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Introduction

Welcome to Yorkshire (WTY) is responsible for marketing the county and ultimately attracting visitors
into the region. In recent years they have conducted The Make Yorkshire Yours Campaign, which is a
high profile national campaign designed to raise awareness of the region amongst key target
markets.

Throughout the campaign WTY has commissioned Arkenford Ltd to conduct some detailed research
designed to evaluate it's success. This is an essential activity in that it allows the marketing team to
evaluate the impact, and also provides information that can inform return on investment. Added to
this it allows WTY to better understand their current and potential markets and their trip taking
behaviour.

To date Arkenford has conducted a detailed campaign evaluation for the Make Yorkshire Yours (MYY)
Campaign amongst enquirers up till December 2007.

WTY commissioned Arkenford to conduct a final wave of conversion research to supplement and add
to activity already undertaken. More specifically, this wave of research covered;

e The final period of the MYY campaign (Jan-July 2008)

e The final period of the MYY campaign, reporting specifically on customers who ordered the
guide via www.yorkshire.com

e Full campaign reporting — combining the research above with the results for the first period,
therefore covering Jan 2007 — July 2008

This document reports the key findings of this final phase of research making any comparisons with
earlier phases of the campaign where applicable.

Objectives

The objectives have remained unchanged throughout the different waves of the campaign evaluation.
Essentially they are to establish:

The effectiveness of the campaign in generating visits to Yorkshire

Conversion rates of enquiries to bookings (broken down by media / response type)
Direct and indirect booking and revenue generated by the campaign

Impact on local economy as reported in previous research

Buyer behaviour and decision making

Trips value generated by media source

For this study we incorporated the ArkLeisure™ segmentation model. This has meant that we can
compare the segments that respond to each campaign and those who actually visit, allowing us to
identify and inform a more effective strategy in terms of media choice and message. An overview of
the ArkLeisure segmentation is included in Appendix 1 of this report.
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Methodology

As with previous waves of this research we combined an online and telephone research methodology.
We conducted a total of 300 telephone interviews for this wave of the research. These interviews
were boosted through the use of online surveys. Any enquirer who was sent campaign literature for
whom an email address was recorded was sent an invitation to participate in this research. These
were broken down by how their enquiry was routed, ie. if ordered via Carrier Direct, if downloaded
from the website, or if sent electronically via newsletter.

The number of online interviews conducted for each is as follows;

o Online interview (names supplied by Carrier Direct) — 1791
o Website download interviews — 406
o E-Newsletter Subscribers - 526

The total number of online interviews conducted amongst January — July 2008 enquirers was2,723.
Added to this we conducted 236 interviews specific to the Short Breaks Campaign.
We also conducted 300 telephone interviews.

Cross analysis of the online and telephone respondents is undertaken to evaluate if the different
methodologies have an impact on the findings.

We have analysed all of the data by the following groups of enquirers:

e Make Yorkshire Yours (MYY) refers to people who have ordered the guidebooks as a
result of MYY campaign activity.

o Short Breaks refers to people who have ordered the guidebooks as a result of specific
brochure panel activity and miscellaneous requests.

o Website refers to people who have ordered the guidebooks from the website.

o E-Newsletters refers to people who have subscribed to the e-newsletter between January
and July 2008.
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Sample Accuracy

In order to achieve a robust estimate of conversion we need a representative sample of sufficient size
to provide results within reasonable confidence limits.

It is a common misunderstanding that the proportion of the population represented by the sample
effects the reliability of the results. This is rarely the case. It is the absolute sample size that has the
most influence on statistical accuracy. Any sample will be subject to a sampling error because it
involves a sample rather than the total population. By increasing the sample size one can reduce the
sampling error, but not pro-rata (i.e. the bigger the sample the less improvement is achieved by
adding additional interviews). In order to half the sampling error one needs to quadruple the sample
size.

The sample accuracy provided by different sample sizes is given below.

Sample Confidence intervals at 95%
50% 10%
Sample response response
Whole sample 1050 respondents 1000 +3.10 +1.86
Whole sample 500 respondents 500 +4.38 +2.63
Whole sample 20 respondents 250 +6.20 +3.72
Sub-sample e.g. visitors from a sample of 500

quoted in brief as approximately 60% of enquires 300 +5.66 +3.39
Sub-sample e.g. males from a sample of 500 250 +6.20 +3.72

Sub-sample e.g. average ArkLeisure segment
from a 500 sample ( in reality the core segments
will have higher response rates) 62.5 +12.40 +7.44

Telephone Sample Quotas

A number of sample quotas were set on the telephone interviews based on media source in order to
replicate previous waves of the research.

We also set broad quotas by month of enquiry to ensure a representative sample of enquirers
throughout the year.
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Enquiry Source Telephone Research Quotas - ‘Make Yorkshire Yours’ Campaign (Jan-July 2008)

Media CountOfQAID % Sample Sample|
DAILY EXPRESS - Saturday Magazine - TIP ON 1006 11.88% 35 11.67%
Daily Mail Weekend Magazine - TIP ON 1845 21.78% 65 21.67%
Mail On Sunday You Magazine - TIP ON 1006 11.88% 35 11.67%
RADIO TIMES - TIP ON 587 6.93% 22 7.33%
Daily Mail Weekend Magazine -AD 84 0.99% 2 0.67%
Mail on Sunday, YOU Magazine TIP ON 1090 12.87% 40 13.33%
Daily Mail, Weekend Magazine TIP ON 84 0.99% 2 0.67%
Daily Express, Saturday Magazine TIP ON 587 6.93% 20 6.67%
Info-(Previously the Information Service) 503 5.94% 19 6.33%
Consumer Info Centre Catalogue (CIC) 1425 16.83% 50 16.67%
Radio Times 252 2.97% 10 3.33%
Total 8469  100.00% 300 | \

We are unable to set quotas for online responses as this sample is self-selecting. However the table

below highlights the number of online responses collected in response to each enquiry source.

Enquiry Source Online Sample (Jan-July 2008)

Media Responses %
Daily Express Saturday Magazine - TIP ON 114 4.17%
Daily Mail Weekend Magazine - TIP ON 308 11.25%
Mail On Sunday You Magazine - TIP ON 127 4.64%
Radio Times - TIP ON 112 4.09%
Daily Mail Weekend Magazine -AD 2 0.07%
Daily Mail Weekend Magazine AD 2 0.07%
Mail on Sunday YOU Magazine TIP ON 156 5.70%
Daily Mail Weekend Magazine TIP ON 147 5.37%
Daily Express Saturday Magazine TIP ON 67 2.45%
Stella Advertoral TIP ON 17 0.62%
WTY DM - June 2008 739 27.00%
Radio Times 10 0.37%
Info-(Previously the Information Service) 23 0.84%
Consumer Info Centre Catalogue (CIC) 77 2.81%
Internet 1 0.04%
Old Campaign Request 2 0.07%
VisitBritain data - various campaigns 3 0.11%
Website online form (orders via WTY

through the extract) 423 15.45%
E-newsletter 407 14.87%
Total 2737 \

A
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Questionnaire Design

The questionnaire was based around that used previously in order that suitable comparisons can be
made.

The questions relating to the impact of the guide in influencing visit choice have slightly changed;
these have been bought into line with recent VisitBritain recommendations.

A copy of the questionnaire can be found in Appendix2.
Analysis

As with previous waves, we have analysed the information using a number of pre-specified cross
tabulations. These include;

e Visit History
o Never Been Before — Visited 08
o Been Before — Visited 08
o Never Been Before — Not Visited 08
o Been Before — Not visited 08

e Main Age Groups
o 16-34
o 35-54
o 55-64
o 65+

e Those with children under 16 at home

e Target ArkLeisure Segments
o Cosmopolitans
o Traditionals
o Discoverers
o High Street
o Functionals
Comparisons are made with data reported from previous waves of the campaign evaluation. We also
provide overall (combined) figures for MYY 07/08.
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Summary of Findings

The evaluation for 2008 further confirms that the MYY Campaign has increasingly become a
successful piece of retention marketing as opposed to an acquisition campaign;

e 90% of respondents have visited Yorkshire previously
e Only 40% of respondents are seeing the guide for the first time as opposed to 55% in 2007

Many of the results recorded were very similar to those reported after the very successful 2007
campaign especially in relation to;

Reasons for ordering guide

Guide usefulness

Levels of conversion

Propensity to visit / recommend a visit

It would therefore appear that the campaign has hit a plateau in relation to the impact that it has,
and it’s ability to encourage more visitors.

Role of the campaign

The 2008 campaign evaluation shows that the MYY guide has been increasingly effective at driving
traffic to www.yorkshire.com to seek for accommodation.

This would indicate that the role of the accompanying Short Breaks Guide is diminishing.
Conversion rates have stabilised
e A 60% conversion rate of enquirers to bookings, a rate equal to that reported in 2007

These levels of conversion remain the highest recorded throughout the campaign, and are now
higher than recorded for the Short Breaks Campaign (57%).

This will be in part as a result of the fact that many repeat visitors received the information (i.e.
people who would have visited in any case).

Strong Links to Online Activity

The levels of conversion reported by current recipients of the e-newsletter and people on the website
who order further information is extremely high, with conversion rates of 80% and 64% respectively.
This indicates that a campaign supported by online activity (or vice versa) really can yield economic
benefits, successfully converting enquirers into visitors.

It also highlights the fact that increasingly current (and potential) visitors are using the internet to
source information.
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Value of tourists has decreased

The trend for shorter trips continues year on year. That said, the mean size of party has slightly
increased, especially in relation to groups travelling with children.

The value of tourists has decreased and visitors spent less. However, this is a trend that prevails only
amongst MYY Campaign respondents and is not the case for e-newsletter recipients and website
enquirers, both of whom report a total spend that is higher than that reported for MYY 07.

One area of visitor spend particularly affected, likely due to shorter trip length, is accommodation.

e Total average spend on accommodation amongst MYY Campaign respondents has fallen by
£30 from 2007 to £261.42.

The decrease in spend on accommodation might also be a result of the increase in online activity to
source accommodation, leading to an increase in people taking up online accommodation offers.

Such online accommodation offers are most appealing to the higher spending respondents; current
recipients of the e-newsletter and people on the website. 44% of e-newsletter recipients and 40% of
website users booked their accommodation online through an accommodation website.

Thus the higher spending segments that MYY was designed to target are now seeking their
information online.

Continued Impact of Campaign
The level of campaign impact has remained constant;

e C. Two-thirds indicated that the guide had had some impact on their decision to book their
trip to Yorkshire

o 65.8% of respondents said the guide had a degree of impact on their decision, with

19.0% saying they definitely booked their visit to Yorkshire as a result of the guide

e . Three-quarters indicated that they will be visiting Yorkshire in the next 12 months ... an
even higher proportion indicated that they would recommend a visit to family / friends
o 76.1% of respondents say they are either very likely or likely to visit Yorkshire in the
next 12 months
o 89.3% of respondents say they are either very likely or likely to recommend a visit to
Yorkshire

The guide has proved more effective at having an impact on decision to visit as well as levels of
recommendation. Again, this will in part be down to the fact that the guide was sent to a higher
proportion of enquirers who are already a captive audience (repeat visitors).

The economic impact of the campaign in 2008 shows;

200,000 guides distributed

143,922 responses

60% conversion rate

£38.3M Expenditure for the total print run
£27.6M as a result of enquirers
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Key Findings

These key findings are presented broadly in the order of the questions on the survey (see Appendix
2). The results are presented first then any noticeable variations within the different respondent types
and comparisons with previous MYY and the Short Breaks campaign are commented on.

Information Gathering

Respondents were asked to indicate how they generally go about getting ideas for a holiday in the
UK. The table below shows the key sources of information;

All 2008
Respondents

2008 MYY

%difference with
MYY 2007

Online Web

%difference with

2008 Short Break ~ Short Break 2007

Rely on previous experience / knowledge

From the web

From magazine / newspaper advertising

From friends / family / colleagues

From editorials / newspaper or magazine articles
From mail that is posted to me

From emails that | receive

From tour operators / holiday providers

From UK specific holiday programmes

From classified adverts

Always know where | am going / go to same place each year
Other - Please specify

60%
53%
49%
47%
45%
39%
27%
21%
16%
13%

7%

6%

60%
47%
52%
49%
47%
39%
24%
22%
16%
15%
8%
6%

63%
70%
42%
45%
41%
34%
34%
16%
16%

7%

7%

6%

57%
66%
42%
47%
39%
42%
38%
18%
17%
11%

4%

6%

-3%
0%
0%
-3%
-1%
2%
2%
1%
-2%
-2%
-1%
-1%

-5%
-22%
2%
-18%
-9%
-13%
-30%
6%
4%

58%
41%
59%
35%
43%
41%
15%
24%
25%
16% 4%
16% 7%

8% -1%

TOTAL

2737

1791

424 406

2240

116 120

*Base: All respondents (1791 / 116) - Multiple choice (more than one response allowed)

The figures reported remain remarkably similar to those reported in the 2007 campaign evaluation.
Other than previous knowledge or personal recommendations (factors that are the essence of a

retention campaign), the main source of information when it comes to generating ideas is through
magazine and newspaper advertising and articles.

The website remains a key source, as do mail outs (electronic and postal). Emails are seen to be
effective at evoking steering recipients to the website where they gather information. The table below
illustrates the types of respondent more likely to respond to emails / look at websites, and those
more likely to look to direct mail for ideas. We have also compared the different types of respondent
that gather information from Newspaper advertising as opposed to nhewspaper editorials;

Online Respondents

Websites / Emails Direct Mail Newspaper Advertising Newspaper Editorials
Website Visitors Short Break Guide Short Break Guide MYY Recipients
E-Newsletter Recipients Recipients Recipients Age bands 45+
Younger Age Bands Older Respondents High Street / Style Hounds /
Cosmopolitans / Non Families Discoverers Cosmopolitans and
Discoverers / Lapsed Visitors Never visited / lapsed Traditionals
Traditionals visitors

There is a bigger contrast when we compare year on year data for the Short Break recipients. This
shows an audience that is more traditional in the way they seek information relying increasingly on
holiday providers / third parties as opposed to electronic sources of information.
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Pack Recall

The following chart indicates levels of recall for each of the brochures. It should be noted that the
level of recall is not necessarily a measure of conversion or impact, especially amongst repeat visitors
who order the guide and visit year on year.

Brochure Recall
Base; All Respondents (2737)

Neither

Yorkshire Accommodation Guide

Around 85% of respondents recall receiving a pack of information from WTY.

Respondents are more likely to recall the Yorkshire Accommodation Guide than they are the Make
Yorkshire Yours brochure. That said, the proportion of respondents that recall receiving the Yorkshire
Accommodation Guide is lower than reported for 2007 (-7%), whilst levels of recall for Make
Yorkshire Yours guide has stayed at the same level.

The table below illustrates the types of respondent more likely to recall each guide;

MYY Accommodation Guide
Telephone Respondents E-Newsletter Recipients
Repeat Visitors Visitors in 2008
Cosmopolitans, High Street, Functionals & Cosmopolitans
Traditionals

As was reported previously, the YAG has similar levels of recall across all segment groups which
reflects the factual nature of the information on offer. It is not surprising that it is visitors in 2008
that have highest levels of recall given the fact that they are likely to have used the brochure to
inform their accommodation choice.

The MYY guide which has higher levels of recall across specific segments that are attracted by the
experiences described in the brochure. More importantly, these are the types of people that MYY was
originally designed to appeal to.

The fact that repeat visitors have a high level of recall further services to enforce the fact that the
guide now plays more of a retention role.
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About the Guides

Respondents were asked to identify what specifically made them request the information pack from
Welcome to Yorkshire.

We have broken responses down to show differences between MYY and Short Breaks campaign
respondents. It also illustrates year on year comparisons in order to identify any trends.

Source to Prompt from MYY Activity

MYY 2008
Count MYY 2008 %  MYY 2007 % MYY2006 % MYY2005 %

Been before and wanted latest information 863 48% 48% 30% 19%
Wanted more general information about what to see and do in Yorkshire 766 43% 41% 46% 32%
Had chosen Yorkshire and wanted a guide 602 34% 32% 17% 19%

Mailing from Yorkshire Tourist Board 456 26% 23% 4% 7%

Wanted some specific accommodation information 415 23% 23% 11% 5%
Newspaper or magazine advertising 242 14% 14% 18% 20%
Recommendation from friends or family 171 10% 9% 3% 7%

Intemet advertising 124 7% 7% 2% 2%

TV advertising 118 7% 5% 1% 3%

Visited a tourist information centre 112 6% 7% 3% 2%
Other - please specify 110 6% 6% 6% 11%

Total 1791

It would appear that people who respond to the MYY campaign are increasingly likely to be repeat
visitors illustrating that the role of the campaign is gradually shifting from being a campaign to raise

awareness to one of retention.

As the MYY pack contains the YAG, many are ordering the pack to fulfil practical requirements,
including accommodation listings.

Mailings from WTY have continued to be effective at prompting respondents to request further
information. This covers electronic and direct mail mailings. This method was particularly successful

for MYY, E-newsletter enquirers and website respondents.

Sources to Prompt from Short Breaks Activity

Short Break Short Break Short Break Short Break

2008 Count 2008 % 2007 % 2006 %
Been before and wanted latest information 54 47% 46% 18%
TV advertising 41 35% 3% 1%
Had chosen Yorkshire and wanted a guide 39 34% 33% 29%
Wanted more general information about what to see and do in Yorkshire 23 20% 48% 37%
Recommendation from friends or family 16 14% 10% 5%
Wanted some specific accommodation information 15 13% 25% 11%
Newspaper or magazine advertising 11 10% 6% 8%
Mailing from Yorkshire Tourist Board 9 8% 38% 3%
Other - please specify 6 5% 5% 12%
Intemet advertising 5 4% 11% 4%
Visited a tourist information centre 2 2% 4% 2%
Total 116

Campaign activity in 2008 differed from 2007, as is seen in the findings, especially in relation to the
reduced influence of direct mailings which were far less likely to prompt activity.
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Guide Ordering

For this phase of the campaign we recorded a continuing drop in the proportion of respondents
ordering either the Yorkshire Accommodation Guide or the MYY guide for the first time.

First Edition of Guide Ordered
Base: All who recalled guide receipt

65% 68%

Yorkshire MYY 2008 MYY 2007 MYY2006 MYY 2005
Accommodation
Guide 2008

The proportion of respondents ordering the MYY guide for the first time is now at the same level as
those ordering the Accommodation guide for the first time. Given that the accommodation guide has
been published for a considerable number of years, this confirms that the MYY guide serves a similar
retention role as the Accommodation Guide, and is therefore no longer a particularly effective
acquisition marketing tool.

The respondents more likely to be ordering a guide for the first time are;

Yorkshire Accommodation Guide Make Yorkshire Yours
Youngest Age Bands Youngest Age Bands
Younger Family Older Family
Style Hounds / High St /Followers Style Hounds / High St /Followers
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How Guides Used

The table below illustrates what respondents did with the guides once they were received.

How Guides Used
MYY 2008 vs MYY 2007

62%

Keptguide for reference/onfile
63%

Used it to plan what to do/ where to visit during a
shortbreak in Yorkshire

Wentto www.yorkshire.com to find more
accommodation

Not done anything yet

Recycled/Putit in a rubbish bin

Passed it on to someone else

2%
2%

Other - please specify

B MYYO7 (1129) M MYYO0S (1401)

MYY 08 has been twice as effective at driving traffic to www.yorkshire.com to find accommodation
than was recorded when evaluating the 2007 campaign. This trend is apparent throughout the whole
campaign (4% in 2005, and 7% in 2006) illustrating how the website is increasingly becoming an
effective tool.

The respondents more likely to use the guide for this purpose are;

o E-Newsletter recipients
o First time visitors
. High Street segments
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Guide Ratings

Respondents were asked to rate each guide on a number of factors using a 10 point scale where 0 is
poor and 10 is excellent.

The Yorkshire Accommodation Guide was rated better than the Make Yorkshire Yours guide on all
factors as was reported in previous evaluations.

2008 Guide Ratings

Overall satisfaction
8.2

Presentation

8.3

How informative it was

How relevant it was

How useful you found it

B Make Yorkshire Yours '08 (1393) B Yorkshire Accommodation Guide '08 (1745)

These scores are generally similar to those recorded for 2007, and are therefore lower than scores
recorded in the earlier waves of research (pre 2007) where scores allocated for each factor were all
over 9/10. We would expect that the campaign now has an element of familiarity as opposed to
attractiveness that has resulted in scores levelling out to this level.

The respondents who had highest levels of overall satisfaction for each guide are;

Yorkshire Accommodation Guide Make Yorkshire Yours
Female E-Newsletter / Website Visitors
Younger Families Visited 08
Visited 08 Cosmopolitans / Discoverers / Traditionals
Cosmopolitans
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MYY Guide Usefulness

Respondents were also asked to indicate how useful each section of the MYY brochure was for them.
For each section they were asked to allocate a score of 0-10 where 0 is not at all useful and 10 is

very useful.

Attractions Listings

Regional Features / Articles

News pages

Destination Report

Respondents are all generally positive about the guide and find all sections useful.

MYY Guide Usefulness

Base; 1389

B Notuseful (0-3) M Neutral (4-6) ¥ Useful (7-10) B Don't Know

similar to those reported for 2007.

| |

Scores remain

The areas that were more positively rated were the attractions listings, reports about destinations and
the regional features and articles. The News Pages proved to be slightly less useful.

The table below indicates the types of respondents most positive about each section of the brochure;

Destination Report

News Pages

Regional Features / Articles

Attractions Listings

Repeat Visitors
Aged 45-54
Cosmopolitans

Visitors over age 35
Cosmopolitans
Visitors without kids

Discoverers
Aged 35-44
Adults families/ adults alone

Style Hounds/
Traditionals
Repeat visitors

As was reported previously, target segments (Cosmopolitans, Discoverers and Traditionals) all react

positively to the different sections of the guide.
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Holiday Short Break Activity in 2007

MYY Respondents are more likely to have taken a UK break in 2008 than they are an overseas
holiday. This trend is common recipients of the E-Newsletter as well as website visitors.

Surprisingly, the opposite is true for Short Break campaign respondents, a group that is usually more
likely to take UK holidays.

Holiday Activity 2008

[v)
87.40% 87.20% 90.10%

53.60%

MYY 08 (1669) ShortBreaks 08 (112) E-Newsletter (369) Website Visitors (362)

B Overseas M UK

The mean number of overseas trips taken in 2008 is 1.33 trips compared to 2.77 UK holidays trips.
Whilst the overseas figure is almost identical to last year, the mean number of UK holidays is down
from 3.02 trips.

MYY 08 Short Breaks  E-Newsletter Website Visitor
Overseas Trips (mean) 1.33 2.3 1.16 123
UK Trips (mean) 2.78 149 2.68 3.15

The type of respondent more likely to take each type of holiday is shown in the table below;

UK Holidays Overseas Holidays

Online Sample Telephone Sample

Older families and adult visiting without kids | Those that hadn't visited in 2008 but had visited prior
Aged 35-64 25-34 year olds and those 55+

Discoverers / Habituals / Functionals Style Hounds / Cosmopolitans / High Streets
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Holiday Activity in Yorkshire in 2008

The chart below illustrates the proportion of the sample that visited Yorkshire in 2008, and compares
this to previous years.

This is this figure that is being used to determine levels of conversion, i.e. the proportion of the
sample that enquired for information during the campaign and that has visited the region. For 2008

we have provided data for the MYY and Short Break campaign as well as recipients of the E-
Newsletter and people who have downloaded information from the website.

Yorkshire Holiday Activity 2008

80.20%

69.60%
63.80%
60.00% 60.20% 57 10% 61% °
0
I I 53% 54% I I I

MYY 2008 MYY 2007 MYY2006 MYY 2005 ShortBreaks ShortBreaks ShortBreaks E-Newsletter Website
2008 2007 2006 2008 Visitors 2008

Over the period of the whole MYY campaign we have reported a year on year increase in levels of
conversion. For this campaign the figure has remained static to the previous wave, indicating that
the level of conversion has now stabilised.

What is interesting is that this level is now higher than that reported for the Short Breaks Campaign,
the first time this has been recorded since the campaign began. This clearly points to the fact that
the MYY campaign is now well established amongst the existing Yorkshire Visitor, a target of the old
Short Break campaign.

What is equally interesting is the effect that e-marketing is having on respondents. The levels of
conversion reported by current recipients of the e-newsletter and people on the website who order
further information is extremely high, indicating that a campaign supported by online activity (or vice
versa) really can yield economic benefits, successfully converting enquirers into visitors.

The types of respondent more likely to have visited Yorkshire in 2008 are;

Online Respondents

Older age groups (aged 45+)
Visitors from Northern regions
Cosmopolitans / Functionals
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This would imply that the more traditional Yorkshire visitor is now very hungry for electronic
information and reacts well to the content currently being sent.

The table below illustrates the conversion rates for each source over the period of the campaign;

% Visited
Yorkshire in

Enquiry Source 2008 Base
Daily Mail Weekend Magazine TIP ON 73% 107

Radio Times - TIP ON 69% 77

Daily Express Saturday Magazine - TIP ON 68% 78

Daily Mail Weekend Magazine - TIP ON 67% 207

Web Registered 66% 269

Stella Advertoral TIP ON 65% 11

Website online form (orders via YTB through the extract) 63% 268
YTB DM - June 2008 62% 459

Mail on Sunday YOU Magazine TIP ON 61% 95

Daily Express Saturday Magazine TIP ON 60% 40

Consumer Info Centre Catalogue (CIC) 60% 46

Mail On Sunday You Magazine - TIP ON 55% 70

Info-(Previously the Information Service) 48% 11
Total 64% 1749

NB. Some sources have lower sample bases.
From the above we can see that the popular newspapers and magazines do deliver particularly
successful campaigns. The website online registration is also proving to be successful route for
enquiry.

The chart below shows the mean number of trips taken to Yorkshire in 2007.

Mean Number of Trips to Yorkshire in 2008

137
13
118 1.17 113
1.03 1.02 0.99
I I 0.88 I I I

MYY 2008 MYY2007 MYY2006 MYY 2005 ShortBreaks ShortBreaks ShortBreaks E-Newsletter Website
2008 2007 2006 2008 Visitors 2008

The mean number of trips to Yorkshire in 2008 has remained very similar to that recorded for 2007.
The figure for the Short Breaks campaign continues to drop, and is now lower than recorded for the
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MYY campaign.

Again, recipients of information via e-newsletters and the website are more likely to visit more
frequently, especially those living in Yorkshire, the North East and the North West. Overall, the more
frequent visitors are;

Repeat visitors (1.77)

Males (1.15)

Live in Northern regions; NE (1.83), Scotland (1.33), NW (1.32)
Cosmopolitans (1.24)

Functionals (1.16)

Reasons for Not Visiting Yorkshire in 2008

The main reasons that respondents gave for not visiting Yorkshire in 2008 are very similar to those
reported in previous waves.

Reasons for not visiting Yorkshire in 2008

Wenton holiday or short break elsewhere in the
UK

Wenton holiday or short break overseas
Lack of time

lliness/ domestic/ personal reasons
Poor weather in the UK

Lack of money

Other - please specify

No particular reason

Didn't go on holiday anywhere

0% 20% 40% 60% 80%

B Website Visitors 2008 ™ E-Newsletter2008 M Short Breaks 08  H MYY 08

The most common reasons are that respondents chose to visit another destination (UK and / or
overseas). This is particularly the case for;

o UK — Discoverers / Habituals
o Overseas — Cosmopolitans / Followers
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The main ‘other’ reasons presented relate to locality (either too near or too far) or fact that
respondents had other commitments that prevented a visit.

Other Destinations Visited

The table below indicates which other UK destinations respondents visited instead of Yorkshire.

Where visited instead of Yorkshire in 2008

%
o
c
ot
=2
-3
™
4

Other - please specify
South Coast

Wales

Scotland

Cumbria - The Lake District
London

Cotswolds

North East/ Northumbria

Lancashire
0% 10% 20% 30% 40%

B Website Visitors 2008 ™ E-Newsletter2008 M Short Breaks B MYY

Again the pattern is similar to that recorded in previous waves, with top alternative destinations being
in the South and the West.

The East of England was one of the places mentioned more frequently in the ‘Other’ box. The table
below highlights ‘other’ UK destinations visited instead of Yorkshire. Almost half of these respondents
visited East Anglia, with 20% of all ‘other’ responses specifying Norfolk as their destination of choice
within the region.

Total 2008
East Anglia 45%
Kent 13%
Derbyshire 11%
North West 11%
Lincolnshire 8%
Peak District 6%
Isle of Wight 4%
N. Ireland 3%
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Month of Visit to Yorkshire

The chart below represents the proportion of respondents who visited Yorkshire by month over 2008.
We have made month on month comparisons with the Short Breaks 08 campaign as well as

subscribers to the E-Newsletters and respondents who have downloaded information from the
website.

Month of Visit to Yorkshire

January  Febuary March April May June July August September October November December Don't

Know/
Can't
remember

HE MYY08 M Short Breaks 08 @ E-Newsletter2008 B Website Visitors 2008

There appears to be more seasonal trends for the MYY and Short Breaks Campaign respondents,
both seeming to peak in the shoulder seasons.

The e-newsletter recipients and website visitors demonstrate a more level pattern of visits, i.e. visit
the region throughout the year.

The pattern of visits from MYY respondents has stayed quite consistent year on year, whereas the
Short Break respondents have shown greater propensity to visit high season than recorded last year.

Month of Visit to Yorkshire

January  Febuary March April May June July August September October November December Don't
Know/

Can't
remember

H MYY08 M MYY2007 [ Short Breaks 08 M Short Breaks 07
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Mode of Transport

Mode of Transport Used

81%
Car/van/ motorbike/ motorhome

89%
Train/ Tram
Aeroplane

Bus/ coach service

Coach tour

Boat/ ferry

0% 20% 40% 60% 80% 100%

B Website Visitors 2008 T E-Newsletter 2008 B Short Breaks 08  H MYY 08

The vast majority of respondents (85%) continue to travel to Yorkshire by car when they visit.

MYY respondents and website enquirers have the highest proportion of respondents who visited using
the train / tram, a mode generally more widely used by a younger audience.
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Length of Trip

The chart below illustrates the mean length of stay.

Mean Length of Stay in 2008

6.11
5.61
5.09

441

MYY 08 MYY 2007 MYY 2006 ShortBreak 2008 ShortBreaks 2007 ShortBreaks 2006 E-Newsletter 2008 Website Visitors 2008

The trend for shorter breaks continues year on year in line with national trends. This trend is similar
for both the MYY and Short Break Campaign and the resulting mean length of stay is similar for both.

The respondents who spend the longest and shortest time on holiday are recorded in the table
below;

Shortest Stays Longest Stays

Telephone sample (4.58) Online Sample (4.82)

Younger families (3.85) Aged 35-44 (5.59)

Style Hounds (4.25) & High Streets (4.49) Functionals (5.03) & Discoverers (5.08)
Older families (5.27)

Party Size / Breakdown

MYY 08 Short Breaks  E-Newsletter Website Visitor
Mean number of adults, including yourself (aged 16+) 2.62 2.36 2.66 290
Mean number of children (under the age of 16) 037 0.31 0.32 0.26

The overall mean size of party was 3.0 people. This is a slight increase on last year.

Website enquirers are more likely to be visiting as part of a larger adult group, but less likely to be
travelling with children.

In fact, the mean number of children per party has increased to 0.37 as opposed to 0.21 that was
reported last year.
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Areas stayed in Areas in Yorkshire in 2008
Yorkshire
YOl'k ..
Whitb ——
The chart opposite Y
illustrates the top 10 Harrogate | —
responses we received when
respondents listed where Scarborough |
they stayed when on holiday Loeds =
in Yorkshire in 2008. eeds
Pickering I —
York is the most popular
destination overall (29%), Bridlington
twice as popular as any
other area. North Yorkshire [™
Yorkshire Dales [
Sheffield |
0% 10% 20% 30% 40%

HEWeb ® Online M Short Breaks B MYY

The table below highlights where respondents spent most of their time on holiday in Yorkshire.

Main area stayed MYY campaign respondents as well as
short — E-Newsletter — Website | e-pewsletter recipients and website
MYV Breaks 08 2008 Visitors 20081 enquirers are more likely to spend
York 31% 21% 40% 37% .. .
Whitby|  16% o% 14% 1% their time in York.
Harrogate 11% 29% 14% 13%
Scarborough|  12% 7% 9% 12% Short Breaks Campaign respondents
Pickering| 7% 14% 4% 6% are more likely to stay in Harrogate
Leeds) 6% 7% 2% 7% and Sheffield.
Bridlington 7% 7% 4% 3%
Yorkshire Dales 4% 7% 7% 3%
North Yorkshire 4% 0% 4% 4%
Sheffield 2% 7% 3% 5%
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Accommodation Usage

The table below shows the types of accommodation used.

Short Breaks E-Newsletter  Website Visitor
MYY 2008 MYY 2007 2008 Short Breaks 2007 2008 2008
Mid range hotel 28% 28% 28% 23% 30% 26%
B&B / guest house 26% 28% 20% 29% 32% 19%
Self catering flat / cottage 21% 21% 20% 24% 28% 16%
Friends / relatives 15% 15% 10% 10% 10% 13%
Luxury hotel 10% 10% 10% 8% 6% 9%
Camping / touring caravan 6% 7% 5% 13% 7% 8%
Motel / travelodge 5% 5% 0% 8% 3% 5%
Other - Please Specify 4% 4% 8% 0% 4% 6%
Budget hotel 3% 4% 8% 4% 3% 4%
1% 2% 0% 3% 5% 4%

Holiday Centre / static caravan

The pattern of accommodation types used remains similar to previous years, and will to a certain
extent reflect the product that the region offers.

The Mid range / B&B remain the most popular option. There is also an increase in respondents
staying in self catering compared to last year.

The visitors who are more likely to stay in different accommodation types are listed in the table
below;

B&B / Guest House Mid Range Hotel Self Catering Luxury Hotel

First time visitors Repeat visitors 40-45 year olds Repeat Visitors

35-44 year olds The younger and older | Visitors with older Visitors without kids

Discoverers / age groups children/ no children Style Hounds /

Functionals / Followers | Style Hounds/ High Traditionals/ Habituals/ | Cosmopolitans
Street / Cosmopolitans | Followers

Accommodation Listing

As you would expect, respondents are far more likely to recall accommodation listed in the
Accommodation Guide than any listed in the MYY brochure.

When combining both levels of recall the overall level is comparable with recall of accommodation in
listings reported previously.

The types of respondent more likely to recall accommodation in the pack are;

J Telephone Interviews

. Older Age Groups

. Males

o Cosmopolitans / High Street
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Accommodation listed in guides

MYY 2008

E-Newsletter 2008

Website Visitor 2008

H Yorkshire Accommodation Guide B Make Yorkshire Yours brochure ¥ Don't know/ can't remember

Accommodation Booking

As reported previously, visitors prefer to book directly with accommodation providers as opposed to
through third parties.

Whilst telephone booking direct with accommodation providers remains the preferred method for
booking, there is a noticeable trend that visitors are increasingly looking to book online direct.

Short Breaks E-Newsletter ~ Website Visitor
MYY 2008 MYY 2007 2008 Short Breaks 2007 2008 2008
Booked over the phone with accommodation establishment 45% 49% 33% 39% 40% 35%
Booked online through an accommodation website 25% 24% 18% 33% 44% 40%
Other - please specify 26% 21% 20% 19% 35% 32%
Over the phone through Yorkshire Tourist Board 3% 3% 5% 1% 1% 0%
Booked with travel agent as part of a package 2% 2% 10% 1% 1% 4%
Booked via www.yorkshire.com (YTB) website 2% 2% 5% 4% 1% 2%
Through a Tourist Information Centre 1% 2% 3% 1% 2% 1%

The table below profiles respondents according to how they book;

Booked over the telephone Booked online

Telephone Sample Online Sample

Repeat Visitors Groups aged 25-54

Female visitors Older families

Functionals / Followers Style Hounds/ Cosmopolitans/ High Streets

The ‘other’ category is mainly made up of individuals who did not directly book any accommodation;
often it was booked for them by family or friends (32%). Interestingly a fifth of respondents who did
not select one of the specified answer options had arrived in Yorkshire without having booked any
accommodation and planned to find somewhere to stay when they got there.
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Proportion of Respondents Spending

When evaluating spend it is important to take into account not only the value, but also the proportion
of visitors that are spending (volume).

The following table illustrates the proportion of visitors that spend in each of the categories listed.

% of Spending Visitors per Spend Category

MYY 08

98%

MYY 07

ShortBreaks 08

E-Newsletter 2008

Website Visitors 2008 98%

0% 20% 40% 60% 80% 100%
B Accomodation B Shopping ® Eating and drinking B Entertainment and attractions M Transport in the area

This illustrates the fact that visitors are far more likely to spend on eating and drinking and shopping
than they are on entertainment and attractions.

The retail and catering sectors therefore have a key role to play in delivering a quality product to
visitors to the region. This is also the case for entertainment and attractions; whilst a lower
proportion spend on this category the % is higher than we have recorded for other regions indicating
that there is a strong product offering in the region.
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The profile of respondents who are more likely to spend in each of the categories is listed in the table

below;

Eating & Drinking | Accommodation Shopping Entertainment Transport

Families with Online Sample Telephone Sample | Online Sample Online Sample
older children Aged 35-44 Repeat visitors First time visitors | First time visitors
Older Age Groups | Families with older | Aged 35-44 Aged 35-44 Aged 35-44

Style Hounds/ children Style Hounds/ Cosmopolitans / Families with older

High Streets/

First time visitors

Cosmopolitans

Traditionals/

children

Discoverers Discoverers Cosmopolitans/
Style Hounds/
Discoverers
Value of Spend

Respondents were asked to provide an approximate spend figure for their party across each category
of spend. The following tables breaks down spend in each of these categories.

Accommodation
Shopping
Eating & Drinking

Entertainment & Attractions

Transport in the Area
TOTAL

MYY 08
261.42
97.03
129.51
41.88
13.47
537.13

m tH mh H hH b

m m M H MH M

MYY 07 MYY 05/06 Short Breaks 08
291.69 £ 273.84 £ 267.00
11499 £ 129.66 £ 134.17
138.68 £ 12850 £ 123.82

47.55 £ 3824 £ 35.48
14.46 £ 21.76 £ 15.63
588.81 £ 447.40 £ 567.46

E-Newsletter

M mH mH H MH

Website Visitors

2008 2008
293.78 £ 274.43
123.78 £ 11111
181.66 £ 203.97

67.16 £ 51.74
36.08 £ 26.14
702.82 £ 595.14

In previous waves of the research we have reported growth of spend through the course of the
campaign. However, for MYY 08 the level of spend has gone down compared to the figure reported
for MYY 07 campaign. The level of spend is still significantly higher than that recorded for the 05/06.

The year on year reduction in spend is across all categories indicating that customers generally
reigned in what they spent and where when they visited.

The E-Newsletter recipients and website enquirers had the highest levels of spend per group. That
said, these visitors tended to travel to the region in larger groups so spend per person will be less.
More specifically the highest spending respondents are;

First time visitors

Visitors aged 35-44
Visitors with family
Cosmopolitans / High Street / Discoverers

Pleasingly these are the segments that MYY was designed to target and the feedback above confirms
that they are higher value than more traditional visitors to the region.
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Activities Undertaken

Eating out and shopping remain the top activities undertaken when on holiday, something that we
find for destinations and regions across the country.

The rural offering is used more than the coastal offering, especially for touring and more gentle
walking. There is also wide usage of visitor attractions.

Little difference in the types of activity undertaken is recorded year on year amongst the MYY
Campaign respondents. Respondents to the Short Breaks Campaign 08 seem to be less active than
responders to previous waves of the campaign.

MYY 08 MYY 07 Short Breaks 08  Short Breaks 07
Eating out 77% 77% 70% 84%
Shopping 61% 60% 70% 68%
Visiting the countryside generally 55% 56% 53% 70%
Visiting tourist attractions e.g. museums, zoos 48% 50% 50% 56%
Countryside car touring 47% 47% 48% 54%
Countryside walking (under 10 miles) 45% 46% 40% 57%
Historic houses & gardens 42% 40% 35% 44%
Coastal resorts 41% 40% 30% 51%
Urban walking/ trails e.g. York city walls, Ale Trail Hull 32% 29% 25% 33%
Visiting family/ friends 29% 31% 25% 27%
Countryside walking (over 10 miles) 12% 12% 20% 17%
Special events/ public show e.g. country shows, etc 11% 13% 13% 17%
Evening culture e.g. theatre, cinema, etc 11% 13% 10% 11%
Other - Please specify 8% 9% 5% 17%
General outdoor activity e.g. cycling, watersports, climbing etc 6% 8% 3% 17%

E-Newsletter recipients are more likely to be enjoying the countryside and historic offering of the
region that more general website enquirers. This is likely to be as a result of the information that
they are given about the things to see and do in the region.

E-Newsletter Website
2008 Visitors 2008
Eating out 76% 79%
Shopping 67% 60%
Visiting the countryside generally 65% 57%
Visiting tourist attractions e.g. museums, zoos 64% 48%
Countryside car touring 54% 48%
Countryside walking (under 10 miles) 53% 46%
Historic houses & gardens 49% 43%
Coastal resorts 41% 38%
Urban walking/ trails e.g. York city walls, Ale Trail Hull 34% 36%
Visiting family/ friendsl 24% 27%
Countryside walking (over 10 miles) 16% 16%
Special events/ public show e.g. country shows, etc 11% 12%
Evening culture e.g. theatre, cinema, etc 11% 11%
Other - Please specify 11% 9%
Gener al outdoor activity e.g. ©eycling,9%wat

Arkenford __

market modelling and research




MYY 2008 Campaign Evaluation Research

Page 29 of 39

Listed below are the types of visitors that are more likely to undertake several of the activities listed

above;

Visiting Tourist
Attractions

Touring Countryside

Visiting Coastal Resorts | Walking Trails

First Time Visitors

Aged over 45

Groups without children
Discoverers

First Time Visitors
Aged under 45

children
Traditionals, High

Telephone Sample

Street, Functionals

Families with younger

Repeat Visitors Telephone Sample
Male visitors Visitors without
Couples children
Discoverers / First time visitors
Habituals/ Followers Discoverers

The other activities mentioned related to heritage attractions, sports events, visiting the countryside

and villages and special interest trips.

Main Activity

The table below ranks the main activities undertaken by the different respondent types.

MYY 08
Countryside walking (under 10 miles)
Visiting family / friends
Countryside car touring
Visiting the countryside generally
Coastal resorts
Visiting tourist attractions e.g. Museums, zoos
Historic houses & gardens
Eating out
Other
Urban walking/trails e.g. York city walls, Ale Trail Hull
Shopping
Countryside walking (over 10 miles)
Special events / public show e.g. country shows, etc
General outdoor activity, i.e. cycling, watersports, climbin
Evening culture e.g. theatre, cinema, etc

E-Newsletter 2008
Countryside car touring
Historic houses & gardens
Visiting tourist attractions e.g. Museums, zoos
Visiting the countryside generally
Coastal resorts
Countryside walking (under 10 miles)
Visiting family / friends
Countryside walking (over 10 miles)
Other
Eating out
Urban walking/trails e.g. York city walls, Ale Trail Hull
Shopping
Special events / public show e.g. country shows, etc
Evening culture e.g. theatre, cinema, etc
General outdoor activity, i.e. cycling, watersports, climbin

12%
11%
10%
10%
10%
9%
8%
6%
6%
60 0
40 0
3%
2%
1%
1%

16%
14%
13%
11%
10%
8%
8%
5%
40 ]
30 0
3%
2%
1%
1%
0%

Short Breaks 08
Visiting tourist attractions e.g. Museums, zoos 23%
Visiting the countryside generally 15%
Countryside car touring 10%
Countryside walking (over 10 miles) 8%
Historic houses & gardens 8%
Shopping 8%
Visiting family / friends 8%
Urban walking/trails e.g. York city walls, Ale Trail Hull 5%
Special events / public show e.g. country shows, etc 5%
Countryside walking (under 10 miles) 3%
General outdoor activity, i.e. cycling, watersports, climbin 3%
Eating out 3%
Coastal resorts 3%
Other 3%
Evening culture e.g. theatre, cinema, etc 0%

Website Visitors 2008

Visiting the countryside generally 16%

Visiting tourist attractions e.g. Museums, zoos 13%
Visiting family / friends 13%

Countryside car touring 11%

Countryside walking (under 10 miles) 8%

Historic houses & gardens 8%

Countryside walking (over 10 miles) 6%

Other 6%

Coastal resorts 6%

Urban walking/trails e.g. York city walls, Ale Trail Hull 4%
Shopping 4%

Eating out 3%

Special events / public show e.g. country shows, etc 1%
General outdoor activity, i.e. cycling, watersports, climbin 1%
Evening culture e.g. theatre, cinema, etc 0%
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Guide Request

The pattern of guide requesting has remained stable year on year. Approximately a third of
respondents requested the guide whilst still considering where to go on holiday.

E-Newsletter recipients and website enquirers are the respondents more likely to be requesting
information after they had already decided to visit. That said, it is likely to information provided using
this media contributed to that decision.

E-Newsletter Website Visitors

MYY 08 MYY 07 Short Breaks 08  Short Breaks 07 2008 2008
After you had already decided to visit Yorkshire 42% 44% 33% 47% 52% 40%
When you were still considering where to go on holiday 34% 30% 40% 38% 31% 31%
Can't say/ can't remember 18% 20% 20% 8% 9% 22%
After you had booked your trip to Yorkshire 7% 6% 8% 8% 9% 7%

The respondents more likely to have ordered the brochure before they decided on their holiday
destination are Discoverers and Cosmopolitans, both of whom are target segments.

Guide Influence

Around two-thirds of respondents indicated that the MYY guide had some influence on their decision
to book a visit to Yorkshire.

This figure is significantly higher than reported in the earlier waves of the campaign, and alsomost
identical to what was reported for 2007 indicating that the influence of the guide has now peaked.

The influence of the website and newsletter is similar to that reported for the MYY campaign
indicating the value of online activity.

Extent to which trip booked as a result of the guide

ShortBreaks

E-Newsletter 2008

Website Visitors 2008

B Definitely ™ Probably/ possibly ™ Notat all
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The types of visitor who were more likely to state that the guide definitely influenced decision to book
are;

e Telephone Sample
e Cosmopolitans / High Street / Traditionals

MYY versus Yorkshire Accommodation Guide

Influence of MYY vs YAG

MYY 08

ShortBreaks 08

E-Newsletter 2008

Website Visitors 2008

H Yorkshire Accommodation Guide B Make Yorkshire Yours ¥ Equal influence H Neither

In previous waves The Yorkshire Accommodation Guide was reported as having more influence in
respondent’s choice to visit.

It would now appear to be the case that the MYY holds a greater influence.

There is some evidence that there is a need for both types of guide. At least 1 in 5 respondents
indicated that the guides had an equal influence illustrating that the guides complement each other well.

The table below illustrates which guide is more likely to influence different types of visitor;

YAG MYY

Telephone Sample First Time Visitors

Repeat Visitors 35-44 and those aged 55+
25-34 year olds Functionals/ High Streets
Younger families

High Streets/ Followers
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Visit History

The chart below illustrates the visit history of respondents.

Last Visit

2007 2006 2005 2004 2003 Before 2003 Never

® MYY08 M Short Breaks 08 ™ E-Newsletter2008 ™ Website Visitors 2008

E-Newsletter Website

MYY 08 Short Breaks 08 2008 Visitors 2008

2007 62% 45% 56% 65%

2006 54% 50% 42% 52%

2005 45% 43% 39% 49%

2004 39% 50% 33% 38%

2003 35% 35% 26% 33%

Before 2003 54% 58% 47% 49%
Never 7% 10% 16% 10%

90% of respondents have visited Yorkshire previously, illustrating that Yorkshire attracts a strong
core of repeat visitors.

Overall, 60% of the sample had visited in 2007, ¢.50% in 2006, and c.45% in 2005 indicating that for
many a trip to Yorkshire is a regular choice. This is further backed up by the fact that over half the
sample visited before 2003.

Arkenford ___

market modelling and research




MYY 2008 Campaign Evaluation Research Page 33 of 39

Booking Behaviour

Booking Patterns

Visitors tend to 50%
leave less lead a5%
time when 40%
booking short 35%
breaks than they — so%
do booking 25%
longer holidays. 20%
15%
10%
5%
0%
Lessthan aweek Weekto a month 1to 3 months 3to 6 months 6 months to ayear 1yearand over Can't say
B ShortBreaks (MYY 08) M LongBreaks (MYY 08) [ ShortBreaks (MYY 07) M LongBreaks (MYY 07)
Short Breaks (MYY  Long Breaks Short Breaks Long Breaks
08) (MYY 08) (MYY 07) (MYY 07)
Less than a week 5% 1% 5% 2%
Week to a month 28% 7% 27% 8%

1to 3 months 41% 25% 42% 26%

3to 6 months 16% 30% 16% 30%

6 months to a year 5% 21% 5% 21%

lyearand over 0% 3% 0% 3%

Can't say 5% 13% 5% 11%

That said, a higher proportion of visitors are booking short breaks between 1-3 months in advance
now than was recorded in 2007.
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Propensity to Book Short Break in 2008

Propensity to Visit in 2009

MYY 08

ShortBreaks 08

E-Newsletter 2008

Website Visitors 2008

B Very likely M Likely ™ Unlikely M Veryunlikely M Can'tsay

Three quarters of MYY respondents indicate that it is likely that they will visit Yorkshire in the next
year, a level that is on a par with previous waves.

The proportion of respondents who indicate they are very likely to visit in the coming year are Short
Breaks respondents as well as e-newsletter recipients and website enquirers.

More specifically they are the following respondent types;

Telephone Respondents

Repeat Visitors

Couples

Cosmopolitan, High Street & Traditionals

These segments are identified as target markets.
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Propensity to Recommend

Propensity to Recommend

MYY 08

ShortBreaks 08

E-Newsletter 2008

Website Visitors 2008

HVerylikely Mlikely M Unlikely B Veryunlikely M Can'tsay

As was reported last year, there is a high proportion of the sample that will recommend Yorkshire to
family / friends / colleagues as a place to visit for a short break or holiday.

The Short Break Campaign sample as well as e-newsletter recipients and website enquirers are the
most positive; €.90% of each of these groups of respondents would recommend Yorkshire.

The types of respondent more likely to recommend are;

Telephone Sample

Females

Repeat / Lapsed Visitors

Couples

Cosmopolitans / Traditionals / Functionals

Bearing the above in mind there is remains the potential to develop a ‘recommend a friend’
mechanism to support the recommendation process.
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Sample Profile

ArkLeisure Segmentation

The following chart shows the proportion of respondents that fall into each segment group.

ArkLeisure Segment Profile

35%
30%
25%
20%
15%
10%

5%

0%
Style Hounds  Cosmopolitans High Street Discoverers Followers Traditionals Functionals Habituals

BEMYY08 M Short Breaks 08 ™ E-Newsletter2008 M Website Visitors 2008 B National Population

E-Newsletter Website National
MYY 08 Short Breaks 08 2008 Visitors 2008 Population
Style Hounds 2% 2% 1% 2% 10%
Cosmopolitans 9% 16% 13% 13% 19%
High Street 15% 29% 10% 11% 18%
Discoverers 5% 3% 5% 7% 12%
Followers 15% 22% 13% 12% 13%
Traditionals 16% 10% 19% 23% 11%
Functionals 17% 12% 22% 18% 9%
Habituals 22% 8% 18% 14% 8%
When we compare we can see that;
. Mass market segments (High Street and Followers) are more likely to respond to Short
Breaks marketing
. More traditional Yorkshire visitors (Traditional & Functional segments) are more likely to

respond to online activity
When we look at greatest potential (comparisons with the national population) we can see that we;

o Have strongest appeal in the Traditional / Functional / Habitual Segments
. Need to increase our appeal for Cosmopolitans / High Street / Discoverers
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Age & Gender Profile

The age profile of MYY campaign respondents has remained very similar to last year.

The Short Break campaign respondents have the highest proportion of respondents aged 55-64. The
e-newsletter recipients and website enquirers tend to have a lower age profile.

Age Profile

40%

MYY 08 MYY 07 ShortBreaks 08 E-Newsletter 2008 Website Visitors 2008

W 16-34 W35-44 W 45-54 W55-64 M Over 65

The respondents to the telephone interview are generally older than those that respond to the online
survey.

Telephone sample are also more likely to be female (62%). The gender split for other sample groups
is much more even.
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Impact Data

order to evaluate the success we have made comparisons with the previous years that the campaign has run.
We have also provided a combined total for the 2007/8 campaign.

The results (which are attributable to the MYY Guide) show a slight decrease in total break spend generated to
the area (-12%) for 2008 compared to 2007.

Economic spend figures are based on total spend on accommodation and total spend on trip from the research
results. From these figures the economic model has calculated two main sets of figures: the ‘total spend’,
which identifies total spend to the area; the total spend ‘as a result of the guide,” which identifies the values
that can be directly attributed to the campaign. The figures ‘as a result of the guide’, is calculated on those
enquirers who stated they had booked their trip as a direct result of receiving the campaign material.

The results from the 2008 conversion research are based on average spend figures of £537.18 per party, which
was lower than the 2007 results (£588.81 per party per break).

Trips

In terms of the ‘trips’, the results break down total spend (£537.13) by spend per person per break as
£179.04. The total accommodation results (£235.82) show that the average spend per person per break was
£78.61, and per night £18.11. These figures include people who did not pay for accommodation i.e. people
stayed with friends and family and caravan and camping accommodation. They are significantly down on
figures reported for 2007 which might be as a result of an increase in special deals / offers in 2008.

Per Guide
The results for ‘per guide’ show that each guide generated a total of £30.94 on accommodation as a result of

the guide (-48% on 2007). These shifts will in part be as a result of increased website activity, with the guides
increasingly steering traffic to the accommodation pages on the website.

The effect on total spend as a result of the guide was less significant, down to £191.64 in 2008 from £207.13 in
2007 (-7%).

Total Enquirers

Enquirers on the database results (143,922) show spend to be estimated at £42.3 million on breaks to Yorkshire
over a seven month period, compared to an estimate of £59.7 million recorded in 2007 in relation to a 12
month period.

Of the £42.3 million for 2008 for enquirers, around £27.6 million can be directly attributed to the guide.

Total Print Run

With the total print run of the guide (200,000), £58.8 million was spent on holiday breaks to Yorkshire. Of this
£38.3 million could be as a direct result of the guide.
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