

29%

28%

31%

32%

30%

31%

28%

29%

30%

31%

31%

16%

18%

19%

19%

19%

20%

20%

20%

21%

22%

22%

23%

23%

23%

23%

23%

24%

26%

27%

¢ƻǳǊƛǎƳ ƘŜƭǇǎ ƛƳǇǊƻǾŜ ŀƳŜƴƛǘƛŜǎ ŀƴŘ ŦŀŎƛƭƛǘƛŜǎ ŦƻǊ ƭƻŎŀƭ ŎƻƳƳǳƴƛǘƛŜǎ όŜΦƎΦΧ

 The shopping opportunities

 The ease of getting to the destination

 The quality of food & drink

 Its overall value for money

 Quality of Customer Service

 The quality of accommodation options

¢ƘŜ ŀǾŀƛƭŀōƛƭƛǘȅ ƻŦ ƛƴŦƻǊƳŀǘƛƻƴ ŀōƻǳǘ YŜƴǘ ƻƴŎŜ ȅƻǳΩǊŜ ǘƘŜǊŜ

 The availability of information about Kent before you get there

 Experiences that do not harm the environment

 The range of attractions and things to do

 Being welcoming and friendly

 Things to see and do all year round

 Offering a distinctive, authentic experience

 Having beautiful beaches

 The opportunities for cultural activities (museums, galleries, arts, other)

 Having a good range of outdoor activities

 The quality of the natural environment

 Its history and heritage (famous buildings, castles, monuments)

Don't know Poor Fair Good Very Good Excellent

Opinion/Expectations

Q37 Based on your knowledge or 
expectations, please rate Kent on 
each of the following attributes?
Base: all respondents (2,919)

IƛǎǘƻǊȅΣ ƘŜǊƛǘŀƎŜ ŀƴŘ ǘƘŜ ƴŀǘǳǊŀƭ ŜƴǾƛǊƻƴƳŜƴǘ ŀǊŜ Ƴƻǎǘ ƭƛƪŜƭȅ ǘƻ ōŜ ǊŀǘŜŘ ŜȄŎŜƭƭŜƴǘΦ /ƻƳōƛƴƛƴƎ ǘƘƻǎŜ ǿƘƻ ǎŀȅ ΨŜȄŎŜƭƭŜƴǘΩ ŀƴŘ ΨƎƻƻŘΩ ōǊƛƴƎǎ 
ΨǿŜƭŎƻƳƛƴƎ ϧ ŦǊƛŜƴŘƭȅΩ ǘƻ ǘƘŜ ŦƻǊŜ ŀǎ ŀ ǎǘǊŜƴƎǘƘ ƻŦ YŜƴǘΦ

Note: chart ordered % 
ǎŀȅƛƴƎ Ψ9ȄŎŜƭƭŜƴǘΩ

Å Food & drink, shopping and 
ease of getting to Kent are 
areas for improvement in 
international perceptions.

Å Visitors from US are most 
positive about Kent, in 
particular around the positive 
impact of tourism.

Å Compared to other age 
groups, older people are least 
positive about Kent, 
particularly around the 
beaches and value for money.

Å Buzzseekers are the most 
positive about Kent, 
particularly on range of things 
to do and environmentally 
positive experiences.



27

Opinion/Expectations

Q37 Based on your knowledge or expectations, please rate Kent on each of the following attributes?
Base: all inbound respondents (2,919) Q37 all Domestic respondents (2,001)

Welcoming and friendly

Experiences do not harm the 
environment

Good range of outdoor activities

Beautiful beaches

History and heritage

Value for money

Distinctive, authentic experience

Quality of Customer Service

Information about Kent before you get there

Information about Kent once 
ȅƻǳΩǊŜ ǘƘŜǊŜ

Ease of getting to the destination

Cultural activities 

Quality of accommodation

Quality of food & drink

Quality of  natural environment

Attractions and things to do

Shopping

Things to see & do all year round

Tourism helps improve amenities 
& facilities for local communities

Domestic

In
b

o
u

n
d

Views are quite consistent between domestic and inbound visitors. Inbound visitors are relatively more positive about the authenticity, the 
range of experiences/activities and the welcome, while domestic over-ƛƴŘŜȄ ƻƴ ǘƘŜ ŦƻƻŘ ϧ ŘǊƛƴƪ ŀƴŘ ǘƻǳǊƛǎƳΩǎ ƭƻŎŀƭ ƛƳǇŀŎǘ

Domestic visitors are 
more positive than 
inbound visitors

Inbound visitors are 
more positive than 
domestic visitors

Net: rating very good or excellent



Purchase Journey & Motivations to Visit Kent
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45%

40%

38%

30%

30%

29%

29%

27%

27%

26%

24%

19%

19%

1%

3%

General online search

Visit review websites

Visit a Kent destination website (e.g. www.visitkent.co.uk, www.explorekent.org,
www.whatsoninkent.com)

Visit the specific attractions websites (e.g. National Trust, The Historic Dockyard
Chatham etc.)

Use a travel guidebook

Use a travel guide or tour operator app (e.g. Explore Kent)

Look through destination brochures and leaflets

Look for recommendations on social media

Ask friends and family for recommendations/friends and family made
recommendations

Visit an online travel agent

Use a specific attraction app (e.g. Leeds Castle, Canterbury City Guide)

Read an article in a magazine or newspaper

Opinions of bloggers and influencers

Other

None of these

Sources of Information

Q42. If you were planning a future visit to Kent, which of these resources would you be likely to use to plan your visit? Base: All international respondents; 2,919

As with domestic travellers, online sources are vital for potential inbound visitors seeking out information, with the top four sources all 
online.  Recommendation is less important internationally.

Online channels

Offline channels
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Sources of Information

Q42. If you were planning a future visit to Kent, which of these resources would you be likely to use to plan your visit? Base: 2,919

General search is most prevalent in all countries. With destination websites and review sites also important. Visitors from France and 
Germany also use off-line sources of travel guidebooks and destination brochures/leaflets. 

US Germany Spain France

1. General online search
2. Visit a Kent destination 

website
3. Visit review websites 
4. Visit the specific attractions 

websites 
5. Use a travel guidebook

1. General online search
2. Visit a Kent destination 

website
3. Visit review websites
4. Use a travel guidebook
5. Look through destination 

brochures and leaflets

1. General online search
2. Visit review websites
3. Visit a Kent destination 

website 
4. Visit the specific attractions 

websites 
5. Ask friends and family for 

recommendations

1. General online search
2. Visit review websites
3. Use a travel guidebook
4. Visit a Kent destination 

website 
5. Look through destination 

brochures and leaflets

Å Older people tend to do more research, particularly through offline channels. As might be expected, younger travellers make more use of social 
media and bloggers. This is reflected in Adventurers generally doing more research.

Å Buzzseekers are more likely than any other segment to look for recommendations on social media and, along with Culture Buffs,read articles in 
magazines or seek opinions of bloggers.

Å Those who visited England in 2016 or earlier are more reliant on general online search, while those who visited since March 2020are more 
likely to seek out recommendations from friends /family or read articles in magazines. This may be reflective of the differing travel behaviours 
seen during Covid-19.
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Importance of Decision Influencers

Desire to explore Kent tops the decision influencers, with special offers and discounts second most likely to be ranked first

Q41 Below are a number of items that might impact your decision to take a holiday in Kent. Please put them in 
the order you would consider them, with the aspect you would decide on first at the top of the list.
Base: All 2,919

13%

15%

9%

26%

11%

21%

6%

20%

19%

14%

16%

8%

15%

8%

18%

21%

18%

14%

8%

14%

8%

17%

17%

19%

14%

9%

14%

10%

15%

13%

21%

12%

12%

15%

13%

10%

8%

11%

10%

22%

12%

27%

8%

7%

8%

8%

30%

10%

29%

Suitable accommodation

 Variety of activities and experiences
to choose from

 Location of a particular experience or
activity

 Kent is somewhere I want to explore

 Presence of family/friends in the area

 Special offers or discounts

 A place I go to often

Ranked 1 Ranked 2 Ranked 3 Ranked 4

Ranked 5 Ranked 6 Ranked 7

Å Suitable accommodation is more important for those who 
visited England in 2016 or earlier or have not visited 
before. It is also more important among those taking 
short breaks, people travelling alone and the Explorer 
segment

Å Variety of activities is a greater decision influencer among 
those planning a longer stay and among the Adventurer 
segment

Å Location of activities is more important to young people, 
those travelling in a group (with or without children) and 
people planning an off-peak visits

Å Desire to visit Kent is strongest among those over 55 
years and the Adventurer segment

Å ¦ƴŘŜǊ орΩǎ ŀǊŜ ƳƻǊŜ ƭƛƪŜƭȅ ǘƻ ōŜ ƛƴŦƭǳŜƴŎŜŘ ōȅ ǘƘŜ 
presence of friends/family as are those travelling alone

Å Women are more likely than men to be influenced by 
special offers or discounts. Deals are also more important 
to those aged 35 and over and to those who have not 
visited England before. Explorers are the most deal-
sensitive segment.

Å Men are more likely than women to place importance on 
past visits, as are those who previously visited England for 
a holiday of 4 or more nights. 
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Importance of Decision Influencers

Some differences across markets in terms of most important decision influencers. 

Q41 Below are a number of items that might impact your decision to take a holiday in Kent. Please put them in 
the order you would consider them, with the aspect you would decide on first at the top of the list.
Base: All 2,919

10% 15% 12% 14%
17%

21% 24% 17%
16%

20% 17% 18%
18%

16% 17% 15%

17%
15% 15%

16%
13%

7% 8% 11%
10% 7% 7% 9%

US Germany Spain France

Ranked 1 Ranked 2 Ranked 3 Ranked 4 Ranked 5 Ranked 6 Ranked 7

17% 15% 13% 14%

21% 21% 18% 18%

21% 19% 24% 21%

15% 17% 18% 17%

11% 14% 14% 12%

9% 7% 7% 11%
7% 7% 7% 8%

US Germany Spain France

10% 8% 8% 10%
14% 14% 13% 15%

19% 16% 17% 18%

18% 22% 19%
20%

19% 22% 23% 20%
10% 12% 12% 11%
10% 7% 8% 7%

US Germany Spain France

24% 29% 26% 27%

15%
18% 16% 15%

16%
13% 14% 13%

18% 16% 17% 15%

13% 9% 12% 13%

10% 7% 12% 12%
7% 8% 8% 7%

US Germany Spain France

12% 9% 12% 11%
9% 5% 9% 9%
9%

6%
9% 8%

10%
7%

9% 11%
12%

10%

12% 13%

23%

23%

23% 19%

26%
41%

26% 29%

US Germany Spain France

20% 17% 25% 20%

13% 13%
15% 19%

13% 15%
14% 13%

14% 14%
14% 15%

17% 17%
12% 12%

11% 15% 11% 11%
11% 8% 8% 11%

US Germany Spain France

8% 7% 5% 5%
11% 8% 5% 8%

7% 8%
6% 9%

9% 12%
10%

9%

11% 14%
12%

14%

25%
30%

27%
26%

29% 22%
36% 29%

US Germany Spain France

Suitable Accommodation Variety of activities and experiences

Å Accommodation is less important to 
visitor from US

Å Variety and location of activities has 
similar importance to all markets

Å General desire to visit Kent is among 
potential visitors from Germany, 
while presence of family/friends is 
the least so

Å Potential visitors from Spain are the 
most motivated by special offers 
and discounts 

Å Repeat visits are generally not 
decision influencers, particularly 
among people in Spain

Location particular experience/activity Kent is somewhere I want to explore

Family/friends in the area Special offers/Discounts A place I go often
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Booking Behaviour
There is an almost equal split between independent travellers and those who book a package. Visitors from Spain are least likely to book 

directly with providers.

Q41 How would you book a future visit to Kent?
Base: All 2,919

40%

48%

11%

1%

I would book the accommodation and activities directly with the providers

I would book a package with a provider that included travel, accommodation and activities

I will be staying with friends/family so will arrange directly with them

Other

40%

48%

11%

1%

International US

36%

50%

13%

1%

Spain

39%

48%

11%

2%
Germany

45%

47%

7%
1%

France

Å Those who visited England during 
Covid-19 are more likely to book 
directly with accommodation and 
activity providers, perhaps reflecting 
their greater independence and 
confidence.

Å Younger people, and the more affluent 
are more likely to book directly with 
providers

Å Older people (55 years+) are most 
likely to book their trip as a package

Å There are no differences across types 
of visitor groups, or between longer or 
shorter stays.
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Reasons to visit Kent

3%

5%

5%

15%

7%

13%

7%

17%

22%

20%

8%

12%

17%

15%

15%

16%

14%

21%

21%

19%

14%

32%

35%

29%

40%

6%

7%

8%

9%

13%

13%

13%

14%

14%

15%

16%

17%

18%

18%

18%

19%

20%

22%

23%

23%

24%

26%

26%

26%

38%

For business/work

Visit a film or TV location

Watching or playing sport

Possibility of visiting family and friends

Contemporary culture (music, films, art etc.)

Festivals (Canterbury Festival, Soul Festival etc.)

Security and safety

Easy to plan and organise

Easy to travel to get there

Easy to get around

Meeting the local people

Vibrant cities

Accommodation (variety and quality)

Climate/weather

Wide range of holiday activities

Good deals (on travel, holiday package etc.)

Unique experiences available

Value for money cost of staying there

A mix of old and new

Sampling the local food and drink

Never been before and wanted to go somewhere new

A variety of places to visit

Beaches and seaside

Cultural attractions (historic buildings, famous sights)

Countryside and natural beauty

Inbound

Domestic

Q51 And which of the following are reasons why you would choose to visit Kent? Base: Will definitely visit / consider visiting Kent in the future  All  Domestic (2001) All Inbound (2,919)

Countryside is the top reason by a significant margin for inbound visitors, suggesting perhaps a lack of knowledge or understanding of the 
wider Kent offer

Inbound visitors are less positive about 
ease of access to and around Kent

For inbound visitors the uniqueness of 
Kent (or England?) are more motivating 
than for the domestic audience:
Å Visiting somewhere new
Å Sampling local food & drink 
Å Availability of unique experiences
Å Meeting local people

Inbound visitors are less aware of the beaches & 
variety of places to visit, reflecting lower level of 
knowledge of Kent.












































































































































