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SEG Profile

ArkLeisure Yorkshire Destination Brand Map -
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Base 1: English Residents

Base 2: All consider Yorkshire a holiday destination

Base 3: All consider as a holiday destination but not visited in last 5 years
Base 4: All visited destination in last 5 years
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YORKSHIRE

All Bases Exclude Yorkhire Residents
All Bases comprise English residents w ithin ABC1 socioeconomic group, aged 25-64 years only
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Habituals

Aware Consider and Visited: English
Residents: Base 1
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Visitor Profile: Base 4
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O Not aware

B Aware and visited

O Aware and considered a visit

O Aware and not considered a visit

DBy yourself

B With partner

DOwith a friend

Dwith family / friends (inc. children)
W With family / friends (adults only)
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Leading ArkLeisure Segments Market Share

Base 1 Base 4
High Street 27.3% 17.6%
Cosmopolitans 15.8% 19.2%
Traditionals 14.7% 18.3%

Length of Stay by Age and SEG: Base 4
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Segments - Average Daily
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Type of Holiday: Base 4

A City Break

=

A Cultural Break, e.g. Arts & D
Theatre

A History & Heritage holiday

‘An Outdoor / Active Break
Sightseeing / touring
A Rural Holiday

Brand Perceptors Yorkshire
vs Pennines

Contemporary

Exciting

Romantic

Happy / Fun

Enriching

Invigorating

Nostalgic

Comfortable -
Warm - Familiar

Reason for Visiting: Base 4

To pursue a hobby

Time with friends

A romantic break

Spend time as a family

Just some time away
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All Respondents - Top 10 Town Destination Awareness
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B Aware of as a holiday destination and Visited
O Aware of as holiday destination and considered visiting
O Aware of as holiday destination but not considered visiting

Discover or explore a new
place

Unspoilt
0% 10 20 30 40 50 60 Proud
% % % % % %
Relaxing
Friendly /
Welcoming
Peaceful
Rugged / Wild
Natural
T T T
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Leading Brand Descriptors Base 3 Base 4

Natural 7.72 8.10

Breathtaking 7.63 7.71

Rugged / Wild 7.56 7.75

Unspoilt 7.55 7.91

0% 10% 20% 30% 40% 50% Peaceful 7.48 8.07

Mean Scores (0-10 rating scale where 0 is totally
disagree and 10 is totally agree)

For further information relating to this destination brand
map please contact:

Joanna Royle - Yorkshire Tourist Board - 01904 773321
Ben Moxon - Arkenford Ltd - 01483 510310
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15% Passive - Active
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Natural
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